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Abstract: In the time of globalization electronic showcasing is
an incredible upset. In the course of the most recent decade
greatest business associations are running with innovative
change. Internet shopping or advertising is the utilization of
innovation (i.e.,, PC) for better showcasing execution. Also,
retailers are formulating techniques to fulfill the need of brands;
they are occupied in contemplating customer conduct in the field
of various brands of engines, to see the purchaser mentalities.
Consequently we have additionally chosen to examine
customer's frames of mind and explicitly concentrating the
components affecting purchasers to shop.
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I. INTRODUCTION

A. Definition Of Some Concept

In modern marketing concept, all marketing activities have
to revolve around the customers or consumers. Effective
marketing requires a clear picture of the consumers
characteristics that can be described as the “Customer
Profile”. Marketing effort should be towards the specific
group of people or segment[1],[3],[5].

Market segmentation is the process of diving a market into
distinct sub-set of consumers with common needs or
characteristics and selecting one or more segments to target
with a district marketing mix”.

According to Cundiff and Still “market segmentation
consists of taking the total heterogeneous market for a
product and dividing it into several sub-markets or segments
each of which tends to be homogenous in tall significant
aspects”.

These segmentation studies to discover the needs and
works of specific groups of consumers. So that specialized
good and services can be developed and promoted to satisfy
each groups needs.

According to Philip Kotler, consumer market can be
segmented on the basis of four variables such as
Demographic, Geographic, psychological and Behavioral.

B. Consumers
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The consumers are the persons who buy things for their
own satisfaction. Consumers buy small quantities of goods
for their needs buying by consumers depends upon their
income. “The term consumer refers to the potential
purchaser’s of product and services offered for sale”. The
person who buys the product is called as the buyer.

C. Basis Of Market Segmentation

! | | |

Demographic Geographic Psychological Behavioral

1. Age 1. Regions 1. Learning 1. Occasion

2. Sex 2. Villages 2. Motivation 2. Benefits

3. Family Size 3. Cities 3. Life style 3. User status
4. Income 4. Density 4. Personality] 4. Usage Rate
5. Occupation 5. Climate 5. Perception 5.Brand Loyalty
6. Education 6. Aftitudes

7. Religion

8. Nationality

Consumers behavior is the study of how individuals make
decision to spend their available resources (Time, Money,
Effort) on consumption related items[2],[4],[6] .

Consumers satisfaction refers to a person’s feelings and
pleasure or disappointment resulting from comparing a
products perceived performance (or outcome) in relation to
his or her expectation.

According to Pyle “Buying comprises all those activities
involved in finding a suitable source of supply, selecting the
desired quantity, quality, grade, style and size and coming to
an agreement with reference to the prices delivery data and
other conditions[7],[9],[11]".

D. Perception

Perception is the process by which individuals select,
organize and interpret stimuli into a meaning full and
coherent picture of the world.

E. Product
According to Philip Kotlar, a product is anything that can be
offered to market for attention acquisition, use or
consumption that might satisfy a want or need. If includes.
Physical objects services, persons, organisation and ideas”

A product is always a bundle of

attributes. These attributes

includes physical factors e.g.

color, design, feature,
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performance and Non-physical factors e.g. Utility, values
quantity.

A product is very often described as “Quick mover” when all
these attributes are present[8],[10],[12].

Features Of Product

1) Tangibility :

If should be perceptible by the touch. An item to be called a
product, should have an tangibility character — touch, seen or
feeling for instance, car, shirt, book etc.

2) Intangible Attributes :

The product may be intangible, in the form of services, for
instance, banking insurance services, repairing etc. it is an
associated feature. For instance, motorcycle is a tangible
product, and when the seller offers free servicing, and then
the product is not only a tangible item but also an intangible
one[13], [15],[17]

3) Associated Attributes:
Such attributes may be brand, package, warranty etc.

4) Exchange Value :

Whether the product is tangible or intangible it should have
exchange value and must be capable of being exchanged
between seller and buyer for mutual agreed price.

A company cannot always be success in selling poor products
in the market over the long run. The survival and growth of
the product depends upon many activities that make the
product more acceptable to the intended customers. The
product concept of three-levels.

