International Journal of Research

e-ISSN: 2348-6848
p-ISSN: 2348-795X

ﬁg Available at https://journals.pen2print.org/index.php/ijr/

Volume 06 Issue 10
September 2019

A Study on Consumer buying Behavior Hero motors

K. Prasad’, K.Ratna Madhuri?,Dr.K.Veeraiah(Ph.d.,)®
'P.G. Scholar, *Guide, Assistant professor, *Head of the Department
123 Department: Department of Management Studies
123 Branch: MBA(MARKETING)

123 Marri Laxman Reddy institute of technology and management
E mail id: *kprasadnaysk5@gmail.com, *hodmba@gmail.com

ABSTRACT

Consumer Buying Behavior alludes to
the purchasing conduct of a definitive
buyer. Numerous elements, specificities and
qualities impact the person in what he is and
the shopper in his basic leadership process,
shopping propensities, obtaining conduct,
the brands he purchases or the retailers he
goes. A buy choice is the aftereffect of all of
these components. An individual and a
purchaser is driven by his way of life, his
subculture, his social class, his participation
gatherings, his family, his character, his
mental elements, and so on what's more, is
impacted by social patterns just as his social
and cultural condition. By distinguishing
and understanding the components that
impact their clients, brands have the chance
to build up a technique, a showcasing
message (Unique Value Proposition) and
promoting efforts progressively effective
and more in accordance with the
requirements and perspectives of their
objective purchasers, a genuine resource for
better address the issues of its clients and
increment deals. Acquaintance Consumer
purchasing conduct alludes with the
determination, buy and utilization of
merchandise and enterprises for the
fulfillment of their needs. There are various
procedures engaged with the purchaser
conduct. Numerous components,
specificities and qualities impact the person
in what he is and the buyer in his basic
leadership process, shopping propensities,
acquiring conduct, the brands he purchases
or the retailers he goes. A buy choice is the

aftereffect of all of these elements. At first
the buyer attempts to discover what wares
he might want to expend, at that point he
chooses just those items that guarantee more
noteworthy utility. In the wake of choosing
the wares, the customer profits which he can
spend. In conclusion, the buyer breaks down
the predominant costs of wares and takes
the choice about the wares he ought to
devour. In the interim, there are different
components affecting the acquisition of

customer, for example, social, social,
monetary, individual and mental.
Keywords:- Consumer, Buying,

Purchase, Market, Price,

INTRODUCTION
CONSUMER BUYING BEHAVIOR
Definition:

Consumer behavior refers to the mental and
emotional method and therefore the evident
behavior of shoppers once looking out,
shopping for and intense a product or
service.

Consumer behavior involves examining
however individuals purchase, what they
purchase, after they purchase, and why they
purchase. It combines the weather of
science, sociology, sociopsychology, social
science and social science. it's additionally
making an attempt to assess the influence of
teams like family, friends, reference teams
and society generally on thepatron.

Buying behavior has 2 aspects: the ultimate
shopping for activity that's visible to every
observer, and therefore the careful or short
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decision making deciding higher cognitive
method} process which will involve a series
of advanced variables that aren't visible
toanyone.

What influences shoppers once shopping for
product or services? The shopping for
method for shoppers could be a advanced
matter, as several internal and external
factors influence the consumer's shopping
for selections. When you purchase a
product, there are many processes that
buyers bear. These are mentioned below.

Buying call

Through the analysis method mentioned on
top of, shoppers make their final purchase
call and reach the ultimate method of
rummaging the shopping for action, e.g. the
method of planning to the shop to shop for
the merchandise, which might be even as
appreciated for a few shoppers because the
actual purchase of the merchandise. the
merchandise may be purchased either
through the shop, the web or over the
phone.

