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Abstract— Automobile industries are working hard to increase the performance of the vehicle and customers satisfaction level since 
decade particularly after 1950 but it always faced the problems to improve quality at least cost. In the present scenario industries are 
dealing with dynamically changing constraints to meet the challenges in the competitive environment worldwide. Over the last few years 
the Indian auto industries have created a robust infrastructure base and thereby all the other world’s leading manufactures have setup their 
manufacturing units in India. Among all the techniques, Value engineering is one of the best tool to achieve the requirement of consumers 
and can be applied at any level of product process system or services. In this paper the application of such approach resulted in 21.97 % 
overall improvement in acceptability and saleability of vehicles in a particular segment. The factors like safety, cost fuel efficiency, braking 
traction, aesthetic etc. have been used as decision making parameters. This technique enhances the feasibility and acceptability of 
products worldwide. 

Index Terms Value engineering; Financial Performance Analysis; SWOT analysis; Value evaluation technique; Feasibility study. 

——————————      —————————— 

1 INTRODUCTION                                                                     
alue Engineering is a process for achieving the optimal 

result in a way that quality, safety, reliability and con-

vertibility of every monetary unit are improved [1] [2]. The 

Society of American value engineering defines value engineer-

ing as,” the systematic application of recognized technique 

which identify the function of product or service, establishes a 

monetary value for that function reliability at lowest overall 

cost” [3]. This paper outlines the basic frameworks of value 

engineering & feasibility study and presenting the mathemati-

cal approach of analyzing of true acceptability or saleability of 

automobiles through case study on Tata motors. 

 In this study Value engineering technique is governed 

by a structured decision making process to access the value 

and services through Orientation, Information, Function, Cre-

ativity, Evaluation, development, Presentation and Implemen-

tation & follow up phases [4]. 

1.1. ACCEPTABILITY /FEASIBILITY OF PRODUCT 

 When complex problem and opportunities are to be 

defined it is generally desirable to conduct a preliminary in-

vestigation called a feasibility study. Feasibility studies aim to 

objectively and rationally uncover the strengths and weak-

nesses of an existing business or proposed venture, opportuni-

ties and threats present in the environment, 

the resources required to carry through, and ultimately the 

prospects for success.[5][6]  
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2. LITERATURE SURVEY: - 
2.1. COMPANY  OVERVIEW 

 Established in 1945, Tata motors Limited is India’s 

largest automobile company with revenues of Rs 92,519 crore 

(US $ 20 billion) in FY 2009-10. It is largest producer of com-

mercial vehicle and second largest in the passenger vehicle 

market in India. The company is the world fifth largest medi-

um and heavy commercial vehicle largest medium and heavy 

bus manufacturer. [7] 

 Over 4 million Tata vehicles are traveling on Indian 

roads. It is the first company from India’s engineering sector 

to be listed in the New York stock exchange. [7] Tata Motors 

acquired the Daewoo commercial vehicles, Korea’s second 

largest truck maker. Two-thirds of heavy commercial vehicle 

exports of South Koreas are from this subsidiary. It is also Jag-

uar Land Rover to gain a foothold in the luxury sports car and 

SUV market. 

 The company’s manufacturing base is spread across 

India. In the east they are based on Jamshedpur (Jharkhand), 

Pune (Maharashtra) is their main centre for the west. In the 

north Lucknow (Uttar Pradesh) and Pantnagar (Uttarakhand) 

a new plant to manufacture in West Bengal has been moved to 

Kuch district in Gujrat. [8] 

 The company has R&D centers in Pune, Jamshedpur, 

Lucknow in India and in South Korea, Spain, and the UK. 

TTM also distributes and markets Fiat branded cars in India. 

[9] 

 Tata Motors operates in four main automobile seg-

ments which cover the range of products in the automobile 

segments in India. TTM has a presence in the compact car and 

station wagon segment of the market in the form of Indica, 

Indigo and Indigo Marina and their variants [7] [8]. 

 Tata motors has launched “NANO” most and afford-

able family car in March 2009. TTM entered the utility vehicle 

with the launch of Tata Sumo in 1994, Tata Safari in 1998 and 

light commercial vehicle like ACE (Mini truck). TTM also 

manufactures medium and heavy commercial vehicle which 

include trucks, buses, dumpers and multi-axle vehicle with 

GVW of 9 tons to 49 tons. TDCV (Tata Daewoo commercial 

vehicle) in South Korea and other subsidiary manufactures 

high horse power trucks, dump tractor- trailers, mixers and 

cargo vehicle. [9] 

2.2. PROBLEM STATEMENT 

 Today Tata motors domestic car business is on a 

sticky wicket. Sales for FY 2013 dropped by almost 29.2% to 

2,22,112 units from 3,13,710 units in FY 2012. Almost all of 

Tata’s other vehicle (Indica Vista, Manza, Safari, Sumo, 

Grande, and Aria) have been beaten in their respective seg-

ments by local and global competitors. 

3. FINANCIAL CASE STUDY OF TATA MOTORS 
 Tata Motors Limited recorded a gross turnover 

of Rs.49,320 crores, 16.7% lower from Rs.59,221 crores in the 

previous year. Weak macro economic factors leading to a con-

tinued slow-down in the Medium and Heavy Commercial 

Vehicles (M&HCV), stiff competition, mainly in Passenger 

Vehicles business, severely affected the standalone operations 

and profitability [10]. 

 FY 2012-13 was a challenging year for the economy – 
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both globally and in India. The world economy grew by a 

mere 3.1% in 2012 as compared to 3.9% in the previous year. 

The domestic situation in India was influenced by these global 

trends and the ripple effect of a global slowdown was felt [9]. 

The cash flow analysis is presented in Table 1 and gross turn-

over with profit is in Fig. 1 which is audited for FY 2012-13. 

