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INTRODUCTION to marketing 

Marketing is the process of performing public, selling products and/or eservices to 

customers and promoting them via advertising to further enhance sales. it generates 

the strategy that underlies sales techniques, business communication, and 

business developments. it is Ian integrated process through which companies 

build strong customer and increate value if or their customers and if or 

themselves. 

Marketing is used to identify the customer, to satisfy the customer, and to keep the 

customer. with the customer is the focus of its activities, it icon ibex concluded 

that marketing is ion of the imajor icomponents iof ibusiness imanagement. 

iMarketing ievolved ito imeet ithe istasis iin ideveloping inew imarkets icaused 

iby imature imarkets iand iovercapacities iin ithe ilast i2-3 icenturies. iThe 

iadoption iof imarketing istrategies irequires ibusinesses ito ishift itheir ifocus 

ifrom iproduction ito ithe iperceived ineeds iand iwants iof itheir icustomers ias 

ithe imeans iof istaying iprofitable. i 

The iterm imarketing iconcept iholds ithat iachieving iorganizational igoals 

idepends ion iknowing ithe ineeds iand iwants iof itarget imarkets iand 

idelivering ithe idesired isatisfactions. iIt iproposes ithat iin iorder ito isatisfy 

iits iorganizational iobjectives, ian iorganization ishould ianticipate ithe ineeds 

iand iwants iof iconsumers iand isatisfy ithese imore ieffectively ithan 

icompetitors. 

http://en.wikipedia.org/wiki/Outline_of_business_management
http://en.wikipedia.org/wiki/Mature_market
http://en.wikipedia.org/wiki/Overcapacity
http://en.wikipedia.org/wiki/Manufacturing
http://en.wikipedia.org/wiki/Profit_%28accounting%29
http://en.wikipedia.org/wiki/Target_markets
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An iorientation, iin ithe imarketing icontext, irelated ito ia iperception ior 

iattitude ia ifirm iholds itowards iits iproduct ior iservice, iessentially 

iconcerning iconsumers iand iend-users. iThroughout ihistory, imarketing ihas 

ichanged iconsiderably iin itime iwith iconsumer itastes. 

Contemporary iapproaches 

Recent iapproaches iin imarketing iinclude irelationship imarketing iwith ifocus 

ion ithe icustomer, ibusiness imarketing ior iindustrial imarketing iwith ifocus 

ion ian iorganization ior iinstitution iand isocial imarketing iwith ifocus ion 

ibenefits ito isociety. iNew iforms iof imarketing ialso iuse ithe iinternet iand 

iare itherefore icalled iinternet imarketing ior imore igenerally ie-marketing, 

ionline imarketing, isearch iengine imarketing, idesktop iadvertising ior 

iaffiliate imarketing. iIt iattempts ito iperfect ithe isegmentation istrategy iused 

iin itraditional imarketing.

http://en.wikipedia.org/wiki/Relationship_marketing
http://en.wikipedia.org/wiki/Business_marketing
http://en.wikipedia.org/wiki/Industrial_marketing
http://en.wikipedia.org/wiki/Social_marketing
http://en.wikipedia.org/wiki/Internet
http://en.wikipedia.org/wiki/Internet_marketing
http://en.wikipedia.org/wiki/Affiliate_marketing
http://en.wikipedia.org/wiki/Market_segment
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Customer iorientation 

A ifirm iin ithe imarket ieconomy isurvives iby iproducing igoods ithat ipersons 

iare iwilling iand iable ito ibuy. iConsequently, iascertaining iconsumer 

idemand iis ivital ifor ia ifirm's ifuture iviability iand ieven iexistence ias ia 

igoing iconcern. iMany icompanies itoday ihave ia icustomer ifocus i(or imarket 

iorientation). iThis iimplies ithat ithe icompany ifocuses iits iactivities iand 

iproducts ion iconsumer idemands. iGenerally, ithere iare ithree iways iof 

idoing ithis: ithe icustomer-driven iapproach, ithe imarket ichange 

iidentification iapproach iand ithe iproduct iinnovation iapproach. 

