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INTRODUCTION

Researchimpliespointbypointinvestigationofanissue.Here,thesubtleties

ofthemarketingissuearegatheredandexamined,endsaredrawnand

proposalsaremadetotakecareoftheissuerapidly,effectivelyand

deliberately.InMarketingResearchexplicitmarketingissueisconcentrated

toptobottom bygatheringandbreakingdownallimportantdataand

arrangementareproposedtotakecareofthedifficultwhichmightbe

identifiedwithcustomers,item,showcaserivalry,dealsadvancement,etc.is

uniquepartofpromotingtheexecutives.Itisnearlyoflaterinsource.goes

aboutasaninsightfularm ofanmarketingsupervisor.Itrecommends

arrangementonshowcasingissueforthethoughtanddeterminationbyan

marketingdirector.likewisegoesaboutasasignificantinstrumentto

contemplatepurchaserpractices,changesincustomerwayoflifeand

utilizationdesigns,brandsteadfastnessandconjectureadvertisechanges.
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Theoreticalframework

ThisResearchisdonethroughstudents&individualconsumersurvey

underthetitle“Tostudyofconsumerperceptionabouttwowheeler

HONDA&YAMAHABikes”ForpreparingthisResearchwewenttomany

students&individualconsumerofGreaterNoida.Wecollectedinformation

ofcustomersconsumingvariousservicesprovidedbydifferenttwo

wheelerprovider.Wechecktheresponseofcustomerabouttheservices

whichareusedbythem onUsingthequestioner.Afterallwecreateadaily

surveyreportandlistedthetotalstudents&individualConsumerlocatedin

greaterNoidawhicharesurveyed.Andthenanalysesthedatawhichwas

collectedfrom marketandthencometotheconclusiononthebasisofthat

analysesdataandinformation.Afterallitbecomespossibletomakea

MeaningfulandusefulResearchreport.Wehaveusedinformationfrom
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internet.Howtomadequestionnaire?ThisisdonebyReadingthevarious

booksi.e.ResearchMethodology-R.C.Kothari,MarketResearch-Mehrotra

etc.wediscussedwithmyguideMarketresearchRaviKaranSirandthenI

startedworkOnthistopic.

OBJECTIVE

Theresearchobjectiveistoknow theperceptionofthetwowheelersHondaand

Yamahabikesbecausein19smostselling&likablebike.Peopleiscrazyaboutthe

speedoftheYamahabikeandservicesoftheHondabikessowiththisIcometothe

conclusionthatletsdotheresearchonthebrandsandknowabouttheperceptionabout

twowheelerHondaandYamahabike.
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ResearchMethodology

Typeofresearch

Descriptivetypeinvestigatehasusedtofinishtheundertaking.Thiscurrentresearch

dependsonactuality-findinginquiriesandthefactorsareabsolutelyautonomousandwild.

PrimaryData

Essentialinformationofresearcharegatheredfrom directassets(clientofDependence

new)throughquestionnaire.

SecondaryData

AuxiliaryInformationwhichareutilizedforresearchtoknowthehistoryextentofRetail

industryaregatheredfrom effectivelyaccessibleassetslikenetanddifferentsources.

Universe

UniverseofthisexaminationisdependencenewclientofDelhi.

Samplingtechnique

Irregularexaminingisutilizedforlookintoventure.Ihavegivenequivalentweightagestomy

allrespondentandpickedthem arbitrarilywithnoone-sidedlikesexualorientation,age,

salaryculture.

Samplesize
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50respondentshaschosenastestsizeforinquireabout.

Datarepresentationtechniqueandtools

SectionsoutlineandPiediagram hasutilizedforportrayal.

COMPANYPROFILE

HondaMotorCo.Ltd.hasbeentheworld'slargestmotorcyclemanufacturersince

1959,reachingaproductionof400millionbytheendof2019,aswellasthe

world'slargestmanufacturerof internalcombustionengines measuredbyvolume,

producingmorethan14millioninternalcombustionengineseachyear.Honda

wasthefirstJapaneseautomobilemanufacturer.In2013,Hondainvestedabout

5.7%(US$6.8billion)ofitsrevenuesinresearchanddevelopment.Alsoin2013,

HondabecamethefirstJapaneseautomakertobeanetexporterfrom theUnited

States,exporting108,705HondaandAcuramodels,whileimportingonly88,357.

