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Abstract— The Tata Nano, introduced in 2008 by Tata Motors, 
was envisioned as a “people’s car” and positioned as the world’s 
cheapest automobile. Designed to provide safe and affordable 
mobility to millions of two-wheeler owners in India, it represented 
a landmark in frugal engineering and product innovation. Despite 
its disruptive pricing strategy and engineering breakthroughs, the 
Nano failed to achieve commercial success and was eventually 
phased out by 2018. This paper investigates how the car can be 
manufactured at the cheapest cost and the reasons behind the 
failure of the Tata Nano from the perspective of product design, 
engineering trade-offs, consumer perception, and marketing 
strategy. By analysing technical compromises, safety concerns, 
aspirational mismatches, and branding missteps, this study 
highlights the crucial role of consumer psychology in product 
adoption. The findings underline the importance of balancing 
cost-efficiency with aspirational value, and they provide lessons 
for future affordable product innovations. 
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I. INTRODUCTION 
The journey of Tata Nano started by observing the 

Indian families riding a scooter in a rain, father 
riding a two-wheeler along with his wife sitting 
sideways and two kids sitting between them. The 
noble and innovative idea came into the mind of 
Industrialist Mr. Ratan Tata of providing safe, 
affordable car for such families in mere of Rs. 1 lakh. 
The challenge socially as well as technically was 
tough as such Indian families capable of affording 
two-wheeler are very much cost-sensitive. Trust of 
such families about any products can be built upon 
brand reputation, product reliability, safety, price 
transparency, risk minimization, affordability, 
usability, value for money, after-sales service and 

community acceptance etc. Such families can’t be 
blindly bet on any products. With Tata Motor’s Nano 
car most of the trust building factors were favourable 
and some of the attributes like brand equity, 
aesthetics, value for money and reliability proven 
positive response from the customers in the survey 
[1]. Tata Motors dominated more than 60 percent of 
its commercial vehicle market in India, consumers 
have a trust and confidence on the brand, addition to 
this the Nano cars price, appearance, comfort and 
size surprisingly seems to be satisfying factors even 
in the crowded city like Ahmedabad [2]. Initially it 
seemed to be revolutionary and projected this as the 
“People’s car”. But the consumer more thinks about 
the operating cost rather than the initial investment. 
When the customers want to buy the car, they think 
about the fuel cost, driving skills, parking, insurance, 
maintenance, pollution tests, taxes, crowd etc. Most 
of the Indian families residing in cities don’t have 
enough space to park the car [3]. Bigger cities have 
their unresolved growing problems related to the 
increasing population, migration from the villages, 
congested street, unplanned building, construction 
underway and traffic. The Nano was born from a 
dream—an idea that came more from the heart than 
from surveys, charts, or research reports. It was a 
spark of imagination that Ratan Tata believed could 
change the way India moved. Yet behind the 
excitement, the engineers and managers at Tata 
Motors often argued among themselves, wondering 
whether this bold vision could ever become a 
practical reality. 
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What no one expected was how differently the 
intended buyers would react. While the Nano was 
imagined as the first car for families who travelled 
on two-wheelers, the earliest bookings came mostly 
from people who already owned cars. The very 
group the Nano was created for—middle- and low-
income families—didn’t step forward. It was as if 
Tata Motors had been speaking to an audience that 
had quietly walked away. The deeper desires, fears, 
and aspirations of these families had never been truly 
understood. 

And then, even before the little car could roll 
proudly onto the streets, its journey became a storm. 
From the moment it left the drawing board, it had to 
wrestle with challenge after challenge. Inside the 
design studios, questions were raised. On the factory 
floors, progress was interrupted. Out in the world, 
controversies and doubts grew louder. At every 
stage—from its birth to its battle for acceptance—the 
Nano found itself struggling to survive, fighting for 
the chance to become the people’s car it was meant 
to be. Manufacturing the Tata Nano required one of 
the most radical cost-engineering efforts in the 
history of the automotive industry. Unlike 
conventional car programs, where engineering 
decisions typically follow performance, comfort, or 
brand priorities, the Nano project followed a reverse 
approach: cost targets dictated engineering 
outcomes. Tata Motors introduced new production 
philosophies, simplified assembly processes, 
collaborated deeply with suppliers, and reconfigured 
supply-chain logistics to achieve the unprecedented 
target price of ₹1 lakh. 