1) The Core Product
2) Related Product Features
3) Related Product Services

1) Core Product

The product or service has certain immediately identifiable
characteristics and functions that distinguish it from other
products or services. The most fundamental level is the core
product, which answers the question. “what is the buyer
really buying”?.

2) Related Product Features
These includes the brand name the type of packaging safety
components etc.

3) Related Product Service
These includes such as delivery, installation, maintenance,

repairs, free service, guarantee etc of the product.
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PRODUCT LINE

According to Stanton “A Broad group of products,
instended for essentially similar uses and possessing
reasonably similar physical characteristics, constitute a
product line”

BRAND

Americal Marketing Association defines a brand as “The use
of a name, term, symbol or design or some combination of
these, to identify the product of a certain seller from those of
competitions. “A brand identifies the product for a buyer. A
Seller can earn the goodwill and have the patronage
repeated[14],[16], [18].

ADVANTAGES OF BRAND NAMES

1. Itis device by which a good image and good will are
established.

2. It distinguishes products from rival firms and thus
ensures constant returns.

3. It widens the markets, through demand creation.

4. It reduces the advertising cost and brings repeated
sales if the brand name sets popular.

5. Individuality of a product is establishment.

TO CONSUMERS

1) Brand distinguishes and differentiates the products of
different manufacturers.

2) Consumers are assured to get quality and standard
products.

3) Many people get satisfaction as certain brands, which
are in great popularity.

4) It offers an easy way for purchase by easily
identifying a product.
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TO DISTRIBUTORS

1) Branded goods require less time to get sold

2) Branding aid’s in advertising and display
programmes

3) Branding reduces the price comparison and helps
stabilize price

4) Special selling efforts need not be undertaken.

BUYING MOTIVES

Purchasing intentions allude to thought, ask, solid
sentiments, feeling, drives and so on., they make a purchaser
to respond as a choice. Rationale incite a purchaser to buy a
specific item. The thought processes might be commonly
constrained by conservative, social, mental impact, and so
on.

At the point when a customer purchases an item, his points or
want to have security. Individuals buy items encouraged by
mental and financial powers, which make a longing and this
craving is fulfilled by the articles showed available to be
purchased[19],[21],[23].

The investigation on the purchaser conduct is fundamental to
comprehend what advertising is the achievement or
disappointment in showcasing relies on the individual,
responses, communicated through purchasing behavior.

The capacity of promoting are worried about interest. Its
acknowledgment, expectation, incitement, lastly fulfillment.
In any case, before obtaining a specific item, one much know
about acknowledgment of something about that specific item.
Under such conditions, the merchandise are to be purchased
with the assistance of depiction outfitted by the provider. The
depiction is given as a represented voucher or index or
envelope, one may get brand consciousness of one item from
his companion and relatives, neighbors and vendors
moreover.

Il. RESEARCH METHODOLOGY

A research design is purely and simply the basic frame work
for a study that guides the collection of data and analysis of
the data. A mixture of exploratory and descriptive research
design as adopted for this study to achieve the objectives of
the study[20],[22],[24].

Exploratory research studies are also termed as “FORMULA
RESEARCH?” studies. This type of research designis more
flexible to carry out the research. The design provides the
opportunity for considering different aspect of the problem.
Descriptive study is typically concerned with determining
frequency with which something occurs. Descriptive
research process seeks to determine the answer to why?
What?How?Who?
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Table — 1: Showing No Of Respondent For Each Brands

BRAND NAME NO.OF. RESPONDENTS
Haro Honda Splendor 30
Haro Honda Dawn 30
Hero Honda Passion 50
Haro Honda CD 100 30
TOTAL 100

A. Data Analysis And Interpretation

The researcher prepares a questionnaire and circulated
among 200 respondents who visited M/s. Rao & Khan
Motors, Krishnagiri during the training period of find out
their satisfaction about different brands (Particularly
Splendor, Passion, Dawn and CD-100) the data so collected
are analysed and interpreted in the following pages.

Data Analysis :
The collected data from the 200 respondents are analyzed
with the help of the following statistical tools.