Table 1  
Financial performance analysis [10] 

       (Rs. crores) 

  Company  
(Standalone) 

Tata Motors Group  
(Consolidated) 

  FY 2012-13 FY 2011-12 FY 2012-13 FY 2011-12 

FINANCIAL RESULTS         

Gross revenue 49,319.73 59,220.94 193,583.95 170,677.58 

Net revenue (excluding excise duty) 44,765.72 54,306.56 188,817.63 165,654.49 

Total expenditure 42,621.98 49,894.76 162,248.74 141,954.02 

Operating profit 2,143.74 4,411.80 26,568.89 23,700.47 

Other income 2,088.20 574.08 811.53 661.77 

Profit before interest, depreciation, amortization, 
exceptional item and tax 4,231.94 4,985.88 27,380.42 24,362.24 

Finance cost 1,387.76 1,218.62 3,553.34 2,982.22 

Cash profit 2,844.18 3,767.26 23,827.08 21,380.02 

Depreciation, amortization and product development/ 
engineering expenses 2,243.38 1,840.99 9,590.89 7,014.61 

Profit for the year before exceptional items and tax 600.80 1,926.27 14,236.19 14,365.41 

Exceptional items - loss (net) 425.87 585.24 602.71 831.54 

Profit before tax 174.93 1,341.03 13,633.48 13,533.87 

Tax expense/(credit) (126.88) 98.80 3,770.99 (40.04) 

Profit after tax 301.81 1,242.23 9,862.49 13,573.91 

Share of minority interest and share of profit of 
associates (net) – – 30.12 (57.41) 

Profit for the year 301.81 1,242.23 9,892.61 13,516.50 

APPROPRIATIONS         

Profit for the year 301.81 1,242.23 9,892.61 13,516.50 

Balance brought forward from previous year 1,663.91 2,078.92 18,195.96 6,461.49 

Amount available for appropriations 1,965.72 3,321.15 28,088.57 19,977.99 

Less: appropriations/(transfer from)         

Debenture Redemption Reserve (130.00) 70.00 (130.00) 70.00 

General Reserve 30.18 125.00 59.48 158.03 

Other Reserves – – 63.14 65.38 

Dividend (including dividend distribution tax) 722.75 1,462.24 756.14 1,488.62 

Balance carried to Balance Sheet 1,342.79 1,663.91 27,339.81 18,195.96 

   
 
 
 
 

 

Fig 1. Gross Turnover (standalone & Consolidated) with Profit 

The domestic passenger car industry was affected mainly by 

weak sentiments, high cost of ownership, high interest rates, 

fuel prices and reduction in discretionary spends. 

 During the year, the Company's Passenger Vehicles 

sales were lower by 31.1% at 2,29,325 vehicles, registering an 

8.9% market share. The Company sold 1,80,520 cars and 48,805 

utility vehicles and vans, lower by 34.6% and 14.4% respec-

tively, over the previous year. [10]  

 The industry performance in the domestic market 

during FY 2012-13 is shown in Table 2  and the Company’s 

market share are given below:-  

Table 2 
Industry performances in the domestic market [10] 

Category Industry Sales  Company Sales  Market Share 
         

 
FY 2012-
13 

FY 2011-
12 Growth 

FY 2012-
13 

FY 2011-
12 Growth 

FY 2012-
13 

FY 2011-
12 

         

Commercial Vehicles 901,120 886,362 1.7% 536,232 530,204 1.1% 59.5% 59.8% 

Passenger Vehicles 2,578,538 2,556,035 0.9% 229,325 333,044 -31.1% 8.9% 13.0% 

Total 3,479,658 3,442,397 1.1% 765,557 863,248 -11.3% 22.0% 25.1% 
 
Source: Society of Indian Automobile Manufacturers report and Company Analysis 
Commercial vehicles Include V2 Van sales; 
Passenger vehicles include Fiat and Jaguar Land Rover branded cars. 

 

The domestic industry performance and the Compa-

ny’s performance in the passenger vehicle segment are given 

in Table 3. 
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Table 3  
Company’s performance in the passenger vehicle segment [10] 

 
Category Industry Sales  Company Sales  Market Share 
         

 Y 2012-13 Y 2011-12 rowth Y 2012-13 Y 2011-12 rowth Y 2012-13 Y 2011-12 
         

Micro 3,847 4,521 27.7% 3,847 4,521 27.7% 00.0% 00.0% 

Compact 94,627 56,381 7.2% 17,377 76,104 33.3% 4.8% 0.6% 

Mid-size 00,007 04,733 2.3% ,410 9,645 62.3% .7% .6% 

Executive 3,256 7,275 37.6% ,061 ,796 77.9% .6% 2.9% 
Premium 

and Luxury ,183 ,414 30.1% 25 85 16.2% 5.9% 3.3% 
Utility 

Vehicles 60,992 70,286 1.5% 5,841 9,035 6.5% .2% 3.2% 
Vans 

(Note a) 23,152 52,019 19.0% ,964 ,958 62.8% .4% .2% 
Total 

(Note b) ,578,538 ,556,035 .9% 29,325 33,044 31.1% .9% 3.0% 
 

Source: Society of Indian Automobile Manufacturers report and Company Analysis 
 
Note (a) Excludes V2 Van sales 
Note (b) Total Industry nos. include sales in other segments 

4. VALUE EVALUATION TECHNIQUE  

Value evaluation technique includes three phases like 

factor comparison matrix as in Table 4, Value Evaluation ma-

trix as in Table 5, Table 6, Table 7 & Table 8 and Value Deci-

sion matrix.  