Post Purchase Behavior

Have you ever had any doubt concerning
the merchandise once you obtain it? this can
be merely post-purchase behavior and
analysis has shown that it's a typical feature
among patrons of merchandise. Producers
of merchandise clearly wish the youngest
shoppers to be pleased with their purchases.
Therefore, it's equally vital for makers to
market their youngest patrons in order that
shoppers feel comfy having a product from
a powerful and respected organization. This
limits the behavior once the acquisition.
They feel confident to have the most recent
publicized product.

Factors that influence the behavior of
patrons.

Consumer behavior is influenced by several
uncontrollable factors. deem what affects
you before you purchase a product or
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service. Your friends, your education, your
culture, the media, a job model or influences
of bound groups?

Culture could be a issue that influences
behavior. Culture is just outlined as our
attitudes and beliefs. however do these
attitudes associated beliefs evolve? As an
adult, a baby is influenced by their oldsters,
brothers, sisters, and alternative members of
the family WHO might teach them what's
wrong or right. They study their faith and
culture, that helps them develop these
opinions, attitudes and beliefs (AlO).

These factors influence their shopping for
behavior, however alternative factors, like
teams of friends or folks they appear up to,
will influence the shopping for call for a
specific product or service. Reference teams
are specific teams of folks of individuals
that some people hunt to which will have an
effect on client behavior. therefore you'll be
able to simply be a band just like the Spice
ladies or your direct members of the family.
Opinion leaders are the folks you hunt to as
a result of they respect their views and
judgments, and people views will influence
client selections. therefore perhaps it is a
friend WHO works with IT mercantilism to
influence your buying call for a laptop. The
economic surroundings additionally affects
client behavior. Do shoppers have a secure
job and a daily financial gain that they'll pay
on goods? promoting and advertising clearly
influence shoppers by making an attempt to
steer them to shop for a specific product or
service.

Maslow’s Hierarchy of Needs

Abraham Maslow hierarchy of needs theory
sets out to explain what motivated
individuals in life to achieve. He set out his
answer in a form of a hierarchy. He suggests
individuals aim to meet basic psychological
needs of hunger and thirst.

RESEARCH METHODOLOGY
SOURCES OF DATA:
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PRIMARY METHOD:

Primary knowledge area unit those who area
unit contemporary and picked up for the
primary time which have a creative
character. during this study, primary
knowledge were collected per the interview
arrange methodology.

SECONDARY METHOD:

Secondary knowledge area unit those who
area unit collected from existing knowledge.
Secondary knowledge for this study can
embody  applicable  material  from
newspapers, magazines, brochures,
company reports, commonplace textbooks
and data from the net, ifneeded.

DATA ASSORTMENT INSTRUMENTS:
The instrument used for this study is AN
interview arrange. questions on the
objectives of the study from the most a part
of the interview arrange. It consists
primarily of multiple-choice  queries,
therefore respondents will highlight one or
additional of the various answer choices.
Secondary knowledge was collected from
several printed sources, like newspapers,
journals, magazines, company reports,
commonplace textbooks, and data from the
net where necessary.

FIELD WORK:

The project concerned munition of
regarding one month and fifteen days within
which the survey was conducted around

The survey was conducted in varied areas of
Hyderabad and Secunderabad like Koti,
Bowenpally, Ameerpet, L.B. Nagar and
Hyath Nagar performed.

METHODOLOGICAL ASSUMPTIONS:

a) The first knowledge was collected per
AN interviewarrange.

b) The sample for the study was chosen
atcan

c¢) All collected primary knowledge is true
and reflects the particular actions ofthe
Respondents.
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d) The collected knowledge was coded,
tabulated and logically analyzed
Statement exploitation straightforward
applied mathematics ways, pie charts,etc.

