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Introduction - India's automobile industry has witnessed
rapid evolution over the last two decades, transitioning from
a relatively closed market dominated by a few domestic
players to one of the largest and most dynamic automotive
markets in the world. Within this broader ecosystem, the used
car market has emerged as a highly significant and fast-
growing segment. Historically treated as secondary or less
glamorous compared to the new vehicle segment, the pre-
owned car sector has now become a major contributor to the
automobile economy—both in terms of volume and value.
Factors such as increasing affordability, shorter car
ownership cycles, the aspiration for personal mobility, and
digital transformation have fueled the surge in demand for
used vehicles in India.

As per market studies by Frost & Sullivan, CRISIL, and Indian
Blue Book, the Indian used car market was valued at
approximately USD 23 billion in 2022 and is projected to
grow at a CAGR of over 11%, reaching nearly USD 50 billion
by 2027. This exponential growth reflects a shift in both
consumer perception and industry dynamics. Used cars are
no longer seen as an inferior substitute for new vehicles but
as a smart, budget-friendly alternative—especially among
first-time car buyers, young professionals, and families
looking to upgrade. The ownership life cycle of vehicles in
India has dropped from 6-7 years to 3—4 years, leading to a
more frequent turnover of cars, thereby adding more
inventory to the used vehicle market.

Traditionally, the purchase or sale of a used car in India was
a cumbersome and opaque process. It involved relying on
local car brokers, personal networks, newspaper classifieds,
or unstructured dealer ecosystems that often-provided
limited transparency. The risks associated with these
methods included uncertain vehicle history, lack of standard
documentation, unrealistic price expectations, and
fraudulent practices such as odometer tampering. The
market operated largely on asymmetric information, where
either the buyer or seller typically had more knowledge than
the distrust

Furthermore, consumers had to spend significant time and

other, leading to and dissatisfaction.
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effort inspecting vehicles, negotiating prices, and arranging
financing or RC (Registration Certificate) transfers.

The arrival of digital platforms in the used car sector—such
as CARS24, Spinny, Olx Autos, and Car Dekho—has
fundamentally altered this narrative. These platforms aim to
bring structure, transparency, efficiency, and trust into what
was once a fragmented market.

However, despite these technological advancements and
value propositions, consumer behavior in the digital used car
market continues to be complex and multi-dimensional.
Buying a used car is fundamentally a high-involvement
decision involving not just financial outlay but also emotional
and functional considerations. In the Indian context, where
car ownership is often seen as a symbol of success and
security, the purchase is not made lightly. This behavior is
influenced by a host of factors—ranging from economic
considerations like price sensitivity to psychological factors
like perceived risk, trust in platforms, and brand reputation.
One of the most critical determinants of consumer adoption
of digital platforms like CARS24, Car Dekho, etc., is trust.
Despite the ease of online access and convenience, many
consumers still hesitate to make high-value purchases online,
especially when it involves a second-hand product. Concerns
regarding fraud, descriptions,
mechanical issues, and lack of face-to-face accountability
weigh heavily on the minds of both buyers and sellers. This is
particularly true in semi-urban and rural areas where digital
literacy is still evolving. Hence, building digital trust through
transparency, reviews, guarantees, and responsive customer
service becomes essential.

inaccurate undisclosed

Closely linked to trust is risk perception. In consumer
psychology, risk perception refers to the subjective judgment
people make about the potential problems they might face
from a particular action—in this case, purchasing a used car
online. Consumers assess various types of risks: financial risk
(overpaying), performance risk (the car not functioning as
expected), social risk (peer judgment), and time risk (lengthy
return or repair procedures). Platforms that can minimize
perceived risks through features like inspection reports,
certified listings, 7-day return policies, and verified seller
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identities are more likely to be embraced.

Another central factor in the consumer decision-making
process is price sensitivity. Indian consumers are known for
being value-conscious, and this is especially true in the
automobile sector. Price comparison, negotiation, and “value
for money” assessments are deeply ingrained in the buying
culture. Consumers often compare listings across multiple
platforms and even consult local dealers before finalizing a
deal. Digital platforms that use algorithm-based pricing and
provide real-time market valuation help in creating
transparency and reducing ambiguity, but they must also
ensure that their pricing logic is understood and trusted by
users.

In addition to trust and pricing, service quality and platform
usability are key components shaping the consumer
experience. In a digital-first environment, users expect
seamless experiences—whether it is through a mobile app or
website. Factors like ease of navigation, quality of photos,
chat or call support, financing availability, and user-friendly
filters can significantly affect purchase decisions. Poor digital
interface or lack of support during a query or complaint can
lead to cart abandonment or negative word-of-mouth, which
is highly influential in the digital age.

The diversity of the Indian consumer base also plays a crucial
role. While urban millennials may prefer digital interactions
due to comfort with technology and a desire for convenience,
older age groups or consumers from tier-2 and tier-3 cities
may still prefer some level of physical interaction or hybrid
models. This difference in digital readiness, income levels,
and cultural attitudes toward car ownership influences how
various consumer segments interact with platforms like
CARS24, Car Dekho, Spinny, etc.

Moreover, brand perception and marketing communication
also influence digital platform adoption. The way a platform
positions itself—whether as a “trustworthy partner,” a “smart
value platform,” or a ‘“hassle-free digital solution”—
determines how consumers relate to it. Use of testimonials,
influencer marketing, advertising tone, and the credibility of
endorsements can enhance the emotional appeal and
perceived authenticity of the platform.

This study intends to delve deep into the consumer
behavior patterns and decision-making factors in the Indian
used car market, with an exclusive lens on Indian
automobile industry. The report draws upon secondary data
sources such as industry whitepapers, consumer behavior
models, academic journals, and market analysis to uncover
the major trends and determinants that influence
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consumers’ decisions to buy or sell used cars digitally.

Literature Review

The Indian automobile sector has witnessed rapid expansion
in recent years, largely driven by rising disposable income,
growing urbanization, and easy access to vehicle financing.
According to Monga, Chaudhary, and Tripathi (2012),
these factors have significantly boosted car sales, with
consumers increasingly aspiring to own personal vehicles.
Their study highlights that alongside affordability, factors
such as customer perception, service quality, and brand
reputation play an essential role in influencing purchasing
decisions. As competition intensifies in both the new and
used car markets, automobile manufacturers and dealers must
focus on enhancing the overall customer experience to
maintain brand loyalty and trust.

The role of intermediaries—car dealers and platforms—has
become central in shaping consumer behaviour.
Traditionally, these were local, informal networks, but with
the advent of digital platforms like CARS24, Spinny, and
CarDekho, the landscape is rapidly changing. These
platforms offer structured, tech-enabled services that enhance
transparency, improve access to information, and streamline
transactions. Consumers today value convenience, speed, and
trustworthy processes—traits increasingly associated with
online platforms.