Factors affecting the vehicle’s sell – 

a. Safety ---------------------------------(A) 

b. Cost -----------------------------------(B) 

c. Fuel efficiency -----------------------(E) 

d. Braking & traction ------------------(C) 

e. Lock & security----------------------(F) 

f. Comfort & convenience-----------(D) 

g. Interior--------------------------------(H) 

h. Exterior-------------------------------(M) 

i. Lighting & Instrument-------------(I) 

j. Entertainment------------------------(L) 

k. Reliability(Warranty)--------------(K) 

l. Aesthetic -----------------------------(J) 

m. Seat & upholstery-------------------(G) 

Table 4  
Factor comparison matrix  

A B C D E F G H I J K L M T
O
T
A
L 

T
O
T
A

L+
1 

A A1 A1 A1 A2 A1 A2 A2 A3 A1 A3 A3 A3 23 24 
B C1 D1 B1 F1 B1 B2 B2 B3 B3 B2 B3 17 18 

C C1 C1 C1 C1 C2 C2 C1 C3 C2 C3 18 19 
D D2 D1 D1 D1 D1 D1 D2 D1 D3 14 15 

E F1 E1 H1 E1 E2 E1 E2 E3 10 11 
F F1 H2 I1 J2 K1 F3 F3 9 10 

G H1 I1 J1 K2 L1 G2 2 3 
H H2 J1 H1 L1 H2 9 10 

I I1 I1 I1 I3 8 9 
J J1 J1 J1 7 8 

K 1 K2 6 7 
L L2 4 5 

M 0 1 

 Table 5  
Factor evaluation matrix for hatchback car segment 

Option A  
24 

B  
18 

C  
19 

D  
15 

E  
11 

F  
10 

G  
 3 

H 
10 

I    
9 

J    
8 

K   
7 

L   
5 

M    
1 

TOTAL 

Indica 
Vista 
BVIV 

1 
   
  
24 

7 
  
 
126 

1                
  
  
19 

3 
   
  
45 

6 
 
  
66 

9 
 
  
90 

4 
 
  
12 

6 
 
  
60 

3 
 
 
27 

5 
 
 
40 

5 
 
 
35 

7 
 
  
35 

6 
 
   
6 

585 

Nano 
LX 
 

1 
 
  
24 

9 
 
 
162 

1 
 
 
  19 

1 
 
  
15 

8 
 
  
88 

2 
 
  
20 

3 
 
   
9 

5 
 
  
50 

4 
 
 
36 

4 
 
 
32 

8 
 
  
56 

7 
 
  
35 

3 
 
   
3 

549 

Eon 
Magma+ 

1 
 
  
24 

8 
 
 
144 

1 
 
 
  19 

3 
 
  
45 

7 
 
  
77 

9 
 
  
90 

4 
 
  
12 

4 
 
  
40 

6 
 
 
54 

7 
 
 
56 

5 
 
  
35 

6 
 
  
30 

6 
 
   
6 

632 

i-10 
VTVT 

3 
  
  
72 

7 
 
 
126 

1 
  
  
 19 

4 
 
  
60 

7 
 
  
77 

8 
  
  
80 

3 
 
   
9 

5 
 
  
50 

7 
 
 
63 

8 
 
 
64 

5 
 
  
35 

1 
 
   
5 

6 
 
   
6 

666 

Beat 
LT 

1 
 
  
24 

7 
 
 
126 

1 
 
 
  19 

5 
 
  
75 

9 
 
  
99 

5 
 
  
50 

3 
 
   
9 

8 
 
  
80 

6 
 
 
54 

5 
 
 
40 

8 
 
  
56 

5 
 
  
25 

6 
 
   
6 

663 

Spark 
BSIV 

1 
 
  
24 

7 
 
126 

1 
 
 
  19 

3 
 
  
45 

6 
 
  
66 

5 
 
  
50 

3 
 
   
9 

7 
 
  
70 

5 
 
 
45 

6 
 
 
48 

7 
 
 
49 

6 
 
  
30 

6 
 
   
6 

587 

Figo 
DXI1.2 
Petrol 

1 
 
  
24 

7 
 
 
126 

1 
 
 
  19 

5 
 
  
75 

7 
 
  
77 

9 
 
  
90 

4 
 
  
12 

7 
 
  
70 

5 
 
 
45 

8 
 
 
64 

6 
 
  
42 

7 
 
  
35 

6 
 
    
6 

711 

Brio 
VXMT 

4 
 
  
96 

7 
 
 
126 

4 
 
 
  76 

4 
 
  
60 

6 
 
  
66 

9 
 
  
90 

4 
 
  
12 

8 
 
  
80 

7 
 
 
63 

6 
 
 
48 

5 
 
  
35 

5 
 
  
25 

6 
 
   
6 

783 

Alto 
VXi 

3 
 
  
72 

9 
 
 
162 

1 
 
 
  19 

3 
 
  
45 

9 
 
  
99 

8 
 
  
80 

2 
 
    
6 

6 
 
  
60 

4 
 
 
36 

5 
 
 
40 

5 
 
  
35 

5 
 
  
25 

3 
 
    
3 

682 

Swift 4 
 
  
96 

6 
 
 
108 

6 
 
 
114 

6 
 
  
90 

8 
 
  
88 

9 
 
  
90 

4 
 
  
12 

8 
 
  
80 

7 
 
 
63 

9 
 
 
72 

5 
 
  
35 

6 
 
  
30 

6 
 
    
6 

884 

 
Table 6  

Factor evaluation matrix for sedan car segment 
Option A  

24 
B  
18 

C  
19 

D  
15 

E  
11 

F 
10 

G 
3 

H 
10 

I 
9 

J 
8 

K   
7 

L   
5 

M    
1 

TO
TA
L 

Indigo 
 
 

1 
 
24 

8 
 
144 

2 
 
38 

3 
 
45 

8 
 
88 

6 
 
60 

6 
 
18 

7 
 
70 

6 
 
54 

4 
 
32 

7 
 
49 

7 
 
35 

3 
 
3 

660 

Manza 
 
 

