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Introduction

While companies in mature economies face the 
challenge of even maintaining sales throughout the 
ongoing financial crisis, continued growth in India is 
likely to lead to an additional demand of million 
tonnes of coatings. By 2013, total Indian paint market 
will be in the region of 2.7 million tonnes. Total paint 
and coatings demand in India, in 2008, amounted to 
1.64 million tonnes, of which decorative coatings 
represented 79% or 1.3 million tonnes. The industrial 
coatings market in India still remains relatively small 
at about 340,000 tonnes, and this itself is dominated 
by structural and infrastructural applications 
associated with the protective coatings market. 
Although industry figures expect some modest 
abatement in growth in the Indian paint and coatings 
market, particularly in the short term, the prevailing 
economic climate of infrastructure investment and 
renewal holds the key to most of the growth in the 
Indian coatings market. Other opportunities in India 
are pegged to the transport sector. However, it is in the 
decorative coatings market that the greatest volume 
growth can be expected.

Almost another 900,000 tonnes of decorative 
paints may well be in use by 2013, prompted by a 
whole breadth of different applications, ranging from 
the construction of housing and apartment blocks to 
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civil and tourist amenities. The structure of the 
decorative paint market in terms of quality is changing 
very slowly with growth in the premium and economy 
sectors squeezing the intermediate quality segment to 
about 35-40% of demand. Other habits are changing 
too: the formal entry of Sherwin Williams, Jotun and 
Nippon Paint into the Indian decorative sector has 
started to bring a much greater international 
dimension and much bigger budgets to the Indian 
decorative paint market. Although the arrival of these 
companies in the segment has not had a major impact 
on the market yet, Indian consumers are becoming 
more experimental and adventurous in their use of paint 
and as a result many traditional ideas are being given up 
in favour of trying something different, especially as the 
Indian population is a relatively young one.

The demand for paints is relatively price-elastic 
but is linked to the industrial and economical growth. 
The per capita consumption of paints in India is very 
low at 0.5 kg per annum if compared with 4 kgs in the 
South East Asian nations and 22 kgs in developed 
countries. The global average per capita consumption is 
15 kg per annum. In India, the organized sector controls 
70 percent of the total market with the remaining 30 
percent being in the hands of nearly 2000 small-scale 
units. further the industrial paint segment accounts for 
30 percent of the paint market while the decorative 
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paint segment accounts for 70 per cent of paints sold in 
India. In most developed countries, the ratio of 
decorative paints vis-à-vis industrial paints is around 
50:50. This industry's major players have a vast 
dealership network and are required to maintain high 
inventory levels. 

Market Profile-

The leaders in the organized paint industry 
are Asian Paints (India) Ltd. (APIL), Kansai Nerolac 
Paints Ltd. (GNPL), Berger Paints, Jenson & 
Nicholson Ltd. (J&N) and ICI (India) Ltd. Asian 
paint is the industry leader with an overall market 
share of 37 per cent in the organized paint market. It 
has the largest distribution network among the players 
and its aggressive marketing has earned it strong brand 
equity. The market can be further split into decorative 
paints and industrial paints. The demand for 
decorative paints is highly price-sensitive and also 
cyclical. Monsoon is a slack season while the peak 
business period is "Diwali festival time", when most 
people repaint their houses. The industrial paints 
segment, on the other hand, is a high volume-low 
margin business. In the decorative segment, it is the 
distribution network that counts while in the 
industrial segment the deciding factor are 
technological superiority and tie-up with automobile 
manufacturers for assured business.

The share of industrial paints in the total 
paint consumption of the nation is very low as 
compared to global standards. It accounts for 30 per 
cent of the paint market with 70 per cent of paints sold 
in India for decorative purposes. In most developed 
countries, the ratio of decorative paints vis-à-vis 
industrial paints is around 50:50. But, with the 
decorative segment bottoming out, companies are 
increasingly focusing on industrial paints. The future 
of industrial paints is bright. In the next few years, its 
share would go up to 50 per cent, in line with the 
global trend.

Objective of the Study

? To study the relationship between purchase 
intent and purchase behavior of consumers with 
respect to paint.

? To find the factors influencing purchase of 
decorative paint 

? To study the relationship between brand 
satisfaction and purchase behavior

? To identify the impact of promotion on 
purchase intent.