Recent literature also emphasizes the impact of digital
transformation on consumer decision-making. Technology
has empowered consumers to research, compare, and transact
vehicles online without physical dealership visits. Factors
such as perceived risk, pricing transparency, and platform
usability now play a vital role in the online purchase journey.
As the used car market becomes more formalized,
understanding these behavioural shifts is key to developing
effective marketing and service strategies in the digital
automotive retail space.

Raj, Sasikumar, and Sriram (2013) conducted a detailed
study to explore the factors influencing brand preferences
among consumers purchasing SUVs (Sports Utility Vehicles)
and MUVs (Multi Utility Vehicles) in India. Their research
identified six critical factors that significantly shape
consumer decisions: product reliability, price considerations,
modern appeal, non-price promotional strategies, brand trust,
and customer association. Among these, product reliability
and brand trust emerged as the most influential, suggesting
that consumers prioritize long-term value and confidence in a
brand when making high-investment purchases like vehicles.

Price sensitivity also played a crucial role, especially among
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middle-class consumers who seek value-for-money options
without compromising on essential features. The study
highlighted that while promotional offers and discounts
attract attention, they are less effective in the absence of
perceived quality and trustworthiness. Additionally, modern
styling and features, such as advanced technology, safety, and
comfort, were important in creating appeal, especially among
younger buyers.

The research emphasizes the multi-dimensional nature of
consumer preferences in the automotive sector and the
importance of aligning brand strategies with both emotional
and rational drivers. These findings are particularly relevant
in the context of digital platforms like CARS24, where trust,
brand perception, and pricing continue to influence buying
behaviour in the used car segment.

Poornima and Rita (2013) examined the rapid expansion of
the Indian automobile industry and highlighted several key
drivers behind this growth. Their study identified rising
disposable income, easy access to vehicle financing,
improving infrastructure, and changing consumer lifestyles as
pivotal fuelling the increasing demand for
automobiles across both urban and semi-urban markets.

factors

These economic and social changes have enabled a broader
segment of the population to consider vehicle ownership,
making cars more accessible than ever before.

The study also observed a notable shift in buyer behaviour,
especially with the emergence of luxury vehicles as symbols
of social status, freedom, and independence. Consumers were
no longer purchasing vehicles solely for utility; emotional
and aspirational factors began to play a significant role in
decision-making. This transition marked a movement from a
need-based to a desire-driven market, where brand image,
features, and prestige increasingly influenced choices.

The findings provide valuable insight into the psychological
and socio-economic motivations behind car purchases in
India. As digital platforms like CARS24 cater to these
evolving consumer needs, understanding such behavioural
trends becomes crucial. The study underscores the
importance of aligning marketing and sales strategies with
consumers’ aspirational lifestyles and growing emphasis on

status-driven consumption.

Sravan D. K. S., Sarakamu V., and Rao P. (2014) explored
the evolving dynamics of India’s four-wheeler market,
emphasizing how changing customer perceptions have

significantly contributed to the sector’s growth. Focusing
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particularly on SUV buyers, the study identified 17 critical
factors that shape consumer purchase decisions. These
include brand image, pricing, fuel efficiency, vehicle
performance, comfort, maintenance costs, and safety
features—all of which play a central role in both pre-
purchase evaluation and post-purchase satisfaction.

The findings reflect a growing awareness and sophistication
among Indian automobile consumers. Buyers are no longer
swayed solely by cost or availability; instead, they weigh a
combination of functional, emotional, and social attributes
before making a decision. This multifactorial approach to car
buying suggests a shift toward value-based purchasing, where
long-term satisfaction and brand loyalty are closely tied to
initial expectations being met or exceeded.

Their research reinforces the need for manufacturers and
platforms like CARS24 to focus not only on competitive
pricing but also on delivering comprehensive information and
high-quality services that align with consumer priorities.
Addressing these key decision-making criteria is essential for
fostering customer trust, improving platform credibility, and
enhancing the overall user experience in the digital used car
market.

Saxena A. (2014) investigated the evolving trends in
consumer behaviour within the Indian automobile sector,
particularly focusing on the small car segment. The study
found that budget constraints, rising disposable incomes, and
fluctuating fuel prices are major factors influencing consumer
decisions. As economic conditions improved for a large
segment of the population, many first-time buyers began
exploring affordable personal mobility options, thus boosting
demand for compact and fuel-efficient vehicles.

Saxena also emphasized the significant role of advertising in
shaping consumer preferences and brand awareness. The
research revealed that well-targeted marketing campaigns—
especially those appealing to emotional values such as
family, safety, and status—have a measurable impact on
influencing buyer perceptions. Television commercials,
digital media, and celebrity endorsements all contributed to
building brand affinity and trust among potential buyers,
often tipping the scales in Favor of specific models or brands.

In the context of the digital used car market, this study
underscores the importance of both economic drivers and
communication strategies. For platforms like CARS24,
understanding these consumer triggers is crucial. Aligning
product offerings, promotional content, and user engagement
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strategies with budget-conscious and brand-sensitive buyers
can significantly enhance reach and conversion in a
competitive landscape.

Shende V. (2014) conducted an insightful study highlighting
the pivotal role of consumer behaviour in determining the
success of automotive brands in a highly competitive and
segmented market like India. The research categorized buyers
into different segments based on their preferences and
income levels, revealing that purchasing motivations and
expectations vary significantly across consumer groups.

For mini-segment car buyers, the primary consideration
revolves around cost-effectiveness. These buyers are
typically first-time car owners, highly price-sensitive, and
focused on affordability, fuel efficiency, and low
maintenance costs. For them, the car represents basic
mobility and financial prudence rather than Iluxury or
lifestyle.

In contrast, mid-segment buyers place a higher premium on
attributes like safety, comfort, brand image, and product
reliability. They often view car ownership as a reflection of
their personal status and lifestyle and are influenced by brand
perception, technological features, and long-term value.

Shende’s findings are particularly relevant in the context of
digital platforms like CARS24, where understanding
segment-specific needs can help optimize inventory, design
user experiences, and personalize marketing strategies. The
platform must tailor its offerings—such as vehicle
recommendations, price filters, and financing options—
according to these behavioural distinctions to enhance
consumer satisfaction and engagement.

Biswas, Mukherjee, and Roy (2014) conducted a
comprehensive study focusing on the factors that influence
consumer satisfaction and purchase decisions in the SUV
segment of the Indian automobile market. Their research
highlights that shifting customer perceptions, driven by rising
disposable incomes and evolving lifestyle aspirations, have
significantly contributed to the growth in demand for SUVs
in India. Unlike in the past, where functionality and
affordability dominated vehicle choice, today’s consumers
view SUV ownership as a symbol of status, power, and
personal identity.