Withaglobalnetworkof454*subsidiariesandaffiliatesaccountedforunderthe

equitymethod,Hondadevelops,manufacturesandmarketsawidevarietyof

productsrangingfrom smallgeneral-purposeenginesandscooterstospecialty

sportscars,toearntheCompanyanoutstandingreputationfrom customers

worldwide.

SWOTAnalysis

Strength

 Reliablebrandname

 Affordableprice
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 Hondahaveabigshareofmarketinscooterssegment

 Hondaisthefirstcompanywhointroducedthetechnologyofcentralshock

absorptioninIndia

 Hondahavinghightechengines

 HMSIisthesubsidiarycompanyofHondaMotorsLtd.Whichisthelargest

companyintheproposedsector

Weakness

 Lessnumberofservicecenter

 Marketshareverylessascomparetotherecompetitor

 Sparespartsarenoteasilyavailable

 Lowproductrange

 Maintenancecostisveryhigh

Opportunity

 Increaseinproductrange

 Untappedmarketabove180ccinmotorcycles.

 Morematurityandmovementtowardshigher-endmotorcycles

 HondacanbeusebrandimageofHeroHonda

Threats

 Thereishighcompetitioninthemarket

 Threatofcheapimportedmotorcyclesandcomponentsfrom China

PRODUCTRANGE:
SCOOTERS:
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 DIO

 ACTIVA

 AVIATOR

MOTORCYCLES:

 CBTWISTER

 SHINE

 CBFSTUNNER

 UNICORN

 CBFSTUNNERPGM FI

 CB1000R

 CBR1000RR



COMPANYPROFILEYAMAHA

Yamaha MotorCompanyLimited Japanese manufacturerof motorcycles,marine

productssuchasboatsand outboardmotors,andothermotorizedproducts.India

ItcapturethegoodIndianmarketbecauseYamahabelivesinproductandbrand

becauseifcustomerpurchasedthebikewiththeintentionofspeedandbrandvalue

thenYamahagivesthebestoftheresult.
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MOTORCYCLES

 YamahaAlba

 YamahaFrog

 YamahaLibero

 YamahaGladiator

 YamahaMest

 YamahaEccy

 YamahaPassol

 YamahaEC-02

 YamahaPassol-L

 YamahaYz85

 YamahaV-Star

 YamahaYZF-R1

 YamahaFZ1
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DATACOLLECTIONANDINTERPRETATION

 Theresearchrequiredcollectionoffirsthandprimarydatafrom the

respondents.Therespondentsessentiallyweretobebikerclients.Theywere

presentedtoapollcontainingvariousparametersfortheassessmentoftheir

fulfillmentlevel.Thewideparameterswere:

• Duringdealsassessment.

• Duringvehicleconveyance.

• Afterdealsassessment.

Itwasnormalthattherespondentswerestraightforwardwhileaddressingthe

inquirieswithappropriatethoughtofthebrandpictureofthebicycletheywere

atpresentutilizing.Thesurveycontainedlikerscalingtoratedifferent

parameters.

GRAPHICALPRESENTATION

1. Whichtypesofgenderpreferbike?

Male 96.2%

Female 3.2%
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Result:Itshowsthat96.2%maleprefermorethanfemalemotorbike

2.Whichkindofcoupleshavemotorbike?

Married 17%

Unmarried 83%
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Result:83%unmarriedpeoplewhopurchasedthebikeand17%married

3. Whatagegroupofconsumerspurchasethemotorbike:

AgeGroup 18-25 25-35 35-45 About45

Percentage 55% 20% 15% 10%
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.

4. Whichkindofpersonpurchasedmoremotorbike?

Student 55%

Service 35%

Business 5%

Others 5%
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5. WhichIncomegrouppurchasedthemotorbike?

11000-16000 40%

16000-21000 35%

21000-51000 15%

51000-100000 5%

Aboveonelac 5%
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6. Whichcompanybikeandmodelslikedbyall?