4 
 
96 

7 
 
126 

1 
 
19 

3 
 
45 

6 
 
66 

9 
 
90 

4 
 
12 

6 
 
60 

6 
 
54 

6 
 
48 

7 
 
49 

6 
 
30 

6 
 
6 

685 

Swift 
Desire 

4 
 
96 

8 
 
144 

6 
 
114 

6 
 
90 

8 
 
88 

9 
 
90 

5 
 
15 

7 
 
70 

8 
 
72 

7 
 
56 

5 
 
35 

5 
 
25 

6 
 
6 

901 

SX 4 4 
 
96 

6 
 
108 

6 
 
114 

6 
 
90 

6 
 
66 

9 
 
90 

6 
 
18 

7 
 
70 

7 
 
63 

8 
 
64 

5 
 
35 

6 
 
30 

6 
 
6 

850 

Verna 2 
 
48 

6 
 
108 

4 
 
76 

6 
 
90 

8 
 
88 

9 
 
90 

6 
 
18 

7 
 
70 

4 
 
36 

6 
 
48 

9 
 
63 

1 
 
5 

3 
 
3 

824 

Accent 
 

1 
 
24 

8 
 
144 

1 
 
19 

4 
 
60 

6 
 
66 

6 
 
60 

5 
 
15 

6 
 
60 

4 
 
36 

6 
 
48 

9 
 
54 

1 
 
5 

3 
 
3 

603 

Sail 4 
 
96 

7 
 
126 

4 
 
76 

5 
 
75 

7 
 
77 

9 
 
90 

5 
 
15 

6 
 
60 

7 
 
63 

6 
 
48 

9 
 
63 

7 
 
35 

3 
 
3 

827 

Etios 
Liva 

1 
 
24 

7 
 
126 

1 
 
19 

4 
 
60 

7 
 
77 

9 
 
90 

4 
 
12 

5 
 
50 

5 
 
45 

8 
 
64 

9 
 
63 

6 
 
30 

6 
 
6 

666 

City 4 
 
96 

7 
 
126 

5 
 
95 

7 
 
105 

8 
 
88 

9 
 
90 

6 
 
18 

7 
 
70 

7 
 
63 

10 
 
80 

7 
 
49 

5 
 
25 

6 
 
6 

911 

Amaze 6 
 
144 

5 
 
90 

4 
 
76 

4 
 
60 

9 
 
99 

8 
 
80 

4 
 
12 

6 
 
60 

7 
 
63 

7 
 
56 

6 
 
42 

5 
 
25 

6 
 
6 

813 
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Fiesta 
 

6 
 
144 

4 
 
72 

4 
 
76 

7 
 
105 

8 
 
88 

9 
 
90 

6 
 
18 

8 
 
80 

7 
 
63 

9 
 
72 

7 
 
49 

6 
 
30 

6 
 
6 

893 

Verito 2 
 
48 

5 
 
90 

4 
 
76 

5 
 
75 

7 
 
77 

9 
 
90 

3 
 
9 

6 
 
60 

7 
 
63 

7 
 
56 

7 
 
49 

7 
 
35 

6 
 
6 

734 

Table 7 
Factor evaluation matrix for Sports utility vehicle (SUV) seg-

ment 
Option A  

24 
B  
18 

C  
19 

D  
15 

E  
11 

F 
10 

G  
3 

H 
10 

I 
9 

J   
8 

K   
7 

L   
5 

M
    
1 

TO
TA
L 

 Sumo 
Grande 
MKII 

1 
 
   
24 

9 
 
\16
2 

1 
 
  
19 

5 
 
  
75 

6 
 
 
66 

3 
 
 
30 

6 
 
 
18 

6 
 
 
60 

5 
 
 
45 

2 
 
 
16 

9 
 
 
63 

1 
 
  5 

3 
 
  
3 

586 

Safari Storm 
202Vx4X4 

7 
 
 
168 

8 
 
 
144 

4 
 
 
 76 

7 
 
 
105 

6 
 
 
66 

9 
 
 
90 

8 
 
 
24 

8 
 
 
80 

7 
 
 
63 

6 
 
 
48 

9 
 
 
63 

7 
 
 
35 

6 
 
   
6 

968 

Scorpio 
BSIV VLX 

3 
 
 
72 

7 
 
 
126 

2 
 
 
 38 

5 
 
 
  75 

7 
 
 
77 

9 
 
 
90 

6 
 
 
18 

8 
 
 
80 

8 
 
 
72 

5 
 
 
40 

7 
 
 
49 

6 
 
 
30 

6 
 
   
6 

773 

Bolero 
ZX BSIV 
 

1 
 
  
24 

9 
 
 
162 

1 
 
 
 19 

4 
 
 
 60 

7 
 
 
77 

9 
 
 
90 

4 
 
 
12 

6 
 
 
60 

3 
 
 
27 

6 
 
 
48 

4 
 
 
28 

4 
 
 
20 

3 
 
   
3 

630 

Ecosport 
Ecoboost 
 

4 
 
 
96 

9 
 
 
162 

2 
 
 
 38 

5 
 
 
  75 

9 
 
 
99 

8 
 
 
80 

7 
 
 
21 

8 
 
 
24 

7 
 
 
63 

4 
 
 
32 

6 
 
 
42 

6 
 
 
30 

6 
 
   
6 

824 

Dustor 
RxZDiesel 

3 
 
 
72 

8 
 
 
144 

6 
 
 
114 

6 
 
 
  90 

8 
 
 
88 

9 
 
 
90 

6 
 
 
18 

7 
 
 
70 

8 
 
 
72 

8 
 
 
64 

7 
 
 
49 

7 
 
 
35 

6 
 
   
6 

912 

XUV 500 
W8AWD 

4 
  
 
96 

6 
 
 
108 

6 
 
 
114 

7 
 
 
105 

6 
 
 
66 

9 
 
 
90 

8 
 
 
24 

9 
 
 
90 

9 
 
 
81 

8 
 
 
64 

10 
 
 
70 

10 
 
 
50 

6 
 
   
6 

964 

Terrano 
Premium110 
 

3 
 
 
72 

7 
 
 
126 

6 
 
 
114 

7 
 
 
105 

8 
 
 
88 

8 
 
 
80 

8 
 
 
24 

7 
 
 
70 

7 
 
 
72 

6 
 
 
48 

6 
 
 
42 

6 
 
 
30 

6 
 
   
6 

868 

Fortuner 
 
 