The study identifies several key determinants that shape
consumer satisfaction and decision-making, including brand
image, price, fuel efficiency, safety features, performance,
and aesthetics. Among these, brand image and safety
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emerged as particularly influential, suggesting that consumers
are willing to pay a premium for brands that they associate
with reliability and security.

Furthermore, fuel efficiency continues to be a crucial factor,
especially in a price-sensitive market like India. Consumers
expect their vehicles to balance performance with
affordability in the long run.

These insights are vital for platforms like CARS24, which
must consider these evolving consumer preferences while
curating inventory and designing marketing strategies.
Catering to SUV buyers’ expectations can significantly
enhance platform trust and customer satisfaction.

Srivastava and Matta (2014) conducted an insightful study
on consumer behaviour patterns among passenger car buyers
in the Delhi NCR region, focusing on both psychological and
socio-cultural influences. Their research revealed that car
buying decisions are not merely driven by functional
requirements but are deeply shaped by factors such as
culture, family structure, age, and lifestyle choices. In a
region like Delhi NCR—marked by diversity and rising
affluence—these factors play a crucial role in forming brand
preferences and determining the type of vehicle a consumer
selects.

The study particularly emphasized the importance of price
and social status as dominant influences on consumer
choices. While price sensitivity remains a key factor,
especially for first-time or budget-conscious buyers, the
symbolic value of owning a car—particularly a well-known
or premium brand—has become increasingly important.
Consumers view cars not just as a mode of transport but as an
extension of personal identity and social standing.

These insights align well with broader patterns in the Indian
automobile market, where emotional and aspirational factors
blend with rational considerations. For digital platforms like
CARS24, understanding these motivations is essential in
targeting different consumer segments effectively, especially
in urban, status-driven markets like Delhi NCR.

Markan (2015) presented a detailed exploration of the dual
role cars play in the lives of Indian consumers—functioning
both as a practical mode of transport and as a status symbol.
The study underscores the symbolic significance of car
ownership in India, where vehicles often reflect an
individual’s social standing, economic success, and lifestyle
aspirations. This is particularly evident in urban centres,
where public display of assets, such as cars, carries
considerable prestige.
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A key finding from the research is the strong correlation
between income levels and car preferences. Higher income
groups tend to opt for larger, feature-rich vehicles such as
SUVs or luxury sedans, while middle- and lower-income
buyers are more inclined toward compact or hatchback
models that offer affordability and efficiency. The study also
reveals that the size and type of car chosen by consumers is
not solely based on need or functionality but is heavily
influenced by their aspirations and social comparison
motives.

This insight is especially relevant to digital platforms like
CARS24, which cater to a wide spectrum of customers.
Understanding how income segmentation affects preferences
allows such platforms to tailor listings, marketing strategies,
and financing options to align with consumer expectations
and behaviour.

Biradar and Kulkarni (2015) emphasized the rapid growth
of India’s pre-owned car market, which has become an
increasingly vital segment of the automobile industry. This
growth is largely attributed to the rising disposable incomes
of India’s expanding middle class, along with increased
awareness of cost-effective vehicle ownership options. As
more consumers begin to recognize the benefits of
purchasing second-hand vehicles—such as affordability,
lower depreciation, and easier financing—the demand for
pre-owned cars continues to surge.

The study also explores the gradual transformation of this
market from a disorganized sector to a more structured and
professional ecosystem. Traditionally dominated by small-
scale, informal dealers, the used car space is witnessing a
shift as digital platforms and certified dealerships enter the
field. These organized entities are enhancing consumer trust
by offering services like vehicle certification, warranties,
inspection reports, and streamlined documentation.

Biradar and Kulkarni further noted that unorganized players
are being compelled to adapt by improving service quality
and adopting digital tools to remain competitive. This
evolution reflects broader consumer expectations for
transparency, convenience, and reliability in transactions.
Platforms like CARS24 are at the forefront of this change,
redefining how used cars are bought and sold in India’s
digitally-driven economy.

Cheng (2015) conducted an in-depth analysis of the factors
influencing the behaviour of second-hand car buyers,
focusing on social, marketing, and consumer-related drivers.
The study is notable for outlining the five key stages in the
consumer decision-making process: problem recognition,
information search, evaluation of alternatives, purchase

decision, and post-purchase behaviour. This structured
approach helps in understanding the sequential journey a
buyer undertakes when considering a used car purchase.

In the problem recognition phase, consumers become aware
of the need for a vehicle—often driven by changes in
lifestyle, work requirements, or family needs. In the
information search stage, buyers seek insights from multiple
sources including peers, digital platforms, expert reviews,
and dealership advice. The evaluation phase involves
comparing different models, brands, prices, and dealer
reputations. The purchase decision is made based on factors
such as price, trust, product condition, and perceived value.
Finally, post-purchase behaviour includes satisfaction, word-
of-mouth, and brand loyalty, which can influence future
buying decisions and platform recommendations.

Cheng’s framework is particularly relevant in the Indian
context, where digital platforms like CARS24 must align
their user journeys to cater to these five behavioural stages
effectively.

Patial D.Y. (2015) explored the key determinants influencing
consumer decisions while purchasing a car and found that
brand image, latest technology, and safety features
significantly outweigh other considerations. The study
highlights that modern car buyers—especially in urban and
semi-urban regions—prioritize advanced features,
technological upgrades, and enhanced safety systems over
more traditional concerns such as fuel efficiency or economic
considerations. This trend reflects the growing aspirations of
Indian consumers who associate car ownership not just with
transportation needs but also with lifestyle enhancement,
personal identity, and social status.

Interestingly, the research suggests that while affordability
remains a factor, it is no longer the dominant criterion for
many consumers, especially among middle and upper-income
groups. Instead, attributes such as brand reputation,
innovative design, in-car connectivity, and passenger safety
technologies are gaining prominence. Consumers today seek
value beyond cost—focusing on driving experience,
technology integration, and long-term reliability.

This insight is particularly relevant for both new car
manufacturers and used car platforms like CARS24, which
are increasingly marketing high-tech, feature-rich used
vehicles to cater to this shifting preference. Understanding
these behavioural patterns can help platforms position their
offerings more effectively and enhance customer satisfaction
in a competitive market.
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Hung N. J. and Yazdanifard R. (2015) conducted an
insightful study in Malaysia, focusing on the behavioural
patterns and preferences of car buyers, particularly in relation
to passenger safety. Their research revealed that safety
features rank as one of the most important factors influencing
purchase decisions among consumers. The study emphasizes
that, in the evolving automotive landscape, buyers are
becoming increasingly aware and cautious about the potential
risks associated with vehicle ownership and road usage. As a
result, airbags, anti-lock braking systems (ABS), crash test
ratings, and stability control mechanisms are now viewed as
essential components rather than optional add-ons.