HeroHonda 45%

Bajaj 40%

Yamaha 10%

TVS 3%

Honda 2%
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7.IscustomersatisfiedwithHondaandYamahabike?

Yes 98.20%

No 1.8%
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.

8. Whatcustomerprefertopurchasethebike?

Speed 35%

Power/BHP 6%

Mileage 30%

Design 5%

Brand 4%

Pickup 5%

Color 6%

Comfort 9%
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9. Howpeopleknowaboutthebrand?

TV 40%

Newspaper 18%

Friend 12%

ProductShow 10%

Family 7%

TestRide 3%

Internet 5%

Hoarding 5%
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.

10. Whycutomerpurchaseabike?

BrandValue 70%

Design 10%

Publicity 10%

Services 5%

Price 5%
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FINDINGSOFTHERESEARCH

1.TheaverageageofaYamahacustomerhave25-35years.

2.Yamahabikehavespeedwhichattractthecustomersandbikepartsareeasilyavailable.

3.MostLikablebikeandcomesinthepicture.i.eHonda

4.Yamahacustomerssaysthatmostpreferandlimelightbike.

5.Yamahaisbestsellingbikeintheirtime.

6.ThemostimportantpointthatinIndialikecountryhaveavgsalaryandalwaysprefer

goodproductinminimum pricesomostlypeoplepreferdHONADAoverYamaha.
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CONCLUSION

 Agegroup–20-30years

 Profession–Avgsalary

 HeroHondaisthemostlikablebrand

 Yamahaisknownforthespeedanddesign.

 Preferredbikesintoday’sdateare–

 HondaActiva5G

 HondaShine

 FZ25

 YAMAHAFascino125

 Customerswantsavg.speedandmileagesotheypreferdwiththeirpocket

Honda
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LIMITATIONS

 Researchwasdoneintwowheelerbikeonly.

 ResearchwasdoneatGreaterNoida&Noidaonly.

 Mostlypeoplehavenowdifferentbrandsbikelikebajajetc

 Customerswantsatisfactionwiththeirbrandbutmostlytimeitfails

withtheservicesandaftersaleservices.

QUESTIONNAIRE
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1.WhichtypesofcustomerAttitudetowardsmotorbike?

A–Male b-Female

2-Doyouownatwowheeler?

Yes No

Ifyes,thenspecify¬¬¬¬¬¬¬¬¬¬¬¬¬¬¬________________

3-Whichofthethreecompanies’adsyouhaveviewedthemost?

HEROHONDA

HMSI

YAMAHA

4-Amongtheseadswhichadhasinfluencedyouthemost?

HEROHONDA

HMSI

YAHAMA

5-Whichpeopleattitudetowardsmotorbike?

a-marriage b-unmarried

6-Nameanytwobikeadsthatyoucanrecallthebest.
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a.________________________________________________

b.________________________________________________

7-Wheredoyoucomeacrosstheseadsquiteoften?

TV

Newspaper/Magazines

Billboards

Internet

8-Wheredoyougatherthereliableinformationforpurchasingatwowheelerquite

often?

Friends

Internet

Automotivemagazines

Companydealers

9-Whatarethefactorswhichmotivateyoumostwhilepurchasingatwowheeler?

Discountrate

EMI

Resalevalue

Allowances

Others
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10-Whichpricerangesdoyouprefermost?

30-40 40-50 50-60 60-70 70-80

11-Ratethefollowingfactorsinabikeonthescale1-7,basedonyourpreference?

(Where1isleastpreferredand7mostpreferred.)Tickmark.

12.Doyouverifyorcrosschecktheinformationprovidedinthecommercialsoftwo

wheelers?

Yes No

13.Didthecustomersattitudetowardsgetthefullvalueofmoneywiththeproduct?

Yes No

Sn. Factor 1 2 3 4 5 6 7

1. Price

2. Fuelefficiency

3. Performance

4. Safetyandcomfort

5. Designandstyle

6. Brandvalue

7. Aftersalesserviceandsupport
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PERSONALINFORMATION

Name

Gender

Age

Occupation

Income

Maritalstatus

Qualification

Contactnumber
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