DESCRIPTION OF ANALYSIS DESIGN:
a research style could be a logical and
systematic arrange that's created to steer a
research study and sets out the methodology
and technique to be accustomed deliver the
goods the goals. It’s the blueprint for
aggregation, activity and  analyzing
knowledge. The most objective of the study
is to guage the complete image of Hero
Honda. The study is descriptive. Surveys
area unit best suited to descriptive
investigations. Making a research arrange
for a study can facilitate to line the direction
for the study and to understand precisely
what and the way and once to try and do it
at every stage. a analysis search an enquiry
Questa pursuit probe an exploration
groundwork hanta analysis look} arrange
describes the bounds of research activities
and permits research to direct its energies
into the proper work. With clear analysis
goals, analysis will consistently work
towards its performance.

SAMPLING PROCEDURES:

The sample may be a systematic approach
to choosing some components from an
entire assortment of units (population) to
draw conclusions concerning the full
population. it'satiny low specimen or a part
of the full population that best represents the

final characteristics. The study was
performed  victimization  convenience
sampling.

SAMPLE SIZE:

The study was conducted on a sample of a
hundred respondents.
RESEARCH INSTRUMENTS:
An interview schedule was wont to conduct
the study.

INDUSTRIAL PROFILE

& COMPANY PROFILE
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The Indian automotive exchange became
the fourth largest within the world in 2017,
with sales up nine.5 % to four million units
(excluding bicycles). In 2017, it had been
the seventh largest manufacturer of
economical vehicles.

The section of two-wheelers dominates
the Volume showcase because of a
developing social class and a vernal
population. The growing enthusiasm of
organizations for exploring rustic markets
has additionally contributed to the extra
advancement of theglobe.

Overall, the tariffs for vehicles from
Asian countries between the thirteenth and
therefore the eighteenth year accrued by
concerning six to eighty eight %. The Asian
country can have to be compelled to trot out
one amongst the world markets for
straightforward and quadricycles by 2020,
with various activities by the Indian
government and major automakers on the
Indian market.

MARKET SIZE

The average automotive discount within
the automotive accrued over the 13-year
term by seven.01 percent. within the fiscal
year eighteen, 24.97 million vehicles were
sold- out.

The motorcar business can see real changes,
like  electrical  vehicles, traditional
flexibility, Asian country Stage VI retailers
and safety standards. it's typical for
electrical cars in Bharat to urge new
inexperienced labels and to prevent for a
short while. it's calculable that the scope of
e-bikes 2017-18 has exceeded fifty five,000
vehicles. the simplest cruiser contributions
in Bharat surpassed 1,000,000 units in
FY18.

INVESTMENTS

To remember of the evolving premium,
some automakers have recently begun to
have interaction smartly in numerous areas
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of the organization. As shown by the
Department of business Policy and
Development (DIPP), the zone received $
eighteen.413 billion in direct investment
(FDI) between Gregorian calendar month
2000 and December 2017.

Some elements of the continued / musical
organization hypothesis and enhancements
within the car workplace in Asian country
are as follows:

» Ashok Leyland had to produce Rs 1,000
large integer (US $ a hundred and fifty
five.20 million) for specialised twenty to
twenty five new models in varied
business vehicle categories for funding
intwenty18-19109.

» Mahindra and Mahindra (M and M) are
organizing a further Rs. five hundred
billion (US $ seventy seven.23 million)
to expand the electrical vehicle
restrictions at their Chakanplant.

GOVERNMENT ACTIVITIES

Part of the continuing activities of the

Indian government are:

« The govt. expects to determine a
number one body of trustees to produce
Associate in Nursing institutional
framework for the large association of
electrical vehicles in Republic of India,
so as to cut back the degree of
uncleanness, particularly in standard
mass developments, to real
urbannetworks.

ROAD AHEAD

»  The automotive business is sustained by
variety of segments, like the supply of
extremely  proficient  professionals
WHO expect nearly no effort, sturdy R
& D wants and financially sound
steelmaking. The business additionally
offers fantastic open entrances for
theory and fast and cumbersome work
for proficient and unskilled authorities.