In ithe iconsumer-driven iapproach, iconsumer iwants iare ithe idrivers iof iall 

istrategic imarketing idecisions. iNo istrategy iis ipursued iuntil iit ipasses ithe 

itest iof iconsumer iresearch. iEvery iaspect iof ia imarket ioffering, iincluding 

ithe inature iof ithe iproduct iitself, iis idriven iby ithe ineeds iof ipotential 

iconsumers. iThe istarting ipoint iis ialways ithe iconsumer. iThe irationale ifor 

ithis iapproach iis ithat ithere iis ino ireason ito ispend iR&D ifunds ideveloping 

iproducts ithat ipeople iwill inot ibuy. iHistory iattests ito imany iproducts ithat 

iwere icommercial ifailures iin ispite iof ibeing itechnological ibreakthroughs. i 

A iformal iapproach ito ithis icustomer-focused imarketing iis iknown ias 

iSIVA i(Solution, iInformation, iValue iand iAccess). iThis isystem iis 

ibasically ithe ifour iPs irenamed iand ireworded ito iprovide ia icustomer 

http://en.wikipedia.org/wiki/Market_economy
http://en.wikipedia.org/wiki/Good_%28economics%29
http://en.wikipedia.org/wiki/Consumer_demand
http://en.wikipedia.org/wiki/Consumer_demand
http://en.wikipedia.org/wiki/Business_entity
http://en.wikipedia.org/wiki/Going_concern
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ifocus. iThe iSIVA iModel iprovides ia idemand/customer-centric ialternative 

ito ithe iwell-known i4Ps isupply iside imodel i(product, iprice, iplacement, 

ipromotion) iof imarketing imanagement. 

Product → Solution 

Price → Value 

Place → Access 

Promotion → Information 

If iany iof ithe i4Ps iwere iproblematic ior iwere inot iin ithe imarketing ifactor 

iof ithe ibusiness, ithe ibusiness icould ibe iin itrouble iand iso iother 

icompanies imay iappear iin ithe isurroundings iof ithe icompany, iso ithe 

iconsumer idemand ion iits iproducts iwill idecrease. 

Organizational iorientation 

In ithis isense, ia ifirm's imarketing idepartment iis ioften iseen ias iof iprime 

iimportance iwithin ithe ifunctional ilevel iof ian iorganization. iInformation 

ifrom ian iorganization's imarketing idepartment iwould ibe iused ito iguide ithe 

iactions iof iother idepartments iwithin ithe ifirm. iAs ian iexample, ia 

imarketing idepartment icould iascertain i(via imarketing iresearch) ithat 

iconsumers idesired ia inew itype iof iproduct, ior ia inew iusage ifor ian 
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iexisting iproduct. iWith ithis iin imind, ithe imarketing idepartment iwould 

iinform ithe iR&D idepartment ito icreate ia iprototype iof ia iproduct/service 

ibased ion iconsumers' inew idesires. 

The iproduction idepartment iwould ithen istart ito imanufacture ithe iproduct, 

iwhile ithe imarketing idepartment iwould ifocus ion ithe ipromotion, 

idistribution, ipricing, ietc. iof ithe iproduct. iAdditionally, ia ifirm's ifinance 

idepartment iwould ibe iconsulted, iwith irespect ito isecuring iappropriate 

ifunding ifor ithe idevelopment, iproduction iand ipromotion iof ithe iproduct. 

iInter-departmental iconflicts imay ioccur, ishould ia ifirm iadhere ito ithe 

imarketing iorientation. iProduction imay ioppose ithe iinstallation, isupport 

iand iservicing iof inew icapital istock, iwhich imay ibe ineeded ito 

imanufacture ia inew iproduct. iFinance imay ioppose ithe irequired icapital 

iexpenditure, isince iit icould iundermine ia ihealthy icash iflow ifor ithe 

iorganization. 