3 
 
 
72 

4 
 
 
72 

2 
 
 
  38 

7 
 
 
105 

5 
 
 
55 

9 
 
 
90 

7 
 
 
21 

9 
 
 
90 

8 
 
 
72 

6 
 
 
48 

8 
 
 
56 

8 
 
 
40 

3 
 
   
3 

762 

Endeavour 
3.02 4X4 
AT 

6 
 
 
144 

4 
 
 
72 

4 
 
 
  76 

7 
 
 
105 

4 
 
 
44 

9 
 
 
90 

7 
 
 
21 

8 
 
 
80 

6 
 
 
54 

7 
 
 
56 

8 
 
 
56 

8 
 
 
40 

3 
 
   
3 

841 

Audi Q3 
 
 

8 
 
 
192 

2 
 
 
  36 

10 
 
 
190 

8 
 
 
120 

4 
 
 
44 

9 
 
 
90 

8 
 
 
24 

8 
 
 
80 

9 
 
 
81 

9 
 
 
72 

6 
 
 
42 

6 
 
 
30 

9 
 
   
9 

101
0 

Pajero 
Sport 
 

6 
 
 
144 

4 
 
 
 72 

8 
 
 
152 

7 
 
 
105 

6 
 
 
66 

9 
 
 
90 

9 
 
 
27 

9 
 
 
90 

7 
 
 
63 

7 
 
 
56 

5 
 
 
35 

5 
 
 
25 

6 
 
   
6 

931 

Honda CRV 
2.4 
L4WOAVN 

4 
 
 
 96 

4 
 
 
  72 

4 
 
 
  76 

7 
 
 
105 

5 
 
 
55 

9 
 
 
90 

8 
 
 
24 

9 
 
 
90 

7 
 
 
63 

8 
 
 
64 

7 
 
 
49 

10 
 
 
50 

9 
 
   
9 

843 

Table 8  
Factor evaluation matrix for Multi purpose vehicle (MPV) 

segment 

Option A 
24 

B  
18 

C  
19 

D  
15 

E  
11 

F 
10 

G  
3 

H 
10 

I 
9 

J   
8 

K   
7 

L   
5 

M    
1 

TO
TA
L 

Santa Fe 
4WD (AT) 

7 
     
 
189 

3 
 
 
54 

8 
 
 
152 

7 
 
 
105 

3 
 
  
33 

8 
 
 
80 

9 
 
 
27 

6 
 
  
60 

8 
 
 
72 

8 
 
 
64 

7 
 
 
49 

7 
 
 
35 

6 
 
   
6 

926 

Captiva 
LTZ AWD 
2.2 

7 
 
 
189 

3 
 
 
54 

8 
 
 
154 

8 
 
120 

5 
 
 
55 

9 
 
 
90 

7 
 
 
21 

8 
 
 
80 

8 
 
 
72 

7 
 
 
56 

9 
 
 
63 

7 
 
 
35 

9 
 
   
9 

996 

Grand Vitara 
2.2 MT 

3 
 
 
  72 

4 
 
 
 72 

10 
 
 
190 

6 
 
   
90 

3 
 
  
33 

8 
 
  
80 

6 
 
 
18 

8 
 
 
80 

8 
 
 
72 

5 
 
 
40 

6 
 
 
42 

5 
 
 
25 

6 
 
   
6 

829 

Tevera 
Nero3LT 
STRBSIV 

1 
 
 
 24 

9 
 
 
162 

1 
 
 
  19 

5 
 
 
  75 

6 
 
  
66 

1 
 
  
10 

6 
 
 
18 

7 
 
 
70 

5 
 
 
45 

5 
 
 
40 

9 
 
 
63 

5 
 
 
25 

6 
 
   
6 

623 

Aria 
LX 4X2 

3 
 
 
  72 

6 
 
 
108 

1 
 
 
  19 

5 
 
 
  75 

4 
 
  
44 

3 
 
  
30 

6 
 
 
18 

7 
 
 
70 

7 
 
 
63 

6 
 
 
48 

9 
 
 
63 

1 
 
  5 

3 
 
   
3 

627 

Innova 
2013GX7STR 
BS IV 

2 
 
 
  48 

7 
 
 
126 

2 
 
 
  38 

5 
 
 
  75 

5 
 
  
55 

8 
 
  
80 

6 
 
 
18 

8 
 
  
80 

6 
 
 
54 

6 
 
 
48 

9 
 
 
49 

2 
 
 
10 

6 
 
   
6 

707 

Ertiga 
ZX i 

3 
 
 
 72 

8 
 
 
144 

6 
 
 
114 

6 
 
 
  90 

9 
 
  
99 

9 
 
  
90 

6 
 
 
18 

8 
 
 
80 

7 
 
 
63 

6 
 
 
48 

6 
 
 
42 

5 
 
 
25 

6 
 
   
6 

900 

Xylo 
H9BS IV 

6 
 
 
162 

7 
 
 
126 

4 
 
 
 76 

6 
 
 
  90 

6 
 
  
66 

8 
 
  
80 

8 
 
 
24 

7 
 
  
70 

6 
 
 
54 

6 
 
 
48 

9 
 
 
63 

7 
 
 
35 

6 
 
   
6 

900 

Enjoy 
1.4 LTZ STR 

3 
 
 
 72 

9 
 
 
162 

4 
 
 
 76 

6 
 
 
  90 

8 
 
  
88 

8 
 
  
80 

5 
 
 
15 

6 
 
  
60 

5 
 
 
45 

5 
 
 
40 

9 
 
 
63 

6 
 
 
30 

6 
 
   
6 

836 

Venture 1 10 1 3 7 3 3 7 4 3 7 1 1 569 

LX  
   
24 

 
 
180 

 
 
  19 

 
 
  45 

 
  
77 

 
  
30 

 
   
9 

 
  
70 

 
 
36 

 
 
24 

 
 
49 

 
   
5 

 
   