The research also highlighted a psychological aspect where
buyers associated greater safety with better quality and
trustworthiness of a brand. This perception plays a critical
role, especially in family-oriented purchases where protecting
passengers, particularly children and elderly members,
becomes a top priority. While affordability and aesthetics
continue to influence choices, safety assurance acts as a
decisive factor, often tipping the scales in competitive
product comparisons.

These findings are relevant beyond Malaysia, as safety
consciousness is also rising among Indian consumers.
Platforms like CARS24 can leverage this trend by clearly
highlighting the safety features of listed vehicles, thereby
appealing to a more informed and risk-averse consumer base.

Koch C. and Mkhitaryan D. (2015) explored the dynamics
between consumer satisfaction, brand trust, and customer
loyalty, with a particular focus on the luxury car segment.
Their study found that satisfaction and trust are key drivers of
brand loyalty, particularly in high-involvement purchases
such as automobiles. When customers feel satisfied with a
brand’s performance, product quality, and service delivery,
they are more likely to remain loyal and engage in repeat
purchases. This relationship becomes even more pronounced
in the luxury car segment, where emotional gratification and
perceived value strongly influence decision-making.

The researchers highlighted that luxury car buyers are not
only seeking functionality but also a sense of exclusivity,
prestige, and personalized service. In such cases, loyalty is
not merely a result of transactional satisfaction but also stems
from emotional engagement and perceived brand integrity.
Brand trust plays a pivotal role here, as buyers expect a
consistent and superior experience that aligns with the brand
promise.

These insights are significant for platforms operating in the
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used car market, such as CARS24, especially when targeting
premium vehicle segments. Enhancing post-sale service,
maintaining product quality, and building trust through
transparency and customer engagement can contribute
significantly to retaining customers and encouraging repeat
business.

Doshi V. and Parmar C. (2016) conducted a study to
understand the various factors influencing consumer
decisions in the Indian automobile market. Their research
identified demographic characteristics, brand preferences,
family influence, and financial considerations as the primary
determinants shaping car purchase behaviour. They
emphasized that variables such as age, income, education
level, and occupation significantly affect buyer choices,
indicating that purchasing patterns vary across different
customer segments.

The study also underlined the strong influence of family
members in the decision-making process, especially in
middle-class Indian households where collective decision-
making is common. Recommendations from peers and elders
often sway brand selection, car type, and even financial
planning for the purchase. Additionally, brand preference is
shaped not only by advertising and promotions but also by
perceptions of quality, service, and resale value.

Financial aspects like the availability of car loans, EMI
flexibility, and down payment requirements were also found
to heavily impact purchase intentions, particularly among
first-time buyers. The authors conclude that in such a
complex and evolving market, automobile manufacturers and
digital platforms must develop a deep understanding of
behaviour to effectively meet
expectations and drive sales. Tailoring marketing strategies
according to demographic and psychographic profiles is
essential for long-term success.

consumer customer

Shanker S. (2016) conducted a study examining the
behavioural patterns of consumers in India’s used car market,
highlighting the contrasting priorities of organized and
unorganized buyers. The research revealed that organized
sector buyers, often urban and tech-savvy, value assistance
services, such as professional vehicle inspections, post-sale
support, and easy financing options. These consumers prefer
structured processes that offer transparency and convenience,
often facilitated by digital platforms like CARS24. The
availability of loan facilities, vehicle history reports, and RC
transfer services significantly enhance their buying

experience.

On the other hand, unorganized sector buyers—typically
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found in semi-urban and rural regions—are primarily driven
by trust in the seller and the resale value of the vehicle. Their
decisions are more relationship-based, often relying on word-
of-mouth, local dealers, or known acquaintances. For them,
budget constraints, the aspiration of owning a vehicle, and
perceived value take precedence over formal services or
financing benefits.

The study emphasizes that both consumer segments are
influenced by the desire for car ownership, but their
expectations and  decision-making  processes differ
significantly. Hence, businesses in the used car space must
tailor their offerings accordingly—balancing digital
innovation with personalized trust-building strategies to
appeal to both market segments.

Rajireddy K. and Ravinder D. (2016) explored the
dynamics of consumer behaviour in the Indian automobile
market, focusing on the factors that influence car purchasing
decisions. Their study identified price as one of the most
significant determinants in the buying process, with
consumers demonstrating a strong inclination toward vehicles
that offer maximum value within their budget. Affordability
remains central, particularly for middle-income families who
carefully evaluate the cost-benefit ratio before finalizing a
purchase.

The study also underscored the role of globalization in
reshaping consumer preferences. Exposure to international
automobile brands and features has heightened expectations,
leading to increased demand for technologically advanced
and aesthetically appealing cars, even in the compact or mid-
range segments. Indian consumers are now more brand-
conscious and compare global models on parameters like
safety, design, mileage, and performance.

Furthermore, demographic analysis revealed that the majority
of car buyers fall within the 35-45-year age group,
representing working professionals and middle-class families.
This segment typically seeks a balance between practical
utility, financial feasibility, and brand image. The findings
highlight the need for automakers and used car platforms to
cater to this influential age bracket by offering competitive
pricing, modern features, and attractive financing schemes
that align with their aspirations and responsibilities.

Sakthivel G. and Kumar S. (2017) emphasized the growing
lucrativeness of the Indian automobile industry, attributing
the surge in vehicle sales to enhanced cash flow within the
economy. Their study points to a noticeable increase in
disposable income, especially among the middle class, which
has significantly boosted consumer purchasing power. As a
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result, there has been a marked rise in the aspiration for
personal vehicle ownership, with more individuals opting to
buy cars as symbols of progress and convenience.

The authors noted that as consumers become more financially
empowered, their expectations regarding features, comfort,
and brand value also rise. This shift has created intense
competition among automobile manufacturers and dealers
who must now tailor their offerings to meet evolving
consumer demands. Additionally, easier access to vehicle
financing options, combined with government initiatives to
support manufacturing and infrastructure, has further fuelled
market expansion.

The study also highlights how urbanization and changing
lifestyles have increased the demand for both new and used
vehicles. People are increasingly seeking mobility solutions
that align with their fast-paced lives, leading to more frequent
car purchases and shorter ownership cycles. These insights
underline the importance of understanding economic and
behavioural trends in order to effectively
opportunities in this flourishing market.

capture

Dangi A. (2017) conducted an insightful study that explores
the various factors influencing car buyers, with a particular
focus on the role of advertisements. The research found that
advertising plays a significant role in shaping consumer
perceptions and guiding their decision-making process,
especially by enhancing the visibility and appeal of
automobile brands. Well-crafted advertisements create
emotional connections and influence brand recall, helping
potential buyers associate specific vehicles with desirable
traits such as prestige or reliability.