Market isegmentation 

Market isegmentation ipertains ito ithe idivision iof ia imarket iof iconsumers 

iinto ipersons iwith isimilar ineeds iand iwants. iFor iinstance, iKellogg's 

icereals, iFro isites iare imarketed ito ichildren. iCrunchy iNut iCornflakes iare 

imarketed ito iadults. iBoth igoods idenote itwo iproducts iwhich iare imarketed 

ito itwo idistinct igroups iof ipersons, iboth iwith isimilar ineeds, itraits, iand 

http://en.wikipedia.org/wiki/Kellogs#Cereal
http://en.wikipedia.org/wiki/Kellogs#Cereal
http://en.wikipedia.org/wiki/Frosted_Flakes
http://en.wikipedia.org/wiki/Crunchy_Nut_Cornflakes
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iwants. iMarket isegmentation iallows ifor ia ibetter iallocation iof ia ifirm's 

ifinite iresources. iA ifirm ionly ipossesses ia icertain iamount iof iresources. 

iAccordingly, iit imust imake ichoices i(and iincur ithe irelated icosts) iin 

iservicing ispecific igroups iof iconsumers. iIn ithis iway, ithe idiversified 

itastes iof icontemporary iWestern iconsumers ican ibe iserved ibetter. i 

Primary iresearch iis ioften iexpensive ito iprepare, icollect iand iinterpret ifrom 

idata ito iinformation. iNevertheless, iwhile isecondary iresearch iis irelatively 

iinexpensive, iit ioften ican ibecome ioutdated iand ioutmoded, igiven ithat iit 

iis iused ifor ia ipurpose iother ithan ithe ione ifor iwhich iit iwas iintended. 

iPrimary iresearch ican ialso ibe ibroken idown iinto iquantitative iresearch iand 

iqualitative iresearch, iwhich, ias ithe iterms isuggest, ipertain ito inumerical 

iand inon-numerical iresearch imethods iand itechniques, irespectively. iThe 

iappropriateness iof ieach imode iof iresearch idepends ion iwhether idata ican 

ibe iquantified i(quantitative iresearch), ior iwhether isubjective, inon-numeric 

ior iabstract iconcepts iare irequired ito ibe istudied i(qualitative iresearch). 

There ialso iexist iadditional imodes iof imarketing iresearch, iwhich iare: 

• Exploratory iresearch, ipertaining ito iresearch ithat iinvestigates ian 

iassumption. 

• Descriptive iresearch, iwhich, ias ithe iterm isuggests, idescribes i"what 

iis". 



 
 

11 
 

• Predictive iresearch, imeaning iresearch iconducted ito ipredict ia ifuture 

ioccurrence. 

• Conclusive iresearch, ifor ithe ipurpose iof ideriving ia iconclusion ivia ia 

iresearch iprocess. 

Promotion i(marketing) 

Promotion iis ione iof ithe ifour ielements iof imarketing imix i(product, iprice, 

ipromotion, idistribution). iIt iis ithe icommunication ilink ibetween isellers 

iand ibuyers ifor ithe ipurpose iof iinfluencing, iinforming, ior ipersuading ia 

ipotential ibuyer's ipurchasing idecision. iFundamentally, ihowever ithere iare 

ithree ibasic iobjectives iof ipromotion. iThese iare: i 

1. To ipresent iinformation ito iconsumers ias iwell ias iothers 

2. To iincrease idemand 

3. To idifferentiate ia iproduct. 

Marketing istrategy 

The ifield iof imarketing istrategy iencompasses ithe istrategy iinvolved iin ithe 

imanagement iof ia igiven iproduct. iA igiven ifirm imay ihold inumerous 

iproducts iin ithe imarketplace, ispanning inumerous iand isometimes iwholly 

iunrelated iindustries. iAccordingly, ia iplan iis irequired iin iorder ito 

ieffectively imanage isuch iproducts. iFor iexample, ia istart-up icar 

imanufacturing ifirm iwould iface ilittle isuccess ishould iit iattempt ito irival 

http://en.wikipedia.org/wiki/Marketing_mix
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iToyota, iFord, iNissan, iChevrolet, ior iany iother ilarge iglobal icar imaker. 

iMoreover, ia iproduct imay ibe ireaching ithe iend iof iits ilife-cycle. iThus, 

ithe iissue iof idivest, ior ia iceasing iof iproduction, imay ibe imade. i 

 