Research Methodology

The survey has been carried out by interviewing 
the Consumers and Dealers from various parts of 
Srinagar (Garhwal) city and nearby areas of Garhwal 
region. The research study has been conducted with 
the help of structured questionnaire containing both 
close-ended as well as open-ended questions. And for 
collecting the primary information, interviews of 
consumers & dealers have been conducted. Data  
collected from a sample of 40 consumers and 5 dealers, 
which included both males and females. Garhwal 
region of Uttarakhand. Secondary data has been 
obtained from Internet, Magazines, Journals and 
Company's information brochures. The study is based 
on Srinagar city and nearby areas of Garhwal region 
only. Information obtained from the respondents has 
been analyzed and interpreted with the help of MS 
Excel and SPSS Software.

Data Analysis and Interpretation

Table 1 : Gender of the Respondent   

Frequency Percent Valid Cumula- 
Percent tive% 

Male 31 77.5 77.5 77.5

Female 9 22.5 22.5 100.0

Total 40 100.0 100.0  

Out of the total respondent 77.5% were male & 
22.5% were female.

Table 2 :  Annual Household Income

Income Fre- Percent Valid Cumula-
quency Percent tive %

 Above 90000 26 65.0 65.0 65.0
(middle high)
 45001-90000 9 22.5 22.5 87.5
(lower middle)
Below 45000     5 12.5 12.5 100.0
(lower)
Total 40 100.0 100.0  
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Out of total respondent 65% are of the income 
group of above 90000 p.a. (middle high), 22.5% are 
of the income group of between 45001-
90000(lower middle) and the remaining 12.5% are 
of the income group of below 45000(low). (Income 
groups as referred by NCAER ).

Table 3 :  Age of the Respondents

Age Fre- Percent Percent Cumu-
(Years) quency Valid lative % 

20-30 18 45.0 45.0 45.0
30-40 11 27.5 27.5 72.5
40-50 7 17.5 17.5 90.0

Above 50 4 10.0 10.0 100.0
Total 40 100.0 100.0

Research result reveals that out of 40 respondents, 
45% were of the age group of 20-30 years, whereas 
27.5% of them are of the age group of 30-40 
years17.5% between 40-50 year & remaining 4% are 
of the age group of above 50 years.

Table 4 : Brand Awareness among the Respondents

Awareness Fre- Percent Valid Cumu-
Level quency      Percent   lative % 

Less aware 6 15.0 15.0 15.0
Moderate aware 18 45.0 45.0 60.0
Aware 14 35.0 35.0 95.0
Highly Aware 2 5.0 5.0 100.0
Total 40 100.0 100.0

       (Less aware knows 0-2 brands, moderate aware 
knows 2-4, aware knows 4-6 and highly  aware knows 
6 and above)

      The chart of above data is as follows:

The above chart shows that out of 40 respondents, 
most of the respondents are moderately aware about 
the various brands available in the market.

Table 5 : Factors Influencing Purchase Decision of 
Consumers
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On revealing the importance of factors influencing 
purchase decision of consumers it was found that 
performance and durability are the most important    
factors followed by painter's choice of brand and price. 
Table 6 :According to Respondents Best Brand Means

Best Brand Fre Percent Valid Cumu
Perception quency percent lative% 

Good quality 13 32.5 32.5 32.5

Most popular brand 12 30.0 30.0 62.5

Cheap and best 10 25.0 25.0 87.5

Mostly used by others 5 12.5 12.5 100.0

Total 40 100.0 100.0

From the above data it is clear that out of 40 
respondents, 62.5% say that the    best brand means 
good quality and most popular brand but there are also 
37.5% respondents who say that best brand means  
cheap and best and mostly used by others.

Table 7 : Most Important Factor Affecting Buying 
Behavior

Influencing Fre Percent Valid Cumu
factor quency  Percent  lative% 

Company Name 10 25.0 25.0 25.0

Price 6 15.0 15.0 40.0

Quality 20 50.0 50.0 90.0

Sales offer 2 5.0 5.0 95.0

Availability 2 5.0 5.0 100.0

Total 40 100.0 100.0

Out of 40 respondents, 50% says that quality is 
the main factor affecting the buying behavior and 25% 
says company name.

Hypothesis 1 

Ho-There is significant relationship between income 
and perception of best Brand.

Ha-There is no significant relationship between 
income and perception of best Brand.