 

II. INNOVATIVE WAY OF PRODUCT DESIGN 

   The engineering team re-evaluated several long-
established automotive norms and redesigned them 
to achieve ₹1-lakh target. 
A. Design of small wheels and mounting 

   The Tata Nano’s wheel and body design illustrate 
how frugal engineering can deliver meaningful cost 
reductions without compromising essential 
performance. One of the core strategies was the use 
of smaller and lighter wheels, which reduced both 
rotational mass and unsprung weight. Lower 

unsprung weight improves ride comfort, acceleration 
response, fuel efficiency, and reduces material cost. 
Tata introduced an innovative concept called “style-
in-steel”—wheels that visually resembled alloys but 
were produced using pressed steel. This approach 
delivered the premium appearance of alloy wheels at 
approximately 70–75% lower cost compared to true 
alloy wheels, while still costing roughly the same as 
regular steel wheels. To further reduce cost and 
simplify manufacturing, the wheels were fitted using 
three lugs instead of the conventional four. 
Eliminating one stud and nut for each wheel resulted 
in material savings of nearly 20–25% in the fastening 
hardware for this subsystem. More importantly, it 
challenged deeply ingrained industry habits, proving 
that legacy design decisions can be re-evaluated 
when cost targets demand innovation. The decision 
to use smaller-diameter tyres also contributed to 
savings. Smaller tyres require less rubber, lowering 
the tyre cost by approximately 10–12% per unit. In 
addition, the tyre configuration was carefully 
engineered: the front tyres were made narrower, 
while the rear tyres were slightly wider to support the 
rear-mounted engine’s weight distribution. This set-
up created a purposeful understeer characteristic, 
which is an important passive safety feature. 
Understeer helps maintain directional stability by 
ensuring that, during aggressive cornering, the 
vehicle tends to go wide rather than spin—reducing 
the risk associated with the vehicle’s natural 
rearward weight bias. Without this engineered 
handling balance, the rear-engine layout could cause 
the back of the car to swing outward like a pendulum 
during high-speed turns. The deliberate understeer 
mitigates this, resulting in more neutral and 
predictable handling. The lower tyre size also 
reduced rotational inertia, which made steering effort 
lighter, helping the design team confidently 
eliminate power steering—a decision that saved 
roughly ₹3,000–₹5,000 per vehicle (about 3–4% of 
component cost) while also reducing mechanical 
complexity and future maintenance needs. 

    Another powerful example of cost-efficient 
engineering was the non-opening rear hatch. By 
fixing the rear hatch permanently, Tata removed the 
need for multiple expensive elements such as hinges, 
gas struts, beading, latches, and associated 
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reinforcements. This single decision contributed to 
approximately ₹800–₹1,200 savings per vehicle (1–
1.5% of total cost). Additionally, making the rear 
panel a fixed part of the body structure added 
stiffness to the monocoque, enhancing durability 
without increasing cost. In essence, the Nano’s 
design is a study in system-wide optimization, where 
each component was analyzed for necessity, cost, 
manufacturability, and contribution to vehicle 
behaviour. Collectively, the innovations in wheels, 
tyres, steering elimination, and hatch simplification 
resulted in an estimated 8–10% total cost reduction, 
significantly contributing to achieving the 
unprecedented ₹1-lakh price point. 

B. Modifications and changes in the Engine Components and 
its location 

 
   The Tata Nano’s powertrain architecture 
represents one of the most innovative engineering 
efforts in modern automotive design. The vehicle is 
initially powered by a 544 cc later it increased to 624 
cc, parallel-twin, four-stroke engine, which served as 
the basis for ten patents filed by Tata Motors during 
the project. Its compact configuration and simplified 
mechanical layout were central to meeting the 
vehicle’s aggressive cost targets. A major 
contributor to this achievement was the collaboration 
with Bosch, which developed a customized engine 
management system (EMS) specifically for the 
Nano. This system optimized fuel delivery, ignition 
timing, and emissions within a minimal hardware 
footprint. Compared to conventional EMS units used 
in small cars, the Nano’s system resulted in an 
estimated 25–30% reduction in electronics cost, 
largely due to simplified sensors and reduced wiring 
harness complexity. 
   The engine uses a single counterbalance, which is 
notable for being one of the first applications of its 
kind in an automotive twin-cylinder layout. By 
controlling secondary vibrations through a single 
balancer instead of dual-balance shafts, Tata 
achieved a 15–20% cost reduction in NVH (Noise–
Vibration–Harshness) control hardware. From a 
packaging standpoint, the engine is mounted 
transversely under the rear seats, ahead of the rear 
axle. This layout eliminates the need for a long 
driveshaft and multiple support bearings, offering an 