1) Percentage
2) Ranking
AGE

Young blood like’s to have speedy vehicles. While aged
people give importance for safety, petrol consumption, cost
etc., so age is one of the important factors determining
consumer buying behavior with regard to two — wheeler. A
study is carried an how far age of respondents affects the
purchase of different brands.

Table — 2: Showing Affect Of Age On Purchase Of Different
Brands

Brand Hero Honda Total
Age Splendor | Dawn | Passion CD 100
Below — 20 yrs 7 4 [ 4 21
21-30 yrs 27 23 18 24 102
3145 yrs 12 15 12 10 49
Above — 45 yrs 4 ] 4 12 18
Total 20 20 20 20 200

The above table clearly reveals that out of 200 respondents
102 belongs to 21-30 years age
group majority of them prefer
Hero Honda Passion, followed
by Splendor, CD100 and
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Dawn, 49 respondents belong to 31-45 years age group
majority of them prefer Hero Honda Dawn followed by
splendor, passion and CD100. [25],[27],[29] 28 respondents
belong to above 45 years age group — Majority of them prefer
Hero Honda CD-100,

followed by Dawn, Splendor and Passion — 21 respondents
belong to below 20 years age group. Majority of them
Splendor, followed by passion, Dawn and CD 100.

Table — 3 Consumers Ranking Age Wise Consumers
Preferece On The Most Attractive Brand Of Motor Cycles.

Age

Brand Below-20 21-30 31-45 Above 45
Score | Rank | Score | Rank | Score | Rank | Score | Rank
Splendor 7 I 27 I 12 I 4 I
Dawn 4 I 23 W 15 I 8 I
Passion 6 I 28 I 12 I 4 v
CD 100 4 v 24 I 10 v 12
Total 21 102 49 18

The above table clearly depicts the age wise consumer
preference on the attractive Motor — Cycle brands. The
researcher classifies respondents into 4 categories. In the
below 20 Age group splendor Scores | Rank followed by
Passion — 1l, Rank Dawn and CD 100 Ranked Il and IV.

In 21-30 AGE group Passion Scores | Rank followed by
Splendor 1l rank CD 100, 11l Rank and dawn IV Rank.

In 31-45 AGE group Dawn scores | Rank followed by
Splendor and Passion Il Rank and Il Rank and CD 100
scores 1V Rank.

In above 45 age group CD 100 Scores | Rank Followed by
Dawn Il Rank splendor and Passion scored Il Rank & IV
Rank respectively.

Table — 4. Showing Preference Of Different Brands By
Married & Un-Married Respondents / Consumers.

Brand Hero Honda
Marital TOTAL
Splendor Dawn Passzion CD 100
Status
Married 4 30 24 26 104
Un-Married 26 20 26 24 96
Total 30 30 30 50 200

The above table clearly depicts that out 200 respondents, 104
respondents are married. Majority of the prefer Dawn
followed by CD 100, Splendor and passion 96, respondents
are un married. Majority of them prefer splendor and passion
followed by CD 100 and Dawn.

Educational Qualifications

When respondent have more Educational Qualification
they will have more analyzing capacity and there by their
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buying behavior will differ based on their expectation and
satisfaction level. A study is carried on how far education of
the respondent affects purchase of different brands.

Table — 5: Showing Effect On Education On Purchase Of
Different Brand

Brand Hers Honda
TOTAL
Education Splendor Dawn Paszsion CD-100
5.8.L.C. 14 9 17 15 56
H.5.C. 9 10 11 19 59
Degree 27 31 12 15 83
Total 30 50 50 50 200

The above table depicts that out of 200 respondents, 85
respondent have completed degree course. Majority of them
prefer Hero Honda Dawn, followed by Splendor, CD 100 &
Passion 59 respondents have completed HSC. Majority of
them prefer Hero Honda Passion, followed by CD 100, Dawn
and Splendor, 56 respondents have completed S.S.L.C. only
Majority of them prefer Hero Honda Passion, followed by CD
100, Splendor and Dawn.

Table — 8: Showing Education Wise Raking Of Consumer
Preference Different Brands

Fducational 58L.C H.5.C. Degree
Brand Score Rank Score Rank Score Rank
Splendor 14 I 9 v 27 m
Dawn ) w 10 III 31 I
Passion 17 I 21 I 12 v
CD 100 16 I 19 I 15 I
Total 56 3 tH

The above table clearly depicts the education wise consumer
preference on the most attractive motor cycle brands.