Table 8 :  Best brand and Annual household income  

In Table no , he relationship between Best brand and 
annual household income has been observed .The 
table value of Chi-square is 9.49 at 5% level of 
significance and the observed value is 9.27 which is 
less than the table value hence the hypothesis is 
accepted. It shows that there is significant relationship 
between income and perception of best brand.

Hypothesis 2 

Ho-There is significant relationship between brand 
satisfaction and purchase behavior

Ha-There is no significant relationship between 
brand satisfaction and purchase behavior

Table 9 : Satisfaction Level And Most Important 
Factor Affecting Buying Behavior  
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According to Table no 9, The relationship between  
satisfaction level and most important factor affecting 
buying behavior has been observed .The table value of 
Chi-square is 21.0 at 5% level of significance and the 
observed value is 5.681 which is less than the table 
value hence the hypothesis is accepted. It shows that 
there is significant relationship between brand 
satisfaction and purchase behavior.

Hypothesis 3

Ho-There is significant relationship between 
purchase intent and sales promotion

Ha-There is no significant relationship between 
purchase intent and sales promotion

Table 10 : Meaning of Best Brand and Most 
Important Factor Affecting Buying Behavior  

According to Table 10, The relationship 
between purchase intent and sales promotion has been 
observed .The table value of Chi-square is 21.0 at 5% 
level of significance and the observed value is 19.561 
which is less than the table value, hence the hypothesis 
is accepted. It shows that there is significant 
relationship between purchase intent of the 
consumers and the sales promotion tools used by the 
companies. It shows that the promotional strategy to 
infer about the quality directly influence the 
consumers perception as well as the purchase decision. 

Findings

? It is inferred from the finding that quality and 
performance are the most important factors 
influencing consumer buying behaviour.

? Customer demand is the most important 
factor for the dealers while giving order to a 
company.

? It is also inferred that only higher age and 
middle high income group people are highly 
aware about the brands.

? It is also inferred from the research that 
consumers do not consider price while 
purchasing the paint. They want durability and 
performance in the product. 

? It is inferred from the finding that 70% 
consumers consider searching for best brand of 
paint while purchasing. According to 62.5% of  
consumers “Best Brand” means good quality 
and most popular brand but there are also 
37.5% respondents who say “Best Brand” 
means cheap and best and mostly used by 
others.

? Survey reveals that Asian paints hold the first 
place among Nerolac paints, Berger paints and 
others in case of consumers' perception. 

Conclusion 

It is not a matter of importance, how successful 
you are, the business and its future lie in the ability to 
capture the emotions of the consumers by making 
emotional branding strategies. It was found that 
maximum numbers of dealers were multi paint 
dealers. According to dealers and customers, Asian 
paint is the best company followed by Nerolac paints 
and Berger paints. There is a cut throat competition 
among the paint companies. The maximum number 
of dealers deal in Asian Paints and Berger paints 
followed by Nerolac Paints, ICI paints and Shalimar 
paints respectively and Asian paint holds the strongest 
perception in the minds of consumers and dealers. But 
Performance and quality is the most influencing 
factors for the customer while choosing paint.

Suggestions

? There is lot of untapped market potential for 
the companies operating in the field of paint 
manufacturing. Companies should try to 
improve the services rendered to the dealers. 
They should emphasize on providing more 
margins to the dealers, so that they may also like 
to promote it towards its final user.  
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According to Table no 9, The relationship between  
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infer about the quality directly influence the 
consumers perception as well as the purchase decision. 

Findings

? It is inferred from the finding that quality and 
performance are the most important factors 
influencing consumer buying behaviour.

? Customer demand is the most important 
factor for the dealers while giving order to a 
company.

? It is also inferred that only higher age and 
middle high income group people are highly 
aware about the brands.

? It is also inferred from the research that 
consumers do not consider price while 
purchasing the paint. They want durability and 
performance in the product. 

? It is inferred from the finding that 70% 
consumers consider searching for best brand of 
paint while purchasing. According to 62.5% of  
consumers “Best Brand” means good quality 
and most popular brand but there are also 
37.5% respondents who say “Best Brand” 
means cheap and best and mostly used by 
others.

? Survey reveals that Asian paints hold the first 
place among Nerolac paints, Berger paints and 
others in case of consumers' perception. 