CUSTOMER iSATISFACTION iIN i3 iSTEPS 

1. iEncourage iFace-to-Face iDealings 

 i i i i i i i i i iThis iis ithe imost idaunting iand idownright iscary ipart iof 

iinteracting iwith ia icustomer. iIf iyou're inot iused ito ithis isort iof ithing iit 

ican ibe ia ipretty inerve-wracking iexperience. iRest iassured, ithough, iit idoes 

iget ieasier iover itime. iIt's iimportant ito imeet iyour icustomers iface ito iface 

iat ileast ionce ior ieven itwice iduring ithe icourse iof ia iproject. i 

2. iRespond ito iMessages iPromptly i& iKeep iYour iClients iInformed 

 i i i i i i i i i i iThis igoes iwithout isaying ireally. iWe iall iknow ihow 

iannoying iit iis ito iwait idays ifor ia iresponse ito ian iemail ior iphone icall. iIt 

imight inot ialways ibe ipractical ito ideal iwith iall icustomers' iqueries iwithin 

ithe ispace iof ia ifew ihours, ibut iat ileast iemail ior icall ithem iback iand ilet 

ithem iknow iyou've ireceived itheir imessage iand iyou'll icontact ithem iabout 

iit ias isoon ias ipossible. iEven iif iyou're inot iable ito isolve ia iproblem iright 

iaway, ilet ithe icustomer iknow iyou're iworking ion iit. 

3. iBe iFriendly iand iApproachable 
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 A ifellow iSite iPointer ionce itold ime ithat iyou ican ihear ia ismile 

ithrough ithe iphone. iThis iis ivery itrue. iIt's ivery iimportant ito ibe ifriendly, 

icourteous iand ito imake iyour iclients ifeel ilike iyou're itheir ifriend iand 

iyou're ithere ito ihelp ithem iout. iThere iwill ibe itimes iwhen iyou iwant ito 

ibeat iyour iclients iover ithe ihead irepeatedly iwith ia iblunt iobject i- iit 

ihappens ito iall iof ius. iIt's ivital ithat iyou ikeep ia iclear ihead, irespond ito 

iyour iclients' iwishes ias ibest iyou ican, iand iat iall itimes iremain ipolite iand 

icourteous. 

CUSTOMER iLOYALTY 
 

 Obtaining ia ithorough iunderstanding iof icustomer iloyalty iis ia 

iprerequisite ifor ithe iexecution iof ithe iresearch iat ihand. iFor ithat, ithe 

idevelopment iof icustomer iloyalty iresearch iwithin ithe iframework iof 

irelationship imarketing iwill ibe ipresented ifirst, ibefore idifferent icustomer 

iloyalty iconcepts iwill ibe iintroduced. iFrom ithese iconcepts, ia idefinition iof 

icustomer iloyalty ifor iuse iin ithis istudy iwill ibe iderived, ibefore iboth 

iconsequences iand iantecedents iof icustomer iloyalty iwill ibe iportrayed. i 

 Since ithe ibeginning iof ithe i1990s, icustomer iloyalty ihas igained 

iimportance iboth iin irelationship imarketing iresearch iand iin ibusiness. iIn 

ibusiness, ithis ican ibe iattributed ito ichanging imarket- iand icompetition-

environments. iDue ito ia ishift ifrom ia isellers’ ito ia ibuyers’ imarket iand 

ibecause iof ian iincreasing idegree iof iglobalization, imost iindustries ifind 

ithemselves iconfronted iwith inew ichallenges. iIn ia ifirst iphase, ifirms itried 
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ito iface ithese ichallenges iby ifocusing ion itheir iinternal iprocesses iand 

iorganizational istructures, itrying ito iachieve icost ireductions iby 

iconcentrating ion iinternal iimprovements. iA isecond iphase iof iexternal 

ifocus ifollowed, iwhere ifirms idirected iattention ito itheir icustomers, itrying 

ito iretain iexisting iones iand ito iwin iover inew iones i(churning). iSince 

i“acquiring inew icustomers iis imuch imore iexpensive ithan ikeeping ithem”. 

