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I. INTRODUCTION 
 

The market for second-hand goods has expanded 

alongside changes in consumer lifestyles, purchasing 

power, product replacement cycles, and access to 

resale platforms. Second-hand goods are products 

purchased by or transferred to a second or 

subsequent end user, creating a distinct market for 

used products. Within the automobile sector, 

second-hand cars provide consumers with an 

alternative to purchasing new vehicles, particularly 

where price and value considerations are important. 

Consumer decisions in the used-car market may 

involve several dimensions, including purchase price, 

vehicle condition, brand reputation, maintenance 

history, reliability, warranty or certification, seller 

credibility, and the availability of information. Unlike 

new vehicles, the perceived condition and history of 

a used vehicle can create uncertainty for prospective 

buyers. Consequently, trust and transparency may 

become important components of the purchase 

decision. 

The growth of digital marketplaces has also changed 

the way consumers search for, compare, and 

evaluate used cars. Online listings can increase 

access to information and product choice, while also 

creating a need for credible vehicle descriptions, 

inspection reports, transaction transparency, and 

effective mechanisms for reducing perceived risk. 

 

Against this background, the present study focuses 

on selected dimensions of consumer perception 

towards second-hand cars in India. The analysis is 

based on the survey tables contained in the original 

manuscript and seeks to present those findings in a 

clearer empirical structure. 

 

II. REVIEW OF LITERATURE 
 

Solomon's work on consumer behaviour provides a 

conceptual foundation for examining the 

psychological and social factors that influence 

purchasing decisions. This perspective is relevant to 

used-car purchases because consumers evaluate not 
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only functional characteristics but also social and 

experiential considerations. 

 

Research on second-hand goods has examined 

consumer perceptions of brands and product 

characteristics. Such work is relevant to the present 

study because brand reputation can act as an 

information cue when consumers face uncertainty 

about product condition and reliability. 

 

Studies of the Indian used-car market have 

highlighted challenges and opportunities associated 

with the market. These studies provide context for 

examining factors affecting consumer preferences 

and purchasing behaviour in India. 

 

The literature on family buying decisions is also 

relevant because automobile purchases can involve 

multiple household members and collective 

decision-making. Trust research further suggests 

that confidence in the buyer-seller relationship can 

influence purchase decisions, particularly where 

perceived information asymmetry and risk are 

present. 

 

Research on trust in electronic commerce is 

particularly relevant to contemporary used-car 

transactions because consumers increasingly obtain 

information and initiate purchase processes through 

digital platforms. Taken together, these perspectives 

indicate that affordability, brand reputation, trust, 

perceived risk, information quality, and social 

influence are relevant dimensions for understanding 

consumer perceptions of second-hand cars. 

 

Objectives of the Study 

 To examine selected factors influencing 

consumer preference for second-hand cars. 

 To assess the perceived importance of brand 

reputation in automobile purchase decisions. 

 To examine consumer concern regarding repairs 

associated with second-hand cars. 

 To assess the reported level of satisfaction with 

second-hand cars. 

 To examine respondents' reported experience of 

learning to drive using second-hand cars. 

 

 

III. RESEARCH METHODOLOGY 
 

The original manuscript describes the study as using 

a mixed-methods approach involving surveys and 

in-depth interviews. The present refined version 

retains the reported survey findings but does not 

introduce methodological details that were not 

supplied in the source manuscript. 

 

The empirical results presented below are based on 

five survey tables reported in the original 

manuscript. The tables contain different numbers of 

respondents for different questions (130, 125, 120, 

150 and 170 respectively), indicating that the 

effective response count varies by item. Percentages 

in the revised tables have been recalculated directly 

from the respondent counts reported in the original 

tables so that each item's percentages correspond to 

its stated sample size. 

 

For journal submission, the author should 

additionally specify the study population, sampling 

technique, geographical area, period of data 

collection, questionnaire development and 

validation, inclusion and exclusion criteria, 

ethical/consent procedures, and the statistical 

software and tests used. These details are not 

sufficiently documented in the supplied manuscript 

and should not be inferred. 

 

IV. RESULTS AND ANALYSIS 
 

Table 1. Reasons for Preferring a Second-Hand Car 

S. 

No. 

Reason for 

Preferring a 

Second-Hand 

Car 

Respondents Percentage 

1 Good condition 50 38.46% 

2 Affordability 45 34.62% 

3 Brand reputation 35 26.92% 

 Total 130 100.00% 

 

Among the 130 respondents reported for this item, 

good condition accounts for 38.46%, affordability for 

34.62%, and brand reputation for 26.92%. The 

distribution indicates that all three factors are 

represented in the reported responses, with vehicle 

condition recording the largest share. 
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Table 2. Importance of Brand Reputation in 

Purchasing a New Car 

S. 

No. 

Importance 

of Brand 

Reputation 

Respondents Percentage 

1 Very 

important 

45 36.00% 

2 Somewhat 

important 

45 36.00% 

3 Not 

important 

35 28.00% 

 Total 125 100.00% 

 

For the 125 respondents reported for this item, 

36.00% consider brand reputation very important, 

36.00% consider it somewhat important, and 28.00% 

consider it not important. The revised percentages 

are calculated from the reported frequencies. 

 

Table 3. Concern Regarding Repairs of Second-

Hand Cars 

S. 

No. 

Level of 

Concern About 

Repairs 

Respondents Percentage 

1 Slightly 

concerned 

50 41.67% 

2 Not concerned 30 25.00% 

3 Moderately 

concerned 

25 20.83% 

4 More concerned 15 12.50% 

 Total 120 100.00% 

Among the 120 respondents reported for this item, 

41.67% indicate slight concern about repairs, 25.00% 

report no concern, 20.83% report moderate concern, 

and 12.50% report greater concern. The results show 

variation in respondents' reported levels of repair-

related concern. 