6 

Xenon XT EX 
4X4 

1 
 
 
  24 

7 
 
 
126 

4 
 
 
 76 

5 
 
 
 75 

6 
 
  
66 

9 
 
  
90 

5 
 
 
15 

6 
 
  
60 

5 
 
 
45 

4 
 
 
32 

7 
 
 
49 

1 
 
   
5 

3 
 
   
6 

666 

Mahindra 
Quanto 

3 
 
 
  72 

8 
 
 
144 

2 
 
 
  38 

6 
 
  
90 

8 
 
  
88 

9 
 
  
90 

5 
 
 
15 

7 
 
  
77 

7 
 
 
63 

6 
 
 
48 

6 
 
 
42 

6 
 
 
30 

6 
 
  
6 

812 

 

5. CRITICAL FACTORS AFFECTING THE SELLING OF 

PRODUCT 

The growth of Passenger Vehicles segment decelerated to 

3.6%, during the year much lower as compared to the Com-

mercial Vehicles. Consequent to the inflation and slowing 

economy, there was a decrease in disposable income, impact-

ing demand for cars. Petrol prices increased substantially dur-

ing the year, increasing the total cost of ownership of petrol 

cars. This resulted into deferment of purchases and shift in 

demand to diesel vehicles. [10]. 

Not a single factor is important but as a whole many fac-

tors are responsible and to be cared of for the critical analysis 

of vehicle. These critical factors or activities required for en-

suring the success of saleability of vehicle in an organization. 

These are as follows: 

I. COMPETITION 

The Company faces competition from various domestic and 

foreign automotive manufacturers in the Indian automotive 

market. Improving infrastructure and robust growth prospects 

compared to other mature markets are now attracting a num-

ber of automotive OEM's to India. These companies have ei-

ther formed joint-ventures with local partners or have estab-

lished independently-owned operations in India. The global 

competitors bring international experience, global scale, ad-

vanced technology and significant financial support, for the 
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operation in India. The competition is likely to further intensi-

fy in the future. [10] 

II. PERCEPTION  

A Tata motor has established his identity as a manu-

facturer of public transport and commercial vehicles.  So the 

concentration on passenger cars is not very sophisticated. 

Market brand quality as perception is not as good as they 

would like it to be. 

III. ASPIRATION  

 A car is an aspiration purchase. A Tata vehi-

cle is far from that. The connotations associated with it are 

‘value for money’ and ‘taxi’. Almost all of Tata’s vehicles—

Indica, Indigo, Sumo—are predominantly bought by fleet taxi 

owners because fleet buyers buy stuff that is good value for 

money and endurance but an overemphasis  on fleet turns 

away the personal buyer. There are serious image confronta-

tions at the point of sale. Everybody is on the same floor—the 

fleet taxi owner, the driver of a Sumo and this executive with 

his wife looking at the Indica. It is a bit of a let-down of the 

executive’s image. [11] 

IV. NEW PRODUCT PORTFOLIO 

 Tata’s development machinery has failed to regularly 

churn out new products. Tata motor launched completely new 

vehicle i.e. The Aria two years before that’s not in line with 

keeping your name in line with the minds of people. 

V. LOSING MAIN AGENDA 

 Tata’s brand positioning has been confusing –“more 

car per car “, “club class”, “reclaim your life”, “The real SUV” 

and “a class apart”. 

 Traditionally, there were three planks on which Tata 

motors sold its vehicles: 

a. Operating economics, aka diesel. 

b. Cheap acquisition price. 

c. Space. 

 Today they have last all three. Their dominance as 

only diesel player is long gone across all segments, both mul-

tinationals and India. Companies have vehicles which are 

competitively priced. And the market has moved from driving 

around large families to self drive vehicles. There as a brand, 

has been lost [11]. 

VI. NAMESAKE 

 While competition has added products one after the 

other, Tata motors must have used all the alphabets in the 

English language to launch one version after of their old cars. 

That’s how we can sell trucks not cars. 

VII. NANO EXPECTATION MISSED BEING 

 Tata motors has great expectation of Nano but it 

missed being. It was not only a car but it was a brand as well. 

They have a huge opportunity to build a successful brand but 

they missed it. 

6. FEASIBILITY FOR OPERATING AREAS 

 Feasibility studies are preliminary investigation into 

the potentials benefits associated with undertaking a specific 

activity or project. Main purpose of such a study is to consider 

all factors associated with the project and determine if the in-

vestment of time and other resources will yield a desirable 

study. [12] 
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 These following Feasibility strategies which are given 

in Table 9 possess to success of an organization [13] and en-

hance the saleability or acceptability of vehicle. 

Table 9 
Feasibility strategies in different operating areas 

Distribution 
 Deliveries on time 
 Adequate stock levels 
 Efficient channels of distribution 

Finance 

 Tight debtor control 
 Strong cash management 
 Good relations with creditors 
 Access to adequate financial resources 

Human resources 

• Strong recruitment skills and ability to attract key     
   staff 
• Viable and relevant training program 
• Continual staff development 
• Strong and developing company culture 
• Effective rewards and motivation for workers 
• Existing staff support and compliment the project 

Information system 

• Providing appropriate, timely and up to date  
  financial and customer information 
• User friendly 
• Able to interact and integrate with other systems 
• Continual development  

Marketing 

• High or low product consistency and quality 
• A wide or narrow product range 
• Branding, Image, and Reputation 
• Packaging to meet consumer and environmental  
  expectations 
• Skilled, committed sales force 

Production 

• Up to date, state of the art facilities 
• Facilities located close to labour skilled supply 
• Facilities located close to markets 
• Flexibility in production and lead times 
• Highly productive labour force  

Purchasing • Strong negotiating skills 
• Strong supplier relationships  

Research & Development 

• Continuous product design and improvement 
• Differentiation between ‘me too’ products 
• Continual process of innovation and protection of  
   patents and trade marks 
• Sustainable competitive advantage  

Leadership & Management 

• Enhance the feasibility of the project with strong  
   Management and leadership skills - Planning,    
   Leading, Organizing and Controlling? 
• Bring flair and creativity to the project 
• Bring a generous measure of promotional skills    to the 
project. 