Among the key factors that significantly impact purchase
decisions, safety features, comfort, and brand image emerged
as top priorities for consumers. Buyers are increasingly
conscious of the safety standards of vehicles, especially in
urban markets where road conditions and traffic volumes
raise concerns about passenger protection. Comfort—both in
terms of ride quality and in-cabin features—is another
important  criterion, reflecting changing
expectations and lifestyle preferences.

consumer

Sahu R. (2017) conducted a comprehensive study exploring
the psychological and social factors that influence consumer
behaviour in the automobile market. The research identified
self-esteem, vehicle performance, and publicity as the three
most significant factors shaping consumer preferences and
purchase decisions. Among these, self-esteem emerged as the
most dominant influence, suggesting that car ownership is
closely linked to an individual’s self-image and societal
perception.
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In the context of an aspirational and status-driven society like
India, owning a car is often associated with success,
independence, and social mobility. Consumers frequently
choose car models that reflect their personal achievements
and elevate their self-worth in the eyes of others. This
connection between self-perception and car ownership
highlights the symbolic value of automobiles beyond mere
utility.

The study also emphasized vehicle performance—including
speed, power, and handling—as a crucial factor, especially
for younger consumers who value the driving experience.
Additionally, publicity and advertising were found to
significantly impact brand awareness and influence consumer
opinions. Mass media campaigns, celebrity endorsements,
and online promotions play a key role in shaping perceptions
and guiding final purchase decisions.

Sahu’s findings underline the importance for marketers to
align product positioning with consumers’ emotional needs
and aspirations to drive brand preference and loyalty.

Patil S. (2017) highlighted the growing emphasis on
relationship management in the automobile industry, noting
that manufacturers are increasingly focusing on building
long-term connections with consumers to strengthen loyalty
and engagement. The study pointed out that brand image and
brand personality are critical components of consumer
perception and are directly influenced by how brands interact
with their customers throughout the purchase and post-
purchase journey.

One of the key observations was the pivotal role of dealers in
shaping brand perception. As the primary point of contact
between the manufacturer and the end customer, dealers
contribute significantly to both brand building and customer
satisfaction. Their ability to provide personalized service,
offer relevant product knowledge, and address consumer
concerns effectively can elevate the overall customer
experience and reinforce positive brand associations.

The study also emphasized that brands perceived as
trustworthy, approachable, and responsive tend to enjoy
better customer retention. Therefore, automotive companies
must invest in dealer training, after-sales service, and
customer relationship programs to ensure consistent
messaging and service quality across touchpoints. Patil’s
research suggests that a strong synergy between brand
personality and dealer performance can drive competitive
advantage in a crowded marketplace.

in online automotive marketplaces, emphasizing the growing
reliance on digital platforms for used car purchases. The
study found that a major barrier to online transactions in this
sector is the consumer’s concern regarding the authenticity of
information and potential hidden costs. However, when
platforms offer clear, upfront pricing and comprehensive
vehicle inspection reports, trust levels significantly increase.

The research highlights that digital trust is a foundational
pillar in influencing consumer decision-making, especially in
high-value purchases like automobiles. Detailed reports about
the vehicle’s condition, service history, and valuation give
buyers a sense of control and reduce the perceived risk
associated with online transactions.

The findings particularly align with the business model of
platforms like CARS24, which emphasize end-to-end
transparency through Al-driven valuation tools, standardized
inspections, and digital paperwork. This approach not only
builds trust but also enhances user experience and
satisfaction, making customers more likely to complete
purchases online. The study concludes that pricing clarity and
vehicle authenticity are critical for customer retention and
platform credibility in the evolving digital automotive
landscape.

Jain and Yadav (2021) conducted an in-depth study on the
risk factors affecting consumer decisions in the Indian used
car market, particularly in the context of online transactions.
Their research highlights that purchasing a pre-owned vehicle
involves a high degree of perceived risk, primarily due to
concerns regarding vehicle condition, authenticity of
documentation, hidden damages, lack of after-sales service,
and the possibility of financial loss. These risks are even
more pronounced in online marketplaces, where consumers
do not physically inspect the vehicle before purchase.

The study found that consumers are more likely to engage
with platforms that offer risk-mitigation mechanisms, such as
detailed car inspection reports, transparent vehicle history,
certified pre-owned labels, warranties, and return or exchange
policies. Such features play a crucial role in lowering anxiety,
increasing buyer confidence, and enhancing the overall
trustworthiness of digital platforms.

Research Methodology
Problem Statement:

Despite the rapid digitalization of the used automobile market
in India, there remains a gap in understanding how consumer
behaviour and decision-making patterns are shaped by online

© 2025, JOIREM
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platforms like automobile industry. Many existing studies
focus on traditional buying behaviour, but fewer explore the
psychological and functional factors affecting consumer trust,
risk perception, and platform usability in the online used
Indian automobile industry. This research aims to bridge that
gap using secondary data sources.

Objectives of the Study:

e To examine the key factors influencing
consumer decisions in India’s online used
car market.

e To study current trends in the used
automobile market in India.

e To assess consumer expectations,

satisfaction levels, and the impact of

platform features on decision-making

behaviour.

Research Design:

This study adopts a Descriptive Research Design, ideal for
examining specific questions using existing data. It offers
concrete insights and structured analysis drawn from credible
secondary data sources like industry reports, journal articles,
market surveys, and consumer research.

Sources of Data:

e Secondary Data is the foundation of this research. Data
will be drawn from:

e Industry whitepapers (e.g., EY, KPMG, McKinsey,
Deloitte automotive reports)

e Articles from academic journals (e.g., IIMB
Management Review, Journal of Consumer Behaviour)

e Online research papers (e.g., ResearchGate)

e Market insights from platforms like Statista, IBEF, and
Indian Automobile Industry internal blog and press
releases

Sampling Method:

As this study is based on secondary data, no direct sampling
of individual respondents is involved. However, existing
studies and surveys utilized in the research will include their
own sample size and methodology, which will be
acknowledged in the review and analysis section.

Data Collection Technique:

Secondary data will be systematically reviewed, categorized,
and synthesized. Content analysis will be applied to group
findings under relevant behavioural variables such as trust,

© 2025, JOIREM  |www.joirem.com| Page 9

risk perception, pricing transparency, service expectations,
and digital usability.

Tools and Techniques of Analysis:

e Comparative Matrix to evaluate how Indian Automobile
Industry addresses key consumer concerns in contrast

with competitors.

Limitations of the Study:

e Relies on secondary data, which may not reflect the
latest consumer sentiments.

e May lack region-specific insights due to the
generalized nature of secondary sources.

e Assumes accuracy of existing published data, which
may vary depending on source credibility.

e Findings are not statistically generalized to a
specific population due to lack of primary data.