approximate 10–12% reduction in driveline costs 
and freeing additional space inside the passenger 
cabin. The design philosophy is reminiscent of early 
compact cars like the original Fiat 500, which also 
adopted a space-saving rear-engine configuration. 
One of the key engineering partners for the Nano’s 
powertrain was GKN Driveline, a global leader in 
shafts and joints. Over a year of R&D and more than 
32 prototype variants were evaluated to develop a 
cost-optimized, lightweight driveshaft suitable for 
the Nano’s low-torque, rear-engine, rear-wheel-
drive layout. The final shaft used a smaller-diameter 
tube and simplified CV joints, reducing material 
usage and machining complexity. This contributed to 
an estimated 18–22% reduction in driveshaft 
manufacturing cost. 
   The rear-engine design required a unique access 
strategy. Unlike most hatchbacks, the Nano’s rear 
hatch is fixed and does not open. Instead, the engine 
is accessed by folding the rear seats forward. This 
decision eliminated several expensive 
components—hinges, gas struts, locking 
mechanisms, and sealing beading—leading to an 
estimated 1.5–2% overall vehicle cost reduction. 
More importantly, integrating the rear panel as a 
fixed structural element improved body stiffness 
without adding material. 
Interestingly, while companies like Rover (for the 
Mini) and Volkswagen (for the Up) explored rear-
engine layouts, both eventually retained the 
conventional front-engine layout due to higher 
production complexity and cost implications. Tata 
Motors, in contrast, embraced the rear-engine 
configuration as a strategic cost-saving measure 
rather than a performance feature. 
Collectively, the Nano’s powertrain innovations 
reflect a methodical balance of engineering 
efficiency, material reduction, and design 
simplification. The cumulative cost savings from the 
engine layout, driveline redesign, EMS optimization, 
and access architecture likely contributed 8–10% of 
the total vehicle cost advantage, helping the Nano 
achieve its unprecedented low-price objective. The 
Nano's engine was designed under a “Design-to-Cost 
(DTC)” framework. Tata imposed strict cost ceilings 
for every subsystem and re-engineered components 
to meet those targets. The design philosophy 
prioritized minimal number of moving parts, 
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compact packaging, reduced machining operations, 
lower thermal loads, lower internal friction. These 
principles resulted in a lightweight powertrain with 
fewer components, directly contributing to cost 
savings and easier assembly. 

Component / Decision Approx. Cost 
Reduction 

Simplified EMS (Bosch) 25–30% 
Single Counterbalancer 15–20% 
Rear-engine layout (no 
driveshaft) 10–12% 

GKN reduced-diameter 
driveshaft 18–22% 

Fixed rear hatch (no 
hinges/lock) 1.5–2% 

2-cylinder engine vs 3-
cylinder 20–25% 

Table no. 1: Cost reduction achieved through Engine and Drivetrain 
design 
 
C. Engine Access Design  
 
   A unique aspect of the Nano’s rear-engine 
architecture is the fixed rear hatch. Unlike most 
hatchbacks: the rear door does not open; the engine 
is accessed by folding the rear seats forward. It 
eliminates the use of expensive components like 
hinges, struts, latches, seals, reinforcement plates etc 
and enhances rear body stiffness by reducing 
assembly complexity. This design decision alone 
saved approximately 1.5–2% of vehicle cost. 
 
D. Chassis structure 
 
   The Nano uses a semi-monocoque chassis, which 
blends pressed steel body panels, structural members 
integrated into the floor and bolted subframes in the 
front and rear This hybrid structure leads to reduced 
material usage, lower the welding complexity, 
improved manufacturability and provide adequate 
crash performance for its segment. This technique 
reduced number of weld points and saved 
approximately 10–12% shop-floor costs. Due to the 
modular rear powertrain, it paves the way for faster 
assembly. 
 