Conclusion 

It is not a matter of importance, how successful 
you are, the business and its future lie in the ability to 
capture the emotions of the consumers by making 
emotional branding strategies. It was found that 
maximum numbers of dealers were multi paint 
dealers. According to dealers and customers, Asian 
paint is the best company followed by Nerolac paints 
and Berger paints. There is a cut throat competition 
among the paint companies. The maximum number 
of dealers deal in Asian Paints and Berger paints 
followed by Nerolac Paints, ICI paints and Shalimar 
paints respectively and Asian paint holds the strongest 
perception in the minds of consumers and dealers. But 
Performance and quality is the most influencing 
factors for the customer while choosing paint.

Suggestions

? There is lot of untapped market potential for 
the companies operating in the field of paint 
manufacturing. Companies should try to 
improve the services rendered to the dealers. 
They should emphasize on providing more 
margins to the dealers, so that they may also like 
to promote it towards its final user.  

Most Important Factor Total
Company Name Price Quality Sales offer Availability

Good Quality 5  8 13
Popular Brand 4

 
2 6 12

Cheap and Best
 

1
 

4 3 1 1 10

 
Best 

           Brand
 Means 
 

Mostly used by 
others   

3 1 1 5

Total 10 6 20 2 2 40
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? Companies should try to use the word of mouth 
communication effectively. The painters are 
one of the most important influencing factor in 
decision making during the purchase of paint 
because they are surrogate consumers in the 
market.
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Indian Commercial Automobile Sector and 
Economy 

Automobile  industry is a wheel of economic fortune 
and plays an important role in economic 
development. Commercial Automobile sector is one 
of the largest industries in the  global market and it 
influences the trade, commerce and industry in a 
major way. Commercial automobiles have various uses 
such as transportation of goods, shipping and 
handling of various commodities and so on. India 
produces approximately 2 million units annually and 
holds the tenth rank in the world on this ground. It is 
expected that in  the near future Indian auto industry 
will become major automotive industry in the global 
market and it will touch 10 million units annual 
production mark. Indian automobile industry is 
involved in almost all functions of automobile 
industry such as designing, development, 
manufacturing, marketing, and sales .The product 
range comprises of automobile and the auto 
component sectors, and encompasses commercial 
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ABSTRACT 

      Amidst global dynamism companies' performance changes over time. The cyclical growth industries have shown the 
reflection of economic dynamics but they have been picking up speed in thier growth rate overtime. Indian automobile 
industry has been playing an imperative role in this radical phase .This study is focused on the fundamental analysis of 
automobile industry from investments point of view. Fundamental Analysis helps to decide upon the right investment 
strategy in a particular sector through analysis of economy, industry and a company. With regard to automobile industry 
there are various factors which affect the performance of the company as well as shareholders' return. Success of an 
investor depends upon the criteria of selection opted by him  to select the investment options that leads to creating wealth 
over the long term and earning maximum return with minimum risk. A genuine investor prefers to invest in that 
company which may endow maximum return with low degree of risk to him. This study aims to recognize the effect of 
various financial ratios on the shareholder's return and to evaluate the past performance, profitability position and the 
expected future performance of companies. For this purpose performance of  five Indian  automobile companies  have 
been analyzed on the basis of their financial ratios and tools like ANOVA .This study will prove to be supportive for an 
investor in portfolio construction.

Key words:   Investors, EPS, OPM, NPM, DER, ROA, PE, DPS, DPO, CR, ROI, PE, BSE, ANOVA, M&HCV, GC 
LCV, FY, PC, GVW, CAGR, CV.

vehicles, multi utility vehicles, passenger cars, two-
wheelers, three-wheelers, tractors and related auto 
components. 

During the last decade, well-directed efforts 
have been made to provide a new look to the 
automobile policy for realizing the sector's full 
potential for the economy. The Government has 
moderated and lowered taxes and duties on 
automobiles, including customs duty. Further, FDI in 
1993 and delicensing of auto industry gave new 
dimension of growth to this industry. Being integral 
part of the economy it has deep forward and backward 
linkages with the rest of the economy and has strong 
multiplier effect.  Removal of the restrictive 
environment, abolition of licensing, removal of 
quantitative restrictions and initiatives to bring the 
policy framework in consonance with WTO 
requirements , have set the industry in a progressive 
track and has significantly helped restructuring, and 
enabled industry to adopt new emerging technologies, 
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