Data Analysis and Interpretation

1.1. Indian Used Car Market Growth

Market Size and Expansion Dynamics:

The Indian used car market has emerged as one of the
fastest-growing segments within the automotive sector.
Traditionally considered a fragmented and informal
industry, it has undergone significant evolution over the
last decade. According to the EY India Automotive
Report 2024, the used car market was valued at
approximately USD 23 billion in 2023. It is projected to
grow at a Compound Annual Growth Rate (CAGR) of
15%, potentially reaching USD 46 billion by 2028. This
remarkable growth is fuelled by an evolving customer
mindset, the rising affordability of vehicles, and an
increasing shift toward organized and digital channels.
Post-pandemic behavioural changes have also played a
critical role. With heightened concerns for personal
safety and social distancing, the demand for personal
mobility has increased across urban and semi-urban
centres. Used vehicles offer a more affordable and
immediate solution compared to new cars, particularly
among first-time buyers and budget-conscious
consumers.

Rising Digital Influence:

The growth of online platforms is reshaping the way
Indian consumers purchase used vehicles. According to
McKinsey India Automotive Insights 2023,
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approximately 20% of used car transactions were
digitally influenced in 2023, and this figure is expected
to rise to 35% by 2027. Consumers are increasingly
leveraging platforms such as Cars24, OLX Autos,
Spinny, Droom, and others to explore options, conduct
virtual inspections, and even finalize purchases online.

Key drivers behind this digital acceleration include:

e [Ease of Access: Online platforms offer intuitive
interfaces, allowing consumers to compare prices, check
availability, and schedule test drives from their
smartphones.

e Transparency: Most platforms now provide detailed
inspection reports, vehicle certification, and verified
seller profiles, addressing traditional trust issues.

e End-to-End Solutions: Services like instant financing,
insurance, documentation, and delivery are now
integrated within digital platforms, streamlining the user
journey.

e Wider Internet Penetration: With over 800 million
internet users and increasing smartphone usage across
India, consumers are rapidly adopting digital modes of
vehicle shopping.

The entry of tech-savvy millennials and Gen Z
consumers, who prioritize convenience and digital
interaction, further accelerates this transformation.
Traditional dealerships are also digitizing their
processes or forming strategic alliances with online
platforms to remain competitive.

Key Factors Influencing Consumer Decision-Making

Factor Description Source Insights

Cetified cars, verified inspections, EY India Automotive 2024,

Trust & Transparency warranty coverage boost KPMG Consumer Trust
confidence Report 2023
Concerns about hidden defects, McKinsey Automotive
Risk Perception
resale value, and after-sales service Consumer Survey 2023
Ease of navigation, filtering X
Deloitte  Digital ~ Auto
Platform Usability options,  virtual inspections
Report 2023
improve engagement
Competitive pricing and clear price
Price Sensitivity IBEF Auto Market 2024

breakdown critical

Availability of instant loans, easy
EMI options influence final

purchase

Industry Blogs (Cars24,

Financing & Insurance
OLX Autos)

Ratings and reviews affect trust and Jounal of  Consumer
Peer Reviews & Rating

perceived value Behavior (IMB)
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1.2. Current Trends in India's Used Car Market (2024—
2025)

The used car market in India is growing fast in 2024-2025.
More people are choosing to buy used cars instead of new
ones because they are more affordable and offer good
value. One big trend is the rise of online platforms like
CARS24, Spinny, and OLX Autos. These platforms make it
easier to buy and sell cars from home, with features like car
inspection reports, home delivery, and easy paperwork.

Another trend is the growing trust in certified used cars.
Many people now prefer cars that come with warranties and
service history, which help them feel more confident about
their purchase. Financing options like easy EMIs and loans
are also making it simpler for buyers to afford better cars.
Digital tools like mobile apps, Al-based car
recommendations, and online car evaluations are improving
the buying experience. Also, more young people and first-
time buyers are entering the market, especially in smaller
cities. Electric vehicles (EVs) are also slowly becoming
part of the used car market, as more people sell their older
EVs. Overall, the market is becoming more organized,
customer-friendly, and technology-driven. This is helping
both buyers and sellers make better decisions and creating
more trust in the online used car space.
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Trend Details

Market Size &

The used car market surpassed new car sales in 2024, with 5.4 million units sold

compared to 4.1 million new cars. It's projected to reach 10.8 million units by

Consumer Expectations and Satisfaction in India's Used
Car Market

Growth

2030, growing at 2 CAGR of 13%.
Market  Value Expected to grow from $23 billion in 2023 to $100 billion by 2034, ata CAGR
Projection of 15%.
Buyer 76% of buyers in 2024 were first-time purchasers; 26% were women, with 60%
Demographics of them preferring automatic hatchbacks.
Vehicle Hatchbacks lead with 60% market share, followed by sedans (21%) and SUVs
Preferences (19%). SUVs have seen a significant rise in popularity.

Fuel Type Trends
at2%.

Petrol vehicles dominate at 82%, diesel at 12%, CNG at 4%, and electric vehicles

Financing Uptake
trust in organized players

Used car financing increased from 15% to 23%, indicating growing consumer

Aspect Insight

Online Research 85% of car buyers conduct online research before purchasing
Preference for Physical Approximately 90% of Indian buyers prefer purchasing vehicles
Dealerships through traditional dealerships

Company-Certified 47% of consumers prefer company-certified showrooms for used car
Showrooms purchases

Influence of 32% of customers cite word-of-mouth and online reviews as primary
Recommendations reasons for choosing a dealership

Digital Platform 81% of automotive consumers visit dealership social media profiles
Engagement during their purchase journey

Regional Growth
the fastest-growing region due to rising incomes and urbanization,

South India, including cities like Bengaluru, Chennai, Hyderabad, and Kochi, is

Mobile device experiences are twice as likely to inspire automotive
Mobile Experience Impact
purchases compared to physical dealership visits

Duration reflecting a trend of more frequent vehicle upgrades.

Ownership The average ownership period has decreased from 10-12 years to 5-6 years,

1.2. Consumer Expectations and Satisfaction in
India's Used Car Market

In India’s used car market, consumer expectations
are rising as more people turn to online platforms for
buying and selling cars. Today’s buyers want more
than just a low price — they also look for quality,
trust, and convenience. Many expect the car to be
well-inspected, certified, and come with a warranty.
They want clear information about the car’s history,
mileage, and condition before making a decision.
Easy financing options, such as EMIs and instant
loan approvals, are also becoming important.
Customers want quick and simple buying processes,
with minimal paperwork. Some platforms even offer
home test drives and delivery, which adds to
customer satisfaction.