E. Suspension System 
 

The Nano uses a simplified suspension architecture 
designed for low-speed stability and comfort on 
rough Indian roads. MacPherson strut, Lower 
wishbone, Coil springs are the frontal suspension 
parts. Anti-roll geometry integrated into lower arm 
design. At the rear suspension there are semi trailing 
arm, coil springs and dampers positioned for 
compact packaging near the engine. MacPherson 
struts offer an optimal balance of low cost, space 
efficiency and straightforward kinematics. Whereas 
semi-trailing arms are ideal for a rear-engine vehicle 
because, they maintain wheel alignment under load 
with fewer components and simplify placement 
around the rear-mounted drivetrain 
 
F. Steering System 
 
   Due to low kerb weight (Nearly 600 Kg), narrow 
front tyres, high mechanical advantage steering rack 
and low speed urban driving priorities Nano 
intentionally designed without power steering in 
early variants. It eliminates the use of pump, hoses, 
motor (in EPS), reservoir and additional electronics 
components leading to savings approximately 3-4 % 
of overall vehicle cost. 
 
G. Doors, Windows and Sealing Systems 
 
   Thinner outer skins, reduced inner reinforcement, 
minimalistic sealing beading and hand-operated 
window mechanisms in base variants simplified door 
assemblies. Due to manual windows which avoid 
regulators results approximately 20–30% savings 
per door and lower material usage approximately 
reduced 5–7% in door assembly cost. 
 
H. Aerodynamic Characteristics 
 
   Although aerodynamics is generally less critical 
for low-speed city cars, the Nano incorporates 
several functional aerodynamic features: High 
Roofline slightly increases frontal area but has 
minimal impact on urban fuel economy. Flat 
Undersurface: The simple flat floor and rear-engine 
layout reduce the need for underbody components 
such as heat shields, complex ducts, multiple 
aerodynamic covers. The rear-engine placement 
eliminates long exhaust routing, reducing drag 
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contributors. Short Overhangs reduce the car’s 
moment of inertia and also minimize vortex 
formation behind the car, marginally improving 
high-speed stability. Engineering estimation places it 
in the range of 0.38–0.42, typical for upright 
compact cars. 
 
I. Tata Nano’s Manufacturing Ecosystem 
 
   The Tata Nano’s manufacturing ecosystem is one 
of the most innovative ventures in automotive cost 
engineering. Tata Motors did not merely redesign 
components; it redesigned the entire industrial 
process—tooling, assembly line architecture, 
supplier collaboration, and workflow. 
Through radical simplification, close vendor 
partnerships, and strict design-to-cost discipline, 
Tata created a manufacturing model capable of 
producing a viable automobile at a price point 
previously believed impossible. The Sanand 
Manufacturing Facility: The primary production 
plant for the Nano was located at Sanand, Gujarat, 
after the relocation from Singur. The Sanand plant 
was designed specifically to support high-volume 
manufacturing, low-cost assembly, modular vehicle 
builds processes and close integration with supplier 
parks. Modular Assembly Lines: Unlike traditional 
assembly lines that integrate hundreds of 
subassemblies on the main line, the Nano adopted 
semi-modular assembly, where major vehicle 
modules were pre-assembled by vendors. Modules 
included, front suspension module, rear powertrain 
module, dashboard module, seat module and door 
assemblies. Semi-Modular assembly offered several 
benefits like reduced line length, fewer skilled 
workers required and faster takt time which 
improved quality consistency leads to approximately 
12–15% reduction in assembly labor cost.  
   Vendor Park Co-location Strategy: To minimize 
transportation and inventory costs, Tata 
implemented a Vendor Park System, where key 
suppliers set up facilities adjacent to the main 
factory. Advantages of incorporating such system 
are near-zero logistics cost, just-in-time (JIT) supply, 
low inventory holding, flexibility for demand 
variations, faster issue resolution. This system 
contributed approximately 8–10% reduction in 
overall supply-chain cost. 