 

6.1. SWOT ANALYSIS 

A Strength Weakness Opportunity Threats (SWOT) 

framework of Tata Motors is mention in Table 10. 

Table 10  
SWOT analysis 

Strength 

1. One of the most established company in automobile sector 
2. Wide & extensive distribution and service network 
3. Good market penetration in the taxi & rental segment 
4. Expert service professionals available 
5. Many associations like Jaguar Land Rover, Hispanso, Macropolo etc which 
increases international presence 
6. Dedicated engineering and R&D department 
7. More than 60,000 employees 
8. Highly diversified product portfolio 

Weakness 

1. Limited international presence 
2. Sometimes faces alleged quality and durability issues 
3. Not much customer engagement programs and activities 
4. Tata Motors shareholders are not getting much from their investments due 
to low return on investments on shares. 
5. Tata Motors are not able to meet safety standards in their vehicles in 
comparison to its competitors. 

 
 
 
 
 
 
 
 

Opportunity 

1. Expanding automobile market and available space for competitors. 
2. Increasing per capita income and purchasing capability of potential cus-
tomer base. 
3. Leveraging customer engagement experience to acquire new customers. 
4. Leveraging mergers and acquisitions to acquire newer technology. 
5. Augmenting the distribution and service network in various countries. 
6. Tata Motors can take advantage of their low cost vehicle by entering into 
third world countries where people have low purchasing power which gives 
them a big export opportunity. 
7. Jaguar and Land Rover provide Tata Motors with an opportunity to estab-
lish itself in the luxury segment. 
8.  Tata Motors can incorporate safety features in their vehicles to gain more 
customer satisfaction. 
9.  Joint ventures in other countries allow Tata Motors to easily enter into 
new market internationally. 

 
 

Threats 

1. Increasing fuel costs 
2. Competition from other big automobile giants 
3. Competitive products offering same level features at a lesser price 
4. Product innovations and frugal engineering by competitors. 

 
7. RESULT: 

 The company has designed its product to suit the re-

quirement of the Indian market based but couple of decades 

some specific customers also need luxurious and more com-

fort vehicles. Company should be focused on their specific 

needs such as safety, driving comfort, fuel efficiency, cost and 

aesthetic. From focusing on these points company can develop 

its product portfolio in order to meet customer expectations of 

aspiring for world class products. These changes can be seen 

in Table 11 & Table 12 as Factor Decision matrix and value 

improvement in Figure 2 for all types of Tata’s vehicles. 

Table 11 
Factor decision making matrix for all type of Tata’s vehicles  

Option A  
24 

B  
18 

C  
19 

D  
15 

E  
11 

F 
10 

G  
3 

H  
10 

I  
  9 

J   
8 

K   
7 

L   
5 

M    
1 

TO-
TAL 

Indica 
Vista  
BVIV 

4 
 
  
 96 

6 
 
 
108 

6 
 
 
114 

6 
 
   
90 

6 
 
  
66 

9 
 
  
90 

4 
 
  
12 

6 
 
  
60 

7 
 
 
63 

5 
 
 
40 

5 
 
  
35 

7 
 
  
35 

6 
 
   
6 

815 

Nano 
201, 
LX 

3 
 
 
  72 

8 
 
 
144 

4 
 
 
  76 

3 
 
 
  45 

8 
 
  
88 

2 
 
  
20 

3 
 
    
9 

5 
 
  
50 

4 
 
 
36 

4 
 
 
32 

8 
 
  
56 

7 
 
  
35 

3 
 
    
3 

666 

Indigo 
 
 

4 
 
 
  96 

7 
 
 
126  

5 
 
 
  95 

6 
 
 
  90 

8 
 
  
88 

6 
 
  
60 

6 
 
  
18 

7 
 
  
70 

6 
 
 
54 

4 
 
 
32 

7 
 
  
49 

7 
 
  
35 

3 
 
    
3 

816 

Manza 6 
 
 
144 

6 
 
 
108 

5 
 
 
  95 

6 
 
 
  90 

6 
 
  
66 

9 
 
  
90 

4 
 
  
12 

6 
 
  
60 

6 
 
 
54 

6 
 
 
48 

7 
 
  
49 

6 
 
  
30 

6 
 
   
6 

852 

Sumo 
Grande 
MK II 

4 
 
 
  96 

8 
 
 
144 

4 
 
 
  76 

6 
 
 
  90 

6 
 
  
66 

3 
 
  
30 

6 
 
  
18 

6 
 
  
60 

5 
 
 
45 

2 
 
 
16 

9 
 
  
63  

5 
 
  
25 

3 
 
    
3 

732 

Safari 
Storm 
2.2 
VX4X4 

8 
 
 
192 

7 
 
 
126 

6 
 
 
114 

7 
 
 
105 

6 
 
  
66 

9 
 
  
90 

8 
 
  
24 

8 
 
  
80 

7 
 
 
63 

8 
 
 
64 

9 
 
  
63 

7 
 
  
35 

6 
 
   
6 

1028 

Aria 
LX 
4X2 

6 
 
 
144 

7 
 
 
126 

6 
 
 
114 

5 
 
   
75 

4 
 
  
44 

9 
 
  
90 

6 
 
  
18 

7 
 
  
70 

7 
 
 
63 

6 
 
 
48 

9 
 
  
63 

5 
 
  
25 

3 
 
   
3 

883 

Venture 
LX 

2 
 
 
  48 

9 
 
 
162 

2 
 
 
  38 

4 
 
 
  60 

7 
 
  
77 

3 
 
  
30 

3 
 
   
9 

7 
 
  
70 

4 
 
 
36 

3 
 
 
24 

7 
 
  
49 

5 
 
  
25 

1 
 
   
1 

629 

Xenon 2 7 4 5 6 9 5 6 5 4 7 5 3 710 
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XT 
EX 
4X4 

 
 
  48 

 
 
126 

 
  
 76 

 
 
  75 

 
  
66 

 
  
90 

 
  
15 

 
  
60 

 
 
45 

 
 
32 

 
  
49 

 
  
25 

 
    
3 

Table 12  
Integral marks comparison for all types of Tata’s Vehicle  

S. No. Product Old Marks New Marks Differences % Improvement 
1 Indica 585 815 230 39.32 
2 Nano 549 666 117 21.31 
3 Indigo 660 816 156 23.64 
4 Manza 685 852 167 24.38 

5 Sumo Gold 
Grande 586 732 146 24.91 

6 Safari 
Storm 968 1028 60 6.198 

7 Aria 627 883 256 40.83 
8 Venture 569 629 60 10.54 
9 Xenon XT 666 710 44 6.61 

Overall Improvement 21.97 % (Avg.) 

