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Abstract - This paper is an attempt to understand and study the post purchase behaviour of Hyundai car owners of Aizawl, 
Mizoram. 170 Hyundai car owners were studied through questionnaire. The paper uses Principal Component Analysis and 
Factor Analysis to find out the major factors that play a key role in the purchase, usage and ranking of preferred attributes of 
Hyundai Cars. The factors are determined based on 25 attributes of cars for which 9 factors are sorted out using the Rotated 
Component Matrix. This study will help understand a consumers’ perception towards automobiles as well as for the 
manufacturers and dealers to understand buyer behaviour and may develop certain marketing strategies through the findings 
of the research. The study validates 9 factors that buyers of Hyundai cars take into consideration while analyzing their 
purchase- performance, accessibility, value, technology, safety, security, aesthetics and choice factors. 
 
 
I. INTRODUCTION 
 
How do people buy and use goods and services? How 
do they react to prices, advertising and store 
interiors? What underlying mechanisms operate to 
produce the responses? Behavioral studies help in 
revealing the answer to such questions. All 
consumers in their way of consumption are unique in 
themselves with varied needs and wants and have 
different opinions, patterns and behaviour of 
consuming things. 
Jain and Bhatt (2004) state that consumer behaviour 
includes all those actions directly involved in 
obtaining, consuming and disposing of products and 
services. This takes into account the pre purchase, 
purchase and post purchase behaviour. The focus of 
this paper is to provide a framework to study the post 
purchase behaviour of Hyundai car owners in Aizawl 
City. The automobile industry in North East region 
has increased over the last few years which is 
justified from the presence of 47 dealerships within 
the seven sister states (mapsofIndia). 
The need for the study is identified due to the fact 
that purchase of cars is becoming part of a trend for 
most households and is necessary to identify and 
understand the post purchase behaviour as well as 
feedback and review of such consumers. It is evident 
especially for the state of Mizoram housing a 
population of 11 lakhs with 4666.993 kms of surfaced 
roads, 2881.036 kms of unsurfaced road (Statistical 
Handbook 2015-16) carrying a fleet of 3.6 lakhs 
automobiles ( Compilation of Vehicles, Department 
of Transport 2015-16). 
 
The paper aims to study the major factors that 
contributes to the opinion of Hyundai cars after 
purchase and usage. Cars are experience goods which 
all the characteristics cannot be ascertained before 
buying as far as utility function is concerned 

(Kaushal, 2014). In models of experience goods, 
consumers cannot have the complete set of 
information from mere observation but has to be 
utilized in order to give a full-fledged opinion about 
such attribute of the goods. When a product is used 
and the consumer experiences how well it performs, 
his/her expectation may be exceeded in which 
satisfaction will be high and vice versa (Srivastava, 
2002). A consumers’ post purchase opinion can be 
explained in terms of demographic and social 
economic backgrounds when it comes to the 
automobiles in terms of value and cost factor 
(Wilkes, 2005). Taking into consideration the 
attributes of cars, there can exist an inverse 
relationship with income and number of earning 
members based on life cost, brand image, price and 
safety (Sridaran,1999). From the Indian point of 
view, as a whole, the nation is growing at a fast pace 
in the automobile sector, where in reliability and 
durability are the major attraction for repeat purchase 
of a particular brand of car (Sinha 2002). 
 
II. OBJECTIVE OF THE STUDY 
 
To identify the major factors of post purchase opinion 
of Hyundai car owners based on car attributes. 
 
III. RESEARCH METHODOLOGY 
 
Data collection: The study is based on primary data 
and secondary data. Primary data is collected through 
questionnaire method consisting of demography, pre 
purchase opinion of cars and post purchase opinion of 
Hyundai cars. Secondary data is collected from 
statistics of Government of Mizoram, journals, books 
and newspapers. 
Sampling: The sample size consist of 170 
respondents residing in Aizawl city having purchased 
their Hyundai cars before 31st March 2016. 
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The sample is collected based on 4 zonal regions of 
the city- Aizawl East, Aizawl West, Aizawl North 
and Aizawl South based on purposive sampling 
method. 
 
IV. PRINCIPAL COMPONENT ANALYSIS- 
ATTRIBUTES OF HYUNDAI CAR 
 
Kaiser-Meyer-Olken (KMO) is used to carry out a 
preliminary analysis to measure sampling adequacy 
between items to qualify for PCA and Bartlett’s Test 
of Sphericity to indicate correlation between items in 
order to know whether factor analysis is appropriate 
or not. 
 

Kaiser-Meyer-Olkin 
Measure of Sampling Adequacy 

Approx. Chi-Square 
Bartlett’s Test of Sphericity     df 

Sig. 