   Simplified Paint Shop: The paint shop is normally 
the most expensive part of a car factory. Tata reduced 
paint-shop cost by using fewer layers of coating, 
optimizing curing times, minimizing colour variants, 
using lower-temperature paint formulations. This 
methodology helps to achieved approx. 15–20% 
reduction in paint-shop operational cost. Low-
Complexity Electrical Systems: Tata removed 
unnecessary sensors, long wiring harnesses and 
expensive ECU features. In the base variant, there 
were no tachometer, no in-cabin electronics except 
essentials and minimal dashboard wiring. This leads 
to approx. 10–12% lowered electrical system cost. 
Frugal Tooling Strategy: Instead of using large, 
high-investment dies designer used smaller, multi-
purpose dies, simpler stamping tools, modular dies 
for shared parts and low-tolerance forming 
techniques suitable for flat/shallow panels. Quality 
Control and Standardization: Tata Motors developed 
simplified quality gates, error-proofing (poka-yoke) 
techniques, sample-based statistical process control 
by focusing on process accuracy rather than feature 
complexity, quality could be maintained even with 
fewer components. The Nano program involved 
suppliers as co-developers, not just component 
vendors, they had the cost-sharing and risk-sharing 
agreements and joint development of low-cost 
technologies.  
 

III.  CAUSES OF SETBACK 
 
   According to Maslow’s Need Hierarchy Theory 
(A.H. Maslow, 1943), human behaviour is shaped by 
the specific level of need an individual is trying to 
satisfy at a given moment. Kotler (2006) later 
extended this idea to marketing by suggesting that 
the nature of the need a product fulfils determines 
how consumers evaluate it and what factors 
influence their purchase decisions. Tata positioned 
the Nano as an upgrade for two-wheeler users, 
expecting that families would value improved safety, 
protection from weather, and a more secure travel 
environment. The assumption was that a low price 
combined with enhanced physical safety would 
strongly appeal to this segment. However, 
purchasing a car is rarely driven only by basic or 
safety needs—the first two levels of Maslow’s 
hierarchy. For most consumers, especially in India, 
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owning a car also fulfils social needs, such as status, 
recognition, and a sense of upward mobility. While 
weather protection and safety are functional 
motivations, the deeper psychological motivation 
lies in being perceived as a “car owner,” which 
carries social prestige. 
   Kotler’s (2006) concept of the five product levels 
further explains this mismatch. He argues that 
marketers must design products at multiple levels to 
create customer value: 

1. Core benefit – the essential service or value 
the customer seeks. 

2. Basic product – the fundamental features 
needed for the product to function. 

3. Expected product – attributes buyers 
normally anticipate when purchasing such a 
product. 

4. Augmented product – additional features that 
exceed customer expectations. 

5. Potential product – future enhancements or 
transformative possibilities. 

In the case of the Tata Nano, the company focused 
heavily on delivering the core benefit—safe and 
affordable mobility. However, the product did not 
fully align with the expected, augmented, or 
potential levels that customers associate with car 
ownership. Features related to social value, comfort, 
refinement, and aspirational identity were either 
missing or not strong enough to influence buying 
intentions. As a result, although the Nano delivered 
its fundamental promise, it failed to match the 
broader expectations of customers and did not evolve 
into an augmented or higher-value product in the 
marketplace. 
 
A. Political tussle and movement from Singur to Sanand and 

delay in the delivery 
 
The 2006 election victory in West Bengal 
strengthened the Left government’s agenda of 
promoting industrial growth, and the Tata Nano 
project was welcomed as a symbol of this vision. 
However, the decision to establish the plant at Singur 
triggered intense political conflict when several 
farmers, supported by the opposition, refused to give 
up their land. The state’s controversial land 
acquisition worsened the crisis, placing Tata Motors 
at the centre of an escalating dispute. Despite 