Gross Turnover of the Automobile
Manufacturers in India (In USD Million)
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Automobile Production Trends

2011-12 201213 2013-14  2014-15 201516 2016-17

Category 2012-13  2013-14 201415 201516 201617 201718

66,264 | 67,607 | 35212 | 38909 | 63,366 | 67.724 PasenaeT
Vehidi 3231058 | 30.87.073| 3221410 34.65045| 38.01,670| 4010373
5D Conversion -
v a0 | 6 | 6 | e | —
Rate) : 832640 690035 608208 786602 810253| 804551
Vehicles
‘GROSS TURNOVER OF AUTOMOBILE MANUFACTURERS IN INDIA Th_r
2011-12702016-17 e 830748 830,108| 040010\ 034104| 7.83721| 1021011
Wheelers
I7m 1,574,156 | 1,68,83,049 |1,84,80,311 |1,88,30,227 [1,00,33,730 | 23147057
Wheelers
Grand
5 T 2,06,47,611 | 2,15,00,165 |2,33,58,047 |2,40,16,068 |2,53,29,383 |2,90,73,802
E
Automohile Production Trends
2011-12 2012-13 2013-14 2014-15 2015-16 2016-17 25,000,000
Year
20,000,000
DOMESTIC MARKET SHARE FOR 2017-18 15,000,000
10,000,000
5,000,000
L]
Passenger Vehicles 13 5 0
3 201213 01314 2014-15 2015-16 2016-17 2017-18
Commetcial Vehicles 3 W PesengerVehicles | 3231058 | 3,087,973 | 3,221,419 | 3,465,045 | 3801670 | 4010373
B Commercial Vehicles 832,649 | 693,035 | 698,298 | 786690 | £10253 | 894551
Threg Wheelers 3 W Three Wheslers 839,748 | 830,108 | 949,019 | 934,104 | 783721 | 1021911
B Two Wheslers 15,744,156 | 15,883,049 | 18,489,211 | 18,830,227 | 19,333,739 13147057
Two Wheelers 8l
Automobile Domestic Sales Trends
Grand Total 100 _ _
Category 2012-13 2013-14 201415 201516  2016-17  2017-18
Passengst | 6 65.015| 25.03,509| 26.01.236| 27.89208| 3047582 | 3287965
Vehicles
Domestic Market Share for 2017-18 oG
. =] 793211 632851 6,14948| 6,85704| 714082 836453
Vehicles
M Passenger Vehicles B Commercial Vehicles  # Three Wheelers B Two Wheelers T
‘v‘r'h:lers 538200 480,085 5,32,626| 538208| 5,11.879| 635,698
i 1,37,07,185 | 1,48,06,778 | 1,59,75,361 | 1,64,55,851 | 1,75,89,738 [ 2,01,92,672
Wheelers
Grand
Total 1,77,93,701 | 1,84,23,223 | 1,97.24,371 | 2,04,68,971 | 2,18,62,128 | 2,49,72,788
Automobile Domestic Sales Trends
25,000,000
20,000,000
15,000,000
10,000,000
5,000,000

[]
2012-13 | 2013-14 | 2014-15 | 2015-16 | 2016-17 | 2017-18

W PassengerVehicles | 2,665,015 | 2,503,509 | 2,601,236 | 2,789,208 | 3,047,582 | 3,287,965

i CommercialVehicles| 793,211 | 632,851 | 614,948 | 685,704 | 714,082 | 856,453
(% ThreeWheelers 538,290 | 480,085 | 532,626 | 538,208 | 511,879 | 635,698
m TwoWheelers 13,757, 18514 806,77815,975,56115,455,85117,588, 73820, 192672
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Automobile Exports Trends

Category ~ 2012-13 201314  2004-15 201516 201617 201718

Pt scoual sosiad| | 65305 15877| 747087
Vehicles
Commercid | g0 07| 77050|  s69390| 10314 1082m| 9667
Vehicles
Three j
303.088| 353302 407600] 404441) 271804] 381002
Wheelers
Two c . .
10,56,378 | 20.84,000 | 24,57466| 24.82.876| 23.40277| 2815016
Wheelers
Grand Total | 28,08.007 | 3110884 | 35,73,346 | 36,43,404] 3470.160 | 40.40,072