.669 
1445.587 

300 
.000 

Table 1:KMO & Bartlett’s Test- Attribute of Hyundai Car 
 
KMO= 0.669 > 0.5 verifies sampling adequacy for 
PCA analysis, χ2 (df 300) = 114.587, p<0.005, 
indicating correlation between items and PCA and 
factor analysis is appropriate. 
 
On conducting the analysis, criteria like 
communality, Eigen values, % of variance, 
cumulative % are considered. 

 
The proportion of each variable’s variance that can be explained by the factors are represented as 
communalities, as demonstrated in the table below 
 

Attributes Communality Attributes Communality 
Body Design 

Body Strength 
Brand Popularity 

Color 
Durability 

Horse Power 
Fuel Efficiency 
Footbrake Life 

Footbrake Power 
Gear 

Headlight Life 
Headlight Power 

Height 
Load Capacity 

Maintenance Ease 

.635 

.710 

.691 

.555 

.634 

.596 

.429 

.604 

.782 

.753 

.770 

.736 

.705 

.633 

.336 

Maintenance 
Expenses 

Overall Functioning 
Overall Look 

Pick Up 
Price 

Resale Value 
Riding Comfort 

Spare Parts 
Availability 

Travel Comfort 
Tyre Size 

 
.717 

 
.703 
.789 
.713 
.570 
.499 
.476 

 
.706 
.536 
.528 

 
Table 2: Communality of Attributes of Hyundai Car 

 
Extraction Method: Principal Component Analysis 
 
After extraction, the observation shows that factor analysis model significantly explains the variations. 
 
Initial analysis is also done to run Eigenvalues which indicates the variances of the factors. The analysis shows 
that there are 9 components with Eigenvalues > 1. As per standard (Field, 2009), components with Eigenvalues 
>1 are considered for the factor analysis. 
 

Component 
Initial Eigenvalues 

Total % of Variance Cumulative 
% 

1 
2 
3 
4 
5 
6 
7 
8 
9 

6.397 
1.721 
1.564 
1.311 
1.264 
1.195 
1.130 
1.090 
1.052 

25.588 
6.885 
6.254 
5.243 
5.057 
4.779 
4.518 
4.359 
4.209 

25.588 
32.474 
38.728 
43.971 
49.027 
53.806 
58.325 
62.684 
66.893 

 
Table 3: Total Variance Explained- Attributes of Hyundai Cars 
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Extraction Method: Principal Component Analysis 
 
The factors with Eigenvalues > 1 contributes to 66.893% of the Cumulative variance. 
 

Hyundai Car Attributes 
Rotated Component Matrixa 

1 2 3 4 5 6 7 8 9 
Durability 

Horse Power 
Fuel Efficiency 
Footbrake Life 

Footbrake Power 
Gear 

Headlight Life 
Headlight Power 

Height 
Pick Up 

Riding Comfort 
Spare Part Availability 

Travel comfort 
Maintenance Expenses 

Price 
Resale Value 

Overall Functioning 
Body Design 

Body Strength 
Maintenance Ease 

Tyre Size 
Brand Popularity 

Load Capacity 
Overall Look 

Color 

.422     .427    

.405   .445      

.692         

.719         

.791         

.541         

.585         

.557    .439     
 .760   .782     
 .565        
 .744        
 .646   .439     
  .798       
  .476       
  .491       
  .708       
   .600      
   .776      
     .712    
     .408    
      .639   
      .693   
       .852  
        .873 

Table 4: Pattern Matrix of Hyundai Car Attributes 
 
Extraction Method: Principal Component Analysis 
Rotation Method: Varimax with Kaiser Normalizationa 

a. Rotation converged in 15 iteration 
 
Rotated Component Matrix of the attributes to find 
the major factors contributing to post purchase 
opinion of Hyundai is presented in Table 4. Factor 
loading < 0.4 are eliminated and loadings under the 
same attribute is    eliminated selectively depending 
on the value (lesser value implies lesser significance). 
 
V. FINDINGS 
 
From the Rotated Component Matrix, it can be seen 
that 9 factors are presented based with factor loadings 
greater than 0.4. Following provides the findings of 
the factor analysis of Hyundai car attributes 
Factor 1-Performance Factor: Based on the factor 
loadings and 25.588% of variance (Eigen value), 
factor 1 clubs the most number of attributes- 
durability (0.422), horse power (0.405), fuel 
efficiency (0.692), footbrake life (0.719) and power 
(0.791), gear (0.541), headlight life (0.585) and 
headlight power (0.557). All the mentioned attributes 
comes under the ‘Performance’ factor of a car. This 
implies that first and foremost the buyers of Hyundai 
cars are performance cautious buyers. 