investing nearly ₹1,800 crores, the company was 
eventually forced to abandon Singur and relocate the 
project to Sanand, Gujarat. This disruption caused 
major delays, financial losses, and a loss of 
momentum that weakened the initial market 
enthusiasm for the Nano. Many analysts agree that 
the Singur episode had a significant negative impact 
on the car’s future performance in the market. 
   The prolonged land dispute at Singur delayed the 
Nano project by nearly sixteen months, disrupting 
production schedules for the first one lakh units. Tata 
Motors also stopped accepting new bookings beyond 
this initial batch, asking customers to wait 
indefinitely without providing a definite delivery 
timeline. As highlighted by David H. Maister’s 
“Psychology of Waiting Lines,” uncertain and 
unexplained waits feel significantly longer, which 
increased frustration among eager early buyers. 
Limited production capacity forced Tata to 
manufacture cars in small batches and distribute 
them based on priority, further extending customer 
waiting periods. In addition, many potential buyers 
in smaller towns could not access official bookings 
due to supply limitations. During this period, 
negative media reports about fire incidents further 
weakened consumer confidence. Ultimately, about 
30 percent of customers cancelled their bookings, 
and several others chose not to pursue the purchase 
at all. 
 
B. Catching fire on the road raises Safety concerns 
 
   Tata Nano faced its earliest setback when 
widespread booking cancellations followed media 
reports of a few cars catching fire, despite the 
company assuring that such incidents were rare. 
Nearly 30,000 of the first one lakh bookings were 
withdrawn, revealing a deeper issue: most early 
buyers were existing car owners rather than the two-
wheeler users the Nano was originally designed for. 
Although sales improved for a short period and 
peaked around mid-2010, the momentum collapsed 
soon after, leading to a sharp decline. November 
2010 marked the lowest point, when recorded sales 
dropped to just over 500 units, even though Tata later 
explained this as a stock adjustment rather than 
actual retail sales. The continuing decline signalled a 
serious market challenge, and by July 2011, Nano’s 
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sales were far below those of competitors, with 
Maruti Alto significantly outperforming it. This 
period highlighted major marketing and perception 
failures that affected the Nano’s long-term prospects. 
 
C. No advertisement policy at the initial. 
 
   Tata Motors defended their decision to avoid early 
advertising for the Nano by arguing that promoting 
the car made little sense when existing bookings 
were still pending. Senior executives also indicated 
that additional promotional spending was viewed as 
unnecessary for a product already operating on very 
thin margins. As a result, the company delayed major 
advertising efforts, releasing their first full television 
commercial only in December 2010—shortly after 
the sharp decline in monthly sales. Tata Motors also 
chose not to use celebrity endorsements, consistent 
with their positioning of the Nano as a “People’s 
Car.” In contrast, rival brands adopted far more 
aggressive marketing strategies. 
 
D. Failure to hooked real customers 
 
Prakash Telang, Managing Director of Tata Motors 
(India Operations), acknowledged that nearly 80 
percent of the first 50,000–60,000 Nano buyers were 
already car owners, indicating that the company 
failed to connect with the intended two-wheeler 
segment. This suggests that the issue was not with 
the validity of the target market itself, but with Tata 
Motors’ inability to reach that group effectively. 
Limited advertising, poor communication regarding 
safety concerns, and persistent negative perceptions 
all contributed to this disconnect. Consumer 
response to marketing cues is shaped by complex 
psychological factors, not merely by demographic 
characteristics. In the case of Nano, these deeper 
behavioural dynamics played a significant role in 
shaping buyer reactions.  
 
E. Rising fuel prices and Economic downturn 
 
   Just as Tata Motors was preparing to launch the 
long-awaited Nano, the global economic downturn 
struck, affecting consumer confidence even in 
India’s relatively resilient market. The traditionally 
cautious middle class became more reluctant to make 
major financial commitments, choosing instead to 

delay large purchases. During this period, raw 
material prices increased by nearly 30–40 percent, 
forcing Tata Motors to stretch its pricing limits for 
the Nano. The timing of the economic slowdown 
proved particularly unfortunate for the company. 
According to the India Economy Review, weak 
domestic demand, rising interest rates, higher fuel 
prices, and growing inflation significantly slowed 
passenger vehicle sales by mid-2011. With nearly 70 
percent of car purchases dependent on financing, 
costlier loans further discouraged buyers. Overall, 
the message was clear: the market was entering a 
challenging period that worked against the Nano’s 
launch momentum. 

IV. SOME OF THE NEWS ARTICLES SUMMARY 

Article Date Summary 
“Tatas to earn Rs 30 
cr by just selling 
forms for Nano” — 
Lijee Philip, The 
Economic Times 

Apr 
7 
2009 

Reports on the 
massive advance 
booking deposits 
collected by Tata 
Motors for the 
Nano. 