 

Fig. 2 Percentage Improvement in all types of Tata’s vehicles 
 

The Company recorded sales of 765,557 vehicles, a 

decline of 11% over last year. Industry growth during the year 

was also muted at 1.1%, resulting in the Company's market 

share decreasing to 22% in the Indian automotive industry 

from 25.1% in the previous year. The Company exported 

50,938 vehicles during the year, lower by 19%, as compared to 

the previous year. 

From the above improvement we can see that Safari 

storm become a best choice for customer in its segment. Even 

there are very much improvement gotten in every vehicle by 

this approach on low cost investment. 

7.1 Weak segments and makeover activities 

 The domestic passenger car industry was affected 

mainly by weak sentiments, high cost of ownership, high in-

terest rates, fuel prices and reduction in discretionary spends. 

Overall growth in Domestic Passenger vehicle industry was 

flat in FY 2012-13, within which Utility Vehicles recorded a 

robust growth of 51.5% on the back of new launches catering 

not only to the traditional rugged SUV customers but also to 

the customer preferring the more car-like soft roader utility 

vehicles and cars segment de-grew by 6.9%. During the year, 

the Company's Passenger Vehicles sales were lower by 31.1% 

at 2,29,325 vehicles, registering an 8.9% market share. The 

Company sold 1,80,520 cars and 48,805 utility vehicles and 

vans, lower by 34.6% and 14.4% respectively, over the previ-

ous year. 

1. Competitive pricing: Aria got the “Viewer choices car 

of year” in 2010 but has been pitted right is at Rs. 9.95 

lakhs and Aria is at 14.5 lakhs in the market so why 

does customer pay 5 lakhs more than Innova. Com-

pany should focus on competitive pricing of vehicle. 

2. Quality Improvement:  Poor quality has been a per-

ennial issue with Tata passenger’s vehicle. To over-

come this problem manufacturing team should em-

phasis on good quality and provide the good func-

tional vehicle to the customers. 

3. Perception for SUVs/MPVs: Some critical point for 

enhance the SUVs marketing- 

a. Category growth: Growing demand for 

SUV’s and MPV’s company should make 

new launches which can easily be competi-

tive against Duster, XUV 500 like etc. 

b. Safety: Given the bad traffic in most cities 

and horrendous accidents we see every day, 
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the safety features of SUVs score higher ver-

sus sedans, as the perception is that they are 

safer, especially for families with children. 

c. Increased road travel: The poor quality of 

roads and highways, and increased road 

travel by families for holidays and leisure 

makes SUVs very desirable. 

d. Image: The macho image of SUVs and the 

perception they can be used on rugged ter-

rains, although most people may never do 

any off-roading, makes them a hit. 

4. Fuel economy and high price of petrol: This created 

a strong demand for fuel- efficient diesel cars. Com-

pany should great emphasis on Diesel vehicles. 

5. Focus on Brand Value: The Company should contin-

ue to focus on building brand strengths, refreshing 

the products and enhancing sales and service experi-

ence. The Company also introduced a new look, styl-

ish, tech savvy best in class flagship Passenger Vehi-

cle showrooms, for superior customer experience at 

pilot dealership in Mumbai and Delhi and this initia-

tive will now be replicated to other setups across the 

country. 

6. Customer-concentric strategy: Company should 

work on a customer-centric strategy for providing the 

best customer experience with focus on products, 

world class manufacturing practices, purchase expe-

rience and consistent quality of services. As a precur-

sor to future launches, the Company would be shortly 

unveiling improved and enhanced vehicles across its 

key brands. 

7. Miscellaneous activity: The Company should be var-

ious initiatives to improve its product refresh-

es/launch programs, operational efficiency, dealer ef-

fectiveness, working capital management and restruc-

turing customer facing functions.  

8. CONCLUSIONS 

 This case is focusing on the business strategies and 

globalization plans. The basic mantras of competitive exist-

ence in dynamically changing environment are Value engi-

neering technique, customer satisfaction quality and assur-

ance. The value evaluation, SWOT analysis, product manage-

ment and finance & projected cash flow analysis will play the 

vital role in automotive industries. Dealing with the human 

satisfaction factor like good branding, image building and cost 

management are the basic Moto of this study. 

 The identification of feasibility and acceptability is 

largely qualitative and can result in differing opinion. Based 

on the evaluation technique it is found that customers are not 

so well to buy these kinds of Tata’s vehicle. There are two 

ways either differentiation strategy or a low cost strategy.teh 

Tata motors is considering low cost strategy over differentia-

tion strategy but to satisfy higher end and brand conscious 

customers the differentiation strategy is also mandatory.    

 There are some suggestions to improve the brand 

positioning and customer satisfaction. 
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1. Increase the variety of product in different segments 

so that customers will notice the esteem value of 

product of Tata motors in varied ways. 

2. Improve Research and Development department as 

customer expectations are changing rapidly by feed-

back mechanism for higher end customers. 

3. Joint ventures and brand endorsement international-

ly. 

4. Improve quality and performances of vehicle. 

This study will give good growth of automotive in-

dustries with the more consideration on safety, comfort, aes-

thetic and maneuverability and will lift the position interna-

tionally. 
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