Automobile Exports Trends

4500000
4000000
13000
3,000,000
230000 ——
2,000,000
L3000 ——
10000 ——
0000
0

1213 | 201314 | 201415 | 201516 | 201617 | 201718
WPassengerVehicles | 559414 | 536,142 | 621,341 | 653053 | 758727 | 40287

W CommercialVehicles| 80,027 | 77,080 | 86939 | 103,124 | 108271 | 96,867
ThreeWheslers 303,088 | 353332 | 407,600 | 404441 | 271094 | 381,002

W TwoWheelers 1,956,378 | 2,084,000 | 2,457 466 | 2,482,876 | 2,340,177 | 2,815,018

m GrandTotal 1,898,907 | 3,110,504 | 3573346 | 3,643,454 | 3479169 | 4,040,172

COMPANY PROFILE ABOUT US

In 2001, the corporate reached the in
demand position of the biggest two-wheeler
manufacturer in Asian nation and also the
second largest two-wheeler manufacturer in
terms of sales in an exceedingly yr. Hero
MotoCorp Ltd. keeps this position till
nowadays.

VISION & MISSION

The mission of Hero MotoCorp is to
become a worldwide company that meets
the wants and wishes of its customers for
quality and sets standards in technology,
style and quality to show its shoppers into
trademark attorneys. The corporate offers its
staff associate degree appealing setting to
take advantage of their true potential. it'll
still target adding worth and lasting
relationships with itspartners.

Volume 06 Issue 10
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CORE VALUES INTEGRITY

Compliance with  moral and ethical
principles
HUMILITY
Without conceitedness, receptive new

concepts, innovations and learning effects
Excellence through cooperation
Perseverance and pursuit of perfection
altogether our actions, product and services

SPEED
Responsiveness altogether our actions;
Ability to execute, implement methods

RESPECT
To elders, seniors; everything that's worthy
within  the material, intellectual and
intellectual worlds; to systems, processes
and values

STRATEGY

Hero Moto Corp's core methods embody
building a strong cross-product portfolio,
exploring international growth
opportunities, ceaselessly rising operational
efficiencies, sharply increasing client reach,
continued to take a position in whole
building activities, and making certain client
and stockholder enjoyment.

BRAND

The new hero is rising and prepared to shine
within the international arena. The new
identity of the corporate "Hero MotoCorp
Ltd." reflects his vision to strengthen the
main target on quality and technology and
make a world presence.

Building and promoting a new replacement
whole new brand identity are going to be
central to all or any initiatives. It uses all
prospects and uses its robust presence
within the areas of sports, diversion and
ground level activation.

DATA ANALYSIS &
INTERPRETATION
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1. AGE GROUP OF ) No Of Respondents
THERESPONDENTS: Qccupation
Student 0
The below table shows the age group of the
respondents surveyed: Business 50
AGE No Of Respondents
Private Employee 32
1828 g
2838 % (Govt Employee i
38-48 10 Total 100
Above 48 54
Total 100 No Of Respondents
I
No Of Respondents

10

B No ()f Respondents

18-28 28-38 3548  Above4B  Total

INFERENCE: The table on top of shows
that 8 May 1945 of the respondents belongs
to the 18-28 people, twenty eighth of the 28-
38 people and 100 percent of the thirty eight
year olds. 48 vyears, fifty four of the
respondents belong to the people of over
forty eight years.

2. OCCUPATION OF
THERESPONDENTS:

The below table shows the type of
respondents of the respondents surveyed.

aEEEESSAE8E

INFERENCE: The higher than table shows
that third of respondents square measure
students, five hundredth of respondents
square measure business folks, thirty second
of respondents square measure personal
workers and eighteen of respondents square
measure governmentworkers.