Good customer service is another key factor. Buyers
want support before, during, and after the purchase.
If there is any issue with the car, they expect help in
resolving it quickly. Return and refund policies also
build trust and satisfaction. Overall, customers feel
happy when their buying experience is smooth,
transparent, and meets their expectations. If
platforms like CARS24, Spinny, and OLX Autos
continue to focus on these needs, they can build
strong customer relationships and grow their
business. Meeting these expectations is the key to
success in the competitive used car market in India.

Consumer Expectations & Platform Impact on Used Car Decisions (India)

Mobile Experience Impact
Digial Platform Engagement
Influence of Recommendations.
Company-Certified Showrooms
Preference for Physical Dealerships

Online Research

20 0 50 80
Percentage (%)
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Impact of Platform Features on Decision-Making:

The Technology Acceptance Model (TAM), developed by
Davis (1989), is a widely recognized theory that explains
how users come to accept and use new technologies. It
suggests that two key factors—perceived usefulness (the
belief that a system enhances performance) and perceived
ease of use (the belief that using the system will be free of
effort)—influence an individual’s behavioural intention to
use a system. In the context of the Indian online used car
market, features such as virtual car tours, price comparison
tools, AI chatbots, and certified pre-owned tags
significantly align with TAM principles. These tools reduce
ambiguity, provide real-time assistance, and streamline the
car-buying process, thereby enhancing both usefulness and
ease of use. As a result, consumers are more likely to trust
these platforms, feel satisfied with their decision-making
process, and ultimately complete purchases online. Thus,
TAM provides a strong theoretical foundation for
understanding digital adoption in the used automobile
sector.

Platform Feature

Impact on Consumer

Behaviour

Source

Virtual Car Tours Reduce uncertainty, CNBC Auto Digital Report
& Videos increase buyer confidence 2023
Price Comparison Help users evaluate options

ET Retail 2024
Tools quickly
Al Chatbots & Provide instant answers, Deloitte India Digital Report
Assistance reduce buyer hesitation 2023
Certified Pre- Enhance trust and perceived KPMG Automotive Market
Owned Tags value Study 2024

User Reviews &
Ratings

Social proof encourages

conversions

ResearchGate  Article on

Online Buying Behaviour

Market Growth & Digital Penetration in India’s Used
Car Market (2020-2027):

Between 2020 and 2027, India’s used car market is
witnessing robust growth, with its value rising from
approximately USD 18 billion in 2020 to a projected USD
46 billion by 2027. Digital penetration has also surged, with
online transactions growing from 10% in 2020 to an
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expected 35% by 2027. Factors driving this trend include
rising internet access, consumer trust in digital platforms,
and the demand for affordable personal mobility.

Year Market Size (USD Billion) Online Penetration (%)
2020 15 10
2021 17 12
2022 19 15
2023 23 20
202 26 P2}
2025 30 28
2026 34 32
2027 39 35

Market Size and Online Penetratoion

Market Size (USD Billion)
Online Penetration (%)

2020 2021 2022 2023 2024 2025 2027
Year

B Market Size (USD Billion) -®- Online Penetration (%)

Matrix: Consumer Decision Factors vs. Impact on
Purchase Likelihood:

Consumer decision factors such as trust, price transparency,
platform usability, financing options, and peer reviews
significantly impact purchase likelihood in the used car
market. High trust and ease of navigation increase buyer
confidence, while competitive pricing and certified listings
enhance perceived value. These elements collectively drive
faster, more confident purchase decisions on digital
platforms.

Low Medium High
Factor
Impact Impact Impact
Price Transparency 4
Warranty Availability 4
Platform Usability 4
Peer Reviews 4
Financing Options 4

Limitations

Limitations of the Study

This study titled "Consumer Behaviour and Decision-
Making Patterns in the Used Automobile Market in India”
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mainly uses secondary data to understand how Indian
consumers behave when buying used cars online. The data
comes from sources such as online articles, industry
reports, market research publications, and information
shared by online used car platforms like CARS24, Spinny,
Car Dekho. While using secondary data offers some
advantages like time-saving and cost-efficiency, there are
also important limitations that affect how we interpret the
results. These are explained below:

1.1. Assumptions and Result Limitations

In this study, we have assumed that the secondary data we
used is accurate, current, and gathered using fair and ethical
methods. However, in reality, these assumptions may not
always be true. Since we did not collect the data ourselves,
we had no control over how it was gathered, what methods
were used, or what kind of audience the data represents.

For example, if a research report focuses only on urban
customers from metro cities, the findings may not represent
customers from small towns or rural areas. This makes it
harder to draw conclusions for all of India.

Also, some reports might have been written with commercial
interests in mind (for example, sponsored content from
companies), which could influence the way data is presented.
These limitations can affect the overall accuracy and meaning
of our findings.

1.2. Validity and Reliability Concerns

Validity and reliability are two key things that every research
study should aim for:

e Validity means whether the data and results truly
reflect the behaviour and patterns we are trying to
study.

e Reliability means that if the same study were done
again under the same conditions, the results would
be similar.

In this case, because the data comes from different
sources with different goals and methods, there
may be issues with both validity and reliability.

For example:

e Some data might be outdated and no longer reflect
current trends in 2024-2025.

e Some reports may lack transparency, meaning they
don’t clearly explain how data was collected.

e Some platforms may only share positive data

about customer satisfaction to boost their brand
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image, leading to response bias.

e The sample used in those reports might be non-
representative, such as only focusing on male
buyers or customers from one region.

All these issues reduce how much we can trust the results.
Management and decision-makers should be careful when
using these findings for planning or policy changes, as they

may not apply to all customers or all regions.
1.3. Problems Faced and Efforts Made

Several challenges were encountered during the research
process:

1. Lack of specific data:

There was limited secondary data that focused only on
online used car buying behaviour in India. Most reports
discussed the overall used car market but not online-
specific patterns, which is the main focus of our study.

2. Outdated information:

Some data sources were a few years old and didn’t
reflect recent developments like the rise in electric
vehicles, changes in customer service models, or new
features on platforms like CARS24, Spinny, etc. This
limited our ability to comment on the most recent trends.

3. Unclear methodologies:

Many research reports, especially free ones available
online, did not clearly mention how their data was
collected. Without knowing the sample size, the location
of respondents, or the type of questions asked, it's
difficult to evaluate how reliable that data is.

4. Biased or promotional content:

Some articles and reports were promotional in nature,
especially those directly published by car platforms or
automotive websites. These might present only the
positive side and ignore issues like complaints, delays, or
poor customer experiences.

To handle these problems, we took the following steps:

e We used multiple sources to cross-verify the data.

e We gave more weight to trusted and reputed
organizations, such as EY, KPMG, or industry
whitepapers.

e We avoided using data from sources that were

clearly promotional or lacked transparency.

Even with these efforts, the limitations cannot be
fully removed, and they should be kept in mind
when reading the results.