 

Table 4. Satisfaction with Second-Hand Cars 

S. 

No. 

Satisfaction 

Level 
Respondents Percentage 

1 Highly/strongly 

satisfied 

50 33.33% 

2 Satisfied 40 26.67% 

3 Dissatisfied 35 23.33% 

4 Highly 

dissatisfied 

25 16.67% 

 Total 150 100.00% 

 

For the 150 respondents reported for this item, 

33.33% are highly/strongly satisfied, 26.67% are 

satisfied, 23.33% are dissatisfied, and 16.67% are 

highly dissatisfied. Thus, the reported responses 

include both positive and negative satisfaction 

categories. 

 

Table 5. Experience of Learning to Drive Using 

Second-Hand Cars 

S. 

No. 

Experience of 

Learning to 

Drive Using 

Second-Hand 

Cars 

Respondents Percentage 

1 Not at all 70 41.18% 

2 Somewhat 60 35.29% 

3 Yes, 

significantly 

40 23.53% 

 Total 170 100.00% 

 

Among the 170 respondents reported for this item, 

41.18% report no such experience, 35.29% report 

some experience, and 23.53% report significant 

experience. 

 

V. DISCUSSION 
 

The descriptive results suggest that consumers 

consider multiple attributes when evaluating 

second-hand cars. Vehicle condition and 

affordability account for substantial portions of the 

responses to the first survey item, while brand 

reputation also represents a notable consideration. 

This is consistent with the conceptual role of product 

quality cues and perceived risk in second-hand 

purchasing. 

 

Brand reputation receives a mixed response in the 

reported data, with equal proportions of 

respondents identifying it as very important and 

somewhat important. This indicates that brand-

related perceptions should be considered alongside 

other factors rather than treated as the sole 

determinant of purchase decisions. 

 

Repair-related concerns vary across respondents. 

The presence of concern about repairs is relevant to 

the perceived risk associated with used vehicles, 

where uncertainty regarding maintenance 

requirements and future expenditure may influence 

consumer confidence. Inspection, certification and 
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transparent vehicle-history information may 

therefore be useful areas for further empirical 

investigation. 

 

The satisfaction results also show heterogeneity. A 

substantial proportion of respondents report 

positive satisfaction, while a meaningful proportion 

report dissatisfaction. This suggests that consumer 

experience with second-hand cars cannot be 

understood solely through price considerations and 

warrants examination of post-purchase experience, 

vehicle condition, seller reliability and maintenance 

costs. 

 

The reported results should be interpreted as 

descriptive evidence from the stated respondent 

groups. Because the supplied manuscript does not 

report inferential tests, the results should not be 

interpreted as demonstrating statistically significant 

relationships or causal effects. 

 

Findings 

 Vehicle condition, affordability and brand 

reputation are the three factors reported in the 

first survey item, with vehicle condition having 

the largest percentage based on the stated 

frequencies. 

 Brand reputation is reported as either very 

important or somewhat important by 72% of 

respondents in the corresponding 125-response 

item. 

 Respondents display different levels of concern 

regarding repairs associated with second-hand 

cars. 

 The satisfaction item contains both satisfied and 

dissatisfied respondents, indicating variation in 

post-purchase perception. 

 The reported experience of learning to drive 

using second-hand cars varies across the three 

response categories. 

 

Implications 

For dealers and online platforms, the results 

highlight the importance of clear information about 

vehicle condition, pricing, brand, maintenance and 

inspection. Transparent descriptions and verifiable 

documentation may help consumers evaluate 

alternatives more effectively. 

For consumers, systematic comparison of vehicle 

condition, service history, inspection reports, 

ownership records and expected maintenance costs 

can support more informed purchasing decisions. 

These are practical implications rather than causal 

conclusions from the present dataset. 

 

For policymakers and market institutions, the 

findings point to the relevance of information 

transparency and mechanisms that strengthen 

consumer confidence in used-vehicle transactions. 

Further research is required to evaluate the 

effectiveness of specific regulatory or certification 

mechanisms. 

 

Limitations of the Study 

 The supplied manuscript does not clearly report 

the sampling technique, study location, data-

collection period, or sample-selection criteria. 

 Different survey items use different respondent 

totals; the reason for the variation is not 

explained in the original manuscript. 

 The manuscript describes interviews as part of a 

mixed-methods design, but interview 

participants, questions, coding procedures and 

qualitative findings are not reported. 

 Only descriptive frequencies and percentages 

are presented. No inferential statistical tests are 

reported. 

 Several contextual claims in the original 

manuscript are not accompanied by verifiable 

source details and should be checked before 

journal submission. 

 

VI. CONCLUSION 
 

This study examines selected dimensions of 

consumer perception towards second-hand cars in 

the Indian market. The reported survey results 

indicate that vehicle condition, affordability and 

brand reputation are relevant considerations, while 

respondents also show differing levels of concern 

about repairs and satisfaction with second-hand 

cars. The findings support the importance of 

transparency, credible information and consumer 

confidence in the used-car market. At the same time, 

the evidence presented is descriptive and should not 

be generalized beyond the study population without 
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appropriate sampling and inferential analysis. 

Strengthening the methodology section, validating 

the questionnaire, documenting the sampling 

process, and applying appropriate statistical tests 

would improve the manuscript's empirical 

contribution and reproducibility. 
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