iAnd i“loyal icustomers iare ithe ibedrock iof iany ibusiness”. iA iloyal 

icustomer ibase irepresents ia ibarrier ito ientry, ia ibasis ifor ia iprice ipremium, 

itime ito irespond ito icompetitor iinnovations, iand ia ibulwark iagainst 

ideleterious iprice icompetition. iLoyalty iis icritical ito ibrand ivolume, iis 

ihighly icorrelated ito imarket ishare, iand ican ibe iused ias ithe ibasis iof 

ipredicting ifuture imarket ishare; iconsequently, iunderstanding iloyalty 

iappears icritical ito iany imeaningful ianalysis iof imarketing istrategy. 

 In imarketing iresearch, itwo itrends imark ithe idevelopment iof 

icustomer iloyalty. iWhile iindividual itransactions iinitially iwere iin ithe 

icenter iof imarketing iresearch, ithe ifocus ishifted itowards ianalyzing 

irelationships istates ithat ithe i‘traditional’ imarketing iconcept iof ithe 

imarketing imix iwith iits i‘4 iPs’, ideveloped iin ithe imiddle iof ithe ilast 

icentury, ihad ibeen ithe iestablished iapproach iuntil ithe i1990s. i 

This iapproach, ihow-ever, ifocuses isolely ion itransactions, ia ideficit itackled 

iby ithe irelationship imarketing iapproach. iAt ithe icore iof iit iis ithe istudy 

iof irelationships ibetween ibuyers iand isellers iof igoods ior iservices, iin 
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icontrast ito imerely iexamining itransactions. iAn ioften icited iand 

icomprehensive idefinition iof irelationship imarketing iis iprovided 

i“Relationship imarketing irefers ito iall imarketing iactivities idirected itoward 

iestablishing, ideveloping, iand imaintaining isuccessful irelational iexchanges.” 

iTherefore, ithe irelationship imarketing iapproach ipro-vides ia isuitable 

ienvironment iin iwhich icustomer iloyalty iresearch ican ibe inested. 

 While ithe idevelopment iof irelationship imarketing ibegan iin ithe iearly 

i1970s, iit iwas inot iuntil ithe ilate i1980s ithat iworks ifrom ithe i‘Nordic 

iSchool iof iServices’. iInitiated ia iparadigm ishift ithat igeared imarketing 

itowards ithe icreation, i 

 

Behaviorist icustomer iloyalty iconcepts 

 Behaviorist iconcepts iof icustomer iloyalty ihave ibeen iat ithe icore iof 

iearly imarketing iresearch iand ifocus ion icustomers’ iobservable ibehavior, 

ias ie.g. iin ipurchasing ibehavior. iAccordingly, icustomer iloyalty iis 

iestablished, iwhen icustomers idemonstrate iconsistency iin itheir ichoice iof 

isupplier ior ibrand. i“Hard-core” iloyalty, iwhen ione iproduct ialternative iis 

iexclusively irepurchased iand iof i“reinforcing” iloyalty, iwhen icustomers 

iswitch iamong ibrands ibut irepeat-purchase ione ior imore ialternatives ito ia 

isignificant iextent. iSimilarly, icustomer iloyalty ias i“the iproportion iof itimes 

ia ipurchaser ichooses ithe isame iproduct ior iservice iin ia ispecific icategory 

icompared ito ithe itotal inumber iof ipurchases imade iby ithe ipurchaser iin 



 
 

16 
 

ithat icategory“. iPegging icustomer iloyalty ito ipurchasing ibehavior, 

ihowever, iis ivery icritical; ithere ican ibe ia imultitude iof ifactors iaffecting 

ipurchasing ibehavior, isuch ias iproduct iavailability ior ispecial ideals, iwhich 

iare inot igrasped iby ilooking iat ipurchases ialone. iA imain ideficit iof ithe 

ibehaviorist iapproach ithus iis ithat iit idoes inot ilook iat ithe idrivers’ ibehind 