3. WANTING BIKE ORNOT:
The below table shows that whether the
respondents is Wanting a bike or not

Wanting a bike or not No of respondents

No of respondents

Wanting a bike or not

Yes 80
No 20
Total 100
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INFERENCE:

bike and 20% do not want bike.

September 2019
. g £ informati No of respondents
Havingatwowheelerornot QUICES OI InIormation
Offers 15
Advertisements 27
Referred from friends & relatives 33
v Technology 10
myg
Finance Schemes 15
Total 100
. O Offars
From the above table 80%of people wanting I
0O Referred from friends &
relatives
0O Technology
4, TYPE OF BIKE THAT THE S —

RESPONDENT ISWANTING:

The below table shows the type of BIKE
that the respondent is wanting.

No of respondents % of respondents

Type of BIKE
100CC 51 51
180CC 14 14
150CC 26 26
200CC 09 9

120

100

ol
ol

100CcC 180CC 150CC 200CC

W % of respondents

B Mo of respondents

INFERENCE:

The higher than table shows that fifty one of
respondents square measure Wanting Hero
MotoCorp Ltd 100CC BIKE. 14 July of
respondents need 180CC. twenty sixth of
respondents need 150CC. September 11 of
respondents need 200CC.

5. SOURCES OFINFORMATION

INFERENCE:

From the on top of table, 15 August 1945 of
the persons known from offers, twenty
seventh of the persons known from
advertisements and thirty third of the
persons known by their friends and
relatives, 100 percent of the persons from
technologies and 15 August 1945 of
individuals known from money plans.

6. SATISFACTION WITH HERO
MOTOCORP LTDBIKE:

HERO Performance| Mileage |Feafures| Price | pickup | Reliability Brand Image

Exccellent 10 23 I N 03 2

Very good JA] 2 15 1381 06 02 0

Good 10 2 25 ] 1 35 A

Average 21 10 10 14 5 6 8

Poar 0 2 1 8 2 ] 1
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No of respondents
100% |
a0
i
0%
o ¥ B Poar
ﬁ x B Average ::;Ri
0 5 Good
0% W HONDA
10% B Verygood Uz
0%
W Excellent B Tatal
)
'Qq’b
INFERENCE:
INFERENCE: The above table shows that Bajaj and Honda

In the higher than table, Revolutionary
Organization 17 November of respondents
most well-liked amount because the main
motive, twenty second of respondents most
well-liked value because the main motive,
four-dimensional of respondents
CHARACTERISTICS because the main
motive and twenty second of respondents
TRANSPORT because the main motive,
two of respondents most

well-likedreliableness because the main
motive, twenty first of respondents most
well-liked whole IMAGE because the main
motive.

PERFORMENCE:
The following table shows that, some of the
brands of bikes respondents selected
PERFORMENCE as their main motive.

Brand No of respondents

HERO 32

BATAT 33

HONDA 30

SUZIKI 03

Total 100

companies are the competitors with
HEROBIkes.

PRICE:

The following table shows that, some of the
brands of respondents selected PRICE as
their main motive.

Brand
No of respondents
HERO 31
BATAT 18
HONDA 41
SUZIKI 9
Total 100

No of respondents

B HERD
§EBAIA
m HONDA
wsUzZIKI

B Total

INFERENCE:

The above table shows that HONDA is the
competitor with HERO MOTO CORP LTD.
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PICK UP:

The following table shows that, some of the
brands of respondents selected PICK UP as
their main motive.

Brand No of respondents
HERO 30
BATAT 10
HONDA 30
SUZIEI 10
Total 100
No of respondents
100 |
= d
: \"\ g
HEROD ——— | MNoofrespondents
BAA HonpA g Total
HERO BalAl HONDA SUZIKI Total
|- No of respondents| 50 10 30 10 100
INFERENCE:
The above table shows that HERO is the
best.
MILEAGE:

The following table shows that, some of the
brands of respondents selected
MILEAGE as their mainmotive.