Factor 2- Accessibility Factor: The second factor 
contributes to 6.885% of the variations, with 
attributes – pick up (0.760), riding comfort (0.565), 
spare part availability (0.744), travel comfort (0.646) 
whose factor loading > 0.5. This implies that the 
users of Hyundai cars are accessibility conscious 
buyers who give importance to comfort and easy 
access to spare parts. 
Factor 3- Value Factor: The third factor explains 
6.254% of the variances. In this segment, four 
important attributes are explained- maintenance 
expenses (0.798), overall functioning (0.708), price 
(0.476) and resale value (0.491). These attributes 
reflect the monetary factor of Hyundai cars i.e costs 
associated with purchase and disposal as well as 
maintenance during usage. This implies that the users 
of Hyundai cars are value conscious buyers. 
Factor 4- Technology Factor: The fourth factor 
amounts to 5.243% of the variances. In this factor, 
attributes- body design (0.600), body strength (0.776) 
and Horse Power (0.445) are highlighted. 
The attributes are associated with technological factor 
since designing a cars’ body strength and engine 
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requires specialized applications and software and a 
handful of engineering. Thus, it can be said that 
Hyundai car owners are also technology conscious 
buyers to a considerable extent. 
Factor 5- Safety Factor: The fifth factor generated 
from the rotated component matrix explains 5.057% 
of variation. The factor includes i.e Hyundai car 
height    (0.782), headlight power (0.439) and travel 
comfort (0.439). Height of a car suggests safety factor 
due to the fact that ground clearance is of prime 
importance for a state like Mizoram being a hilly 
region with hundreds of kms of unsurfaced and rough 
roads. Therefore, the consumers under study can be 
said to be safety conscious buyers. 
Factor 6- Security Factor: The sixth factor gives an 
explanation to the extent of 4.779% of variation. 
Attributes- durability (0.427), maintenance ease 
(0.712) and tyre size (0.408) are loaded under this 
factor. It can be said that these attributes imply 
security in terms of both monetary and non-monetary. 
This infers that consumers are security conscious 
buyers. 
Factor 7- Quality Factor: The seventh factor 
contributes 4.518% of variations. Under this factor, 
attributes- brand popularity (0.639) and load capacity 
(0.693) are included. The quality of the car is 
highlighted under this factor since branding as well as 
capacity of the car is taken into consideration. Thus, 
it can be said that the consumers are quality 
conscious buyers. 
Factor 8- Aesthetic Factor: The eight factor 
explains 4.359% of the variances. The factor has a 
loading of only a single attribute i.e overall look 
(0.852) but the value of the factor load is one of the 
highest among all the factor loads. This implies that 
the consumers give importance to the exterior of the 
car. Thus, it can be said that the consumers are 
aesthetic conscious buyers. 
Factor 9- Choice Factor: The ninth factor explains 
4.209% of variations. The factor consist of a single 
attribute- color (0.873) but is considered significant to 
be a factor since the factor load is the highest among 
all the loads. This factor explains the choice aspect 
since color of a car is mainly based on the decision 
making of the buyer having had wide variations of 
color to choose from. Thus, it can be said that the 
consumers are also choice oriented buyers. 
 
SUGGESTIONS 
 
From the findings and observations of the study, the 
following are put forward to the manufacturers and 
dealers of Hyundai cars with specific focus on dealers 
residing in Aizawl: 
 
1. Manufactures should frequently conduct 

systematic market research to assess the 
dynamics in the market, the changes in behaviour 
of buyers and existing users. 

2. Dealerships should convert existing customers 
into product advocates so as to enable them to 
communicate to potential buyers about the pros 
and cons of the features of Hyundai Cars. 

3. Test drives should be encouraged by the 
dealerships so that the potential buyers 
experience the features before purchase rather 
than only letting them experience it after 
purchase. 

4. Dealers should try to know their existing 
customers’ opinion of the product as well as their 
preferences in order to build brand loyalty so that 
when new models are launched, the customers 
can be informed where in, if the new models 
have the features that they desire it can lead to 
repeat purchase. 

 
CONCLUSION 
 
While seeking for brand success in the 
hypercompetitive market, it is important to 
understand consumers’ point of view because after all 
‘Consumer is King’. Hyundai Motors Ltd being one 
of the forerunner in the automobile segment in India 
and also in the small state of Mizoram, this paper 
gives detailed study of the consumers of Hyundai cars 
and their ratings after purchase. Based on the study, 
the consumers’ main focus is on the performance 
factors like durability, headlight, footbrake etc. of the 
cars followed by the accessibility factors like travel 
comfort and riding comfort, easy availability of spare 
parts etc. Other such factors that sums up the 
attributes of the car includes value, technology, 
safety, security, aesthetics and choice. All the factors 
so found out through the analysis also provides 
knowledge about the types of customers of Hyundai 
Motors Ltd based on the factor analysis. 
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