The researcher classifies respondents into 3 categories in
S.S.L.C group passion scores | Rank, followed by CD 100 II,
Splendor 11, Rank Dawn Il and Splendor Scores IV Rank.

In Degree group Dawn Scores | Rank, followed by
Splendor Il, Rank CD 100 Il Rank and Passion Scores 1V
Rank

Il. RESULTS

DIt is found that out of 200 respondents about 102
respondents belong to age group of 21- 30 yrs and 49
respondents belongs to age group of 31 — 45 years, 28
respondents belongs to group age of above 45 years and 21
respondents belongs to age group of 21-30 years.

2) 104 respondents were married but only 96 were Un —
married.

3) It is found that 85 repondents
have completed degree and 56 and
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59 respondents were S.S.L.C and H.S.C respectively.

4) 69 respondents do business, 53 respondents do profession,
40 respondents engaged in Agiculture and 38 respondents
are students.

5) It is found that 82 respondents belong to Rs. 10,000 —
15,000 Income group and 73 respondents belong to below Rs.
10000 income group, 45 respondents belong to above Rs.
15,000 income group.

6) Out of 200 respondents about 80 respondents have been
bought their wvehicle through their self interest, 47
respondents have purchased their vehicle on seeing
advertisements.

7) 86 Respondents have been given their opinion that their
vehicles price is normal[26],[28],[30].

8) Majority of the respondents i.e. 62% of respondent have
given their reason for selecting their vehicle is fuel
consumption.

9) Most of Dawn and Passion respondent feel good with the
maintenance cost of the vehicle and only few respondents feel
fair with the maintenance cost.

10) Most of the splendor and Dawn respondents feel good
with the load capacity of the vehicle.

11) It has found that the splendor and Dawn respondents
feel much easy with the handling- up of the vehicle when
compare to CD 100.

12) Most of the respondent of Dawn and Passion feel that
the lighting facility is fair.

13) Most of respoOndents of Splendor and CD 100 feel
excellent with the colour and design. When compare to other
vehicles.

14) It is found that out of 200 respondents about 94
respondents feel good with the overall performance of the
vehicle.

15) It shows that majority of the people that is out of 200
respondents 94 respondents feel that the availability of spares
is good.

IV. DISCUSSIONS

1) Most of the respondents feel that they have problem in
lighting facilities. So, the researcher suggests the
organization to implement effective lighting technique.

2) Most of the respondents feel that the cost of spares of is not
fair, so the Manufactures(of particular splendor, Dawn)
should concentrate in this area.

3) Most of respondents fell that the only draw back in passion
is less road grip and low break. So the manufacturer should
concentrate in this area.

4) Most of the respondents feel that the only drawback in CD
100 is low break engine noise and lighting. So the
manufacture should concentrate is this area.

5) Most of the respondents feel fair about the free service
facilities, the manufacturer can given additional free service
facilities to the consumer of all brands.

V. CONCLUSION

The study reveals that most of the respondents prefer
Splendor in Hero Honda group for its fuel consumption,
colout and design, easy handling and the respondents prefers
passion for its less maintenance cost load capacity.
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From the analysis it is clear that most of the respo9ndents
feel not fair towards the price, lighting, cost of spares of Hero
Honda group. The buyers feel excellent towards other
attribute.

In modern industrial world increasing the productivity is
the major trend to maximize the profit. To increase the
productivity “Buyer” is very important without satisfaction
of the Buyer; the manufacturer can’t market their product. So
the manufacturer should try to satisfy the needs and wants of
the buyer.

The item or an administration, which is productive today,
may not be so tomorrow. Another either replaces it or it
deteriorates into profitless challenge. The basic reason is that
business sectors are exceptionally unique. The days have
changed and science and innovation have offered ascend to
logical advertising. Presently the economy being dynamic,
we are constrained to create what the market needs and the
purchaser likes[31],[33].

So the production must remember and plan and create
something new, so far obscure and not is presence, which
will build up another monetary arrangement out of the old.

So the scientist is certain that the discoveries might be
helpful for both the producers and buyers.
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