Volume 06 Issue 10
September 2019

No of respondents

120

. /
60 /
a0 .\ / —4#— No of respondents
o N A/
v ~

T T T T
HERO BAJA]  HONDA  SUZIKI Total

INFERENCE:

The above table shows that HERO is the
best.

RELIABILITY:

The following table shows that, some of the

brands of respondents selected

RELIABILITY as their main motive.

Reliability No of respondents
HERO 35
BATAT 15

HONDA 30
SUZIKI 20
Total 100

No of respondents

b

- ;
_ /

MILEAGE No of respondents 60 /
=#— No of respondents
20 *
BATAJ 10 ~
0 T T T T 1
HONDA 30 HERD BAlAl  HONDA  SUZIKI Total
SUZIKI 10
Total 100 .
INFERENCE:

The above table shows that HONDA is the
competitor with HERO .

FEATURES:

The following table shows that, some of the
brands of respondents selected
FEATURES as their main motive.
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FEATURES No of respondents No of respondents
HERO 33 120
BATAT i3 "
HO_\]DA 30 ® M No of respondants
SUZIK 0 0 —
Total 100 HERO ~ BAJAI  HONDA SUZIKI  Total
No of respondents INFERENCE:
120 The above table shows that HERO is the
100 7 best.
® / Respondents:
% / Nostrespondens Respondents who want to buy the BIKE of
40 a particular brand:
20 \v/\/ p
0 T T T T 1 Brand No of respondents
HERO 40
BATAT 13
INFERENCE: HONDA 30
The above table shows that HERO is the o —
best.
Total 100
BRAND IMAGE: No of respondents
The following table shows that, some of the =
brands of respondents selected BRAND “
IMAGE is their main motive =
Brand Tmzge No of respondents o
HERO 40 0
BATAT 70 HERO BAlA) HONDA SUZIKI Tatal
TONDA - INFERENCE:
The above table shows 40% of the
SV 10 respondents want to buy HERO BIKES.
Total 100

FINDINGS

e Five hundredth of Hero MotoCorp Ltd's
shoppers are business folks and thirty
second of consumers are non-public
staff.

e Most respondents belong to the people
of eighteen to fifty year olds.
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Hero MotoCorp Ltd 150CC is that the
most popular model of Hero MotoCorp
Ltd product.

Most respondents get data regarding
media and friends before they get the
vehicle.

Most respondents are actuated by their
friends and members of the family.
Most respondents are happy with the
performance of their BIKE power.
Sixty fourth of respondents are happy
with the mileage of their bike.

Most respondents thought of the value
cheap.

P.C of respondents were happy with the
sales rep's response on their initial visit.
Hr of Hero MotoCorp Ltd users are
happy with the performance of the
corporate.

Most respondents are happy with the
company's  response  to  client
complaints.

SUGGESTIONS

The BIKEs, recently introduced by
Hero MotoCorp Ltd, are primarily
involved with the house base.
Therefore, they ought to conjointly
think about business individuals in
producing.

The Indian market could be a price-
sensitive market. The BIKE ought to be
offered at a minimum worth with most
quality.

The value level ought to be improved.
Advertising on TV, offers ought to be
accrued to draw in individuals.

If Hero MotoCorp Ltd will improve its
performance and complete image, it's
the most effective of all alternative
competitive brands.

CONCLUSIONS

Forty fifth of respondents are customers
of Hero MotoCorp Ltd and thus they're
the foremost

Preferred BIKE complete from totally
different brands.

Volume 06 Issue 10
September 2019

Hero MotoCorp Ltd 150CC is that the
most popular model among all
merchandise

Hr of respondents are already
considering the Hero MotoCorp Ltd
complete

Shop there to be used.
Most  respondents
concerning friends
Before shopping for the bike.
Most  respondents  need
satisfaction from the dealer
Service compared to alternative brands.
Most respondents like the mileage

receive  data

sensible
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