“Long wait for 
Nano leads to 
cancellations” — 
Namrata Acharya 
& Devjyot 
Ghoshal, Business 
Standard 

Dec 
3 
2009 

Documents early 
cancellation figures 
attributed to 
production delays 
and waiting periods. 

“Brand-new Nano 
catches fire” — 
TNN, The Times of 
India 

Mar 
26 
2010 

Covers a fire 
incident involving a 
newly delivered 
Nano and the 
ensuing negative 
publicity. 

“A fire scare for 
Tata Motor’s low-
cost Nano” — 
Bloomberg 

Oct 
23 
2009 

Highlights fire 
incidents in various 
cities and the risks 
posed to Tata’s 
image. 

“Tata Nano misses 
an Indian ‘date’” — 
Agencies, The 
Indian Express 

Jan 
5 
2011 

Discusses how the 
Nano project missed 
its delivery target of 
one lakh units and 
the effect of 
cancellations. 
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Table No.-2: Summary of some of the articles from the newspapers 
 
 
 

V. ATTEMPTS OF REVIVAL  
 

   Tata Motors has recently shifted its focus from 
families to young consumers by attempting to build 
a more youthful and aspirational image for the Nano. 
The company collaborated with designer Masaba 
Gupta during the launch of the Nano Twist and 
began presenting the car as a fashionable lifestyle 
accessory rather than merely an affordable vehicle. 
Based on market research, new variants were 
introduced with features such as alloy wheels, 
refreshed interiors, sporty spoilers, and customised 
graphic designs. Tata also increased its presence in 
colleges and youth events to strengthen engagement 
with younger audiences. 
   In parallel, the brand’s positioning underwent a 
major transformation. The Nano, once promoted as 
the “people’s car” and the world’s cheapest 
automobile, is now presented as a compact, stylish 
city car for young achievers. Although the earlier 
perception of “cheapness” has not disappeared 
completely, the customer profile and feature set have 
improved significantly. Tata Motors now segments 
potential buyers into first-time car owners, 
consumers looking for an additional or replacement 
vehicle, and customers seeking higher features at a 
low price. Plans to introduce an automated 
transmission variant further support the new “smart 
city car” positioning. 
   The company has also redesigned its marketing 
communication strategy. Instead of highlighting the 
Nano as a basic family upgrade from two-wheelers, 
Tata now associates the brand with young achievers 
such as DJ Akshay Sarin, dancer Lauren Gottlieb, 
and golfer Neha Tripathi. The new communication 
emphasizes modern attributes like compact design, 
technology, fuel efficiency, and stylish aesthetics—
similar to how premium car brands appeal to 
aspirational buyers. Dealership and distribution 
strategies have also been refreshed. Tata introduced 
a new dealer identity featuring modern displays, 
video walls, and specially trained staff to enhance the 
customer experience. The brand continues to operate 
95 standalone Nano dealerships while adopting 

innovative distribution methods such as F-Class 
showrooms, partnerships with Big Bazaar, 
expansion into tier-2 cities, dedicated Nano finance 
options, and extended warranty schemes. 
   Despite these extensive efforts, the recent sales 
performance indicates that the impact has been 
limited, and the Nano continues to face challenges in 
establishing itself strongly within the market. 
 

VI. CONCLUSION 
 
   The Tata Nano remains a remarkable example of 
frugal engineering and cost-driven innovation in the 
global automobile industry. Tata Motors proved that 
an ultra-low-cost car could be designed through 
simplified components, optimized manufacturing, 
and a highly efficient supply chain. However, the 
project’s commercial outcome was shaped more by 
external challenges and consumer perception than by 
engineering alone. Political delays, safety concerns, 
weak early communication, and the negative impact 
of the “cheapest car” positioning prevented the Nano 
from reaching its intended market. Although Tata 
later attempted to reposition the brand toward 
younger and more aspirational buyers, early 
impressions were difficult to reverse. The Nano 
ultimately demonstrates that technological 
innovation must be matched with strong marketing, 
clear consumer insight, and favourable market 
timing to achieve long-term success. 
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