1.4. Lessons Learned for Future Research

This study has provided many lessons that can help
improve the quality of research in the future:

1. Combine Secondary and Primary Research:
Relying only on secondary data has many limits.
In future studies, combining secondary data with
primary data—such as surveys, interviews, or
focus group discussions—will give a clearer and
more complete picture of consumer behaviour.
This way, researchers can ask specific questions
and directly interact with consumers.

2. Use Recent and Verified Sources:
Using the most up-to-date sources is important,
especially in fast-changing markets like online car
sales. Future studies should prioritize data that is
less than 1-2 years old and from verified sources
with clear methodologies.

3. Consider Diverse Customer Segments:
India is a large and diverse country. Future studies
should include data from different regions, age
groups, income levels, and genders to make the
results more representative. Including customers
from tier-2 and tier-3 cities is also essential, as
online platforms are expanding beyond metros.

4. Be Transparent with Limitations:
Every study has some limitations. Clearly stating
these, as we have done here, helps readers
understand the scope of the findings. Transparency
also builds trust and helps other researchers
improve on the work.

5. Be Cautious in Interpretation:
Even if data looks promising, researchers should
avoid making bold or overly confident claims—
especially when the source of data is not in their
control. It’s better to highlight trends, patterns, and
possibilities rather than fixed conclusions.

In summary, while this study on consumer behaviour in
the online used car market provides useful insights, it is
important to view the findings in light of the limitations
of secondary research. Issues such as outdated data,
possible bias, non-representative samples, and lack of
transparency affect the depth and accuracy of the
conclusions. However, by learning from these
challenges and improving our research methods, future
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studies can offer even stronger, more reliable insights
for businesses like Indian automobile industry.

Conclusion & Recommendations

Conclusions

From the analysis of secondary data including reports from
industry leaders like Mordor Intelligence, Statista, Deloitte,
and other publicly available data from platforms like
CARS24, Spinny, Car Dekho, etc., we can draw several key
conclusions about consumer behaviour and decision-making
patterns in the used car market in India:

1. Consumer Preferences and Shifting Trends

The primary drivers for consumer decisions in India's
used car market are convenience, affordability, and
trust. With increasing internet penetration, especially in
tier-2 and tier-3 cities, consumers are leaning towards
buying cars online. More than 60% of used car buyers
in urban areas begin their car-buying journey on digital
platforms. This trend shows a clear preference for the
ease of browsing, comparing, and purchasing vehicles
from the comfort of their homes.

2. Trust and Transparency

Data suggests that trust is a critical factor in online
used car purchases. Platforms like CARS24, Spinny,
Car Dekho, etc., which offer features such as detailed
car inspection reports, real photographs, and warranty
policies, attract more consumers. Trust-enhancing
features like return policies and vehicle history reports
play a significant role in building consumer confidence
and encouraging purchases.

3. Price Sensitivity

Price is another major factor influencing decision-
making. Indian consumers are very price-sensitive
when buying used cars. They actively compare prices,
assess financing options like EMIs, and look for
transparency in pricing. Many customers also seek
information about value for money and may rely on
trusted third-party reviews to make informed decisions.

4. Customer Satisfaction and Retention
Post-purchase services are a key determinant of
customer satisfaction. Word-of-mouth referrals and
repeat purchases are strongly linked to positive post-
sale experiences. The quality of customer support, ease
of vehicle returns, and the availability of after-sales
services (like servicing, warranties, etc.) significantly
influence customer retention.

© 2025, JOIREM  |www.joirem.com| Page 14

5. Growth in Tier-2 and Tier-3 Cities

An emerging trend is the growth of online used car sales
in smaller towns. Platforms like Car Dekho, which are
already popular in metro areas, are now expanding into
non-metro markets. The demand for used cars is
increasing rapidly in these regions, suggesting a vast
untapped market for companies.

For managerial decisions, these insights highlight the
importance of transparency, trust-building measures, and
expansion into smaller cities to maintain and grow market
share in India's competitive used Indian automobile
industry.

1.1. Recommendations:
1. Enhance Vehicle Transparency and Trust
Elements

According to data from reports like Deloitte and
Statista, transparency is critical for gaining customer
trust in the online used car market. To increase
confidence among consumers, Indian automobile
market should focus on providing detailed inspection
reports, real images of cars, clear documentation of car
history, and return policies. These elements will help
reduce customer hesitation during the purchasing
process. Transparency should also extend to pricing,
ensuring there are no hidden costs or fees.

2. Strengthen Financial Offerings

Data suggests that over 45% of used car buyers in India
prefer EMI options or loans to finance their purchases.
Indian automobile market should consider expanding
partnerships with more banks and financial institutions
to offer customized financing plans. They could also
integrate pre-approved credit checks or instant loan
approvals into the platform to enhance convenience.
Providing a variety of payment options could reduce
customer drop-offs during the buying process,
especially for price-sensitive buyers.

3. Improve Post-Sale Support and Returns
After-sales service is a key factor in customer
satisfaction, according to industry sources. It is
essential for Car Dekho, spinny, etc., to offer
responsive customer service, hassle-free return policies,
and quick resolutions to issues. Establishing a
dedicated customer support team for handling post-sale
issues can help address concerns and build long-term
trust. Furthermore, improving the efficiency of the
return/refund process would strengthen customer
loyalty and ensure that customers feel secure with their
purchases.
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4. Leverage Regional Growth Potential Khan, M. A., & Sharma, M. (2019). A study on

The data shows a significant rise in used car sales in tier-
2 and tier-3 cities. Indian Automobile market should
focus on regional growth by improving their presence in
these areas. This can be done by launching targeted
marketing campaigns, increasing logistical support, and
ensuring vehicle availability in these regions. Expanding
to smaller towns, where organized online platforms are
still emerging, could help CARS24, Car Dekho, Spinny,
etc., capture a larger market share and outpace
competitors.

5. Data-Driven Personalization

As more consumers engage with digital platforms, it is
important for CARS24, Car Dekho, Spinny, etc., to make
use of customer behaviour data. By analysing browsing
habits, past preferences, and buying patterns, CARS24
can offer personalized recommendations to users. This
data-driven approach would not only enhance the
customer experience but also improve targeted marketing
efforts. Personalized communications and offers will
drive higher engagement and increase conversion rates.

6. Promote Digital Literacy and Trust Among New
Users

In non-metro cities and rural areas, many new users may
still be hesitant to make large purchases online. Indian
Automobile market should consider educating these
customers through online tutorials, demo videos, and
customer testimonials in regional languages. Digital
literacy campaigns could help overcome trust barriers,
thereby encouraging more customers to make confident
purchasing decisions. Offering offline support, like local
customer service teams or even physical inspection
centres, could also help bridge the gap.
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