ipurchasing ibehavior. iAnother idisadvantage iof ibehaviorist icustomer 

iloyalty iconcepts iis itheir iex-post iapproach. iWhen iloyalty iis ionly 

iexpressed ithrough ipurchases, iinformation ion icustomers’ iactual iloyalty 

istatus iin ibetween ipurchases iis inot iavailable. iConsequently, idecreasing 

iloyalty iis ionly irecognized iafter iit imanifests iitself ithrough ichanged 

ipurchasing ibehavior. iOnly iin irelationships iwith ifrequent iinteraction ican 

ia isupplier iintegrate ifurther iaspects, isuch ias icomplaints, iinto icustomer 

iloyalty imanagement. iThe ireason, iwhy ibehaviorist iconcepts imay istill i 

Procedural iQuality 

 i i i i i i i i i i• i i i i i i iease iof iordering 

 i i i i i i i i i i• i i i i i i iaccurate ifulfillment 

 i i i i i i i i i i• i i i i i i iinventory imeets ineeds 

 i i i i i i i i i i• i i i i i i ion itime idelivery 

 i i i i i i i i i i• i i i i i i ienvironmentally ifriendly ipacking 

 i i i i i i i i i i• i i i i i i ipackaged ito iprevent idamage iin ishipment 

 i i i i i i i i i i• i i i i i i iease iof itracking 
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 i i i i i i i i i i• i i i i i i iappropriate iadjustment/return ipolicy 

 i i i i i i i i i i• i i i i i i iorder-through-delivery iprocess ibests icompetition 

 i i iRelationship iQuality 

 i i i i i i i i i i• i i i i i i iproduct iknowledgeable icontacts 

 i i i i i i i i i i• i i i i i i iknowledgeable iabout iclient ineeds 

 i i i i i i i i i i• i i i i i i icommunicates iat iclient iknowledge ilevel 

 i i i i i i i i i i• i i i i i i ione-stop iproblem iresolution 

 i i i i i i i i i i• i i i i i i iproblems isolved iat ithe iroot icause 

 i i i i i i i i i i• i i i i i i ilegendary icustomer iservice ibenchmarks icompetition 

The itailored iPrograms iprovide idirect, istatistically ivalid, icomparison idata 

iof iyou ito iyour icompetition ion ithe ifollowing iactionable iareas: 

 

 

TABLE iSHOWING iKEY iFACTORS iFOR iCUSTOMER 

iSATISFACTION 

 

 

 i i i i iCOMPANY 

iFUNCTION 

 

 i i i i i i i iQUALITY iFACTORS 

 

 iSales 

 i i i i i i i i i i i i i i i i i iProduct 

 i i i i i i i i i i i i i i i i i iKnowledge 
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 iMarketing 

 i i i i i i i i i i i i i i i i i iBrochure idetail 

 i i i i i i i i i i i i i i i i i iMailing ifrequently 

 

 iDistribution 

Order iDelivery itime 

 i i i i i i i i i i i i i i i i i iOrder iCompleteness 

 

 i i i i i i i i i i i i iAfter iSales 

 i i i i i i i i i i i i i i i i i iProblem iResponse 

iTime 

 i i i i i i i i i i i i i i i i i iTime ito iResolve 

 

 iAccounts 

Accuracy 

Problem iResponse 

Courtesy 

 

 

 

 

 

 

 

CUSTOMER iCARE iAND iSALES iPROCESSES 

Service iorganizations iare iparticularly idependent ion ilevels iof icustomer 

icare, ias ithe i‘people’ ielement iin ithe imarketing imix ireflects. iCustomer 

icare ican iplay ian iequally iimportant irole, ihowever, iin imanufacturing, 

iproduction iand iother iorganizations iproviding igoods iand iservices. iFor 

icustomer icare iprograms ito ibe isuccessful ithey ineed ito ispan ithe ientire 
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iorganization. iPopular iguarantees i100% icustomer isatisfaction iand ihas, 

iover ithe iyears, ideveloped ia imore iconscientious iapproach ito iindividual 

icustomers. iThere iis iCustomer icare itraining iprovided. iThough ithis imay 

iinitially ibe ia ivery ilengthy iprocess ias ithe iball istarts irolling ithrough iall 

isectors iof ithe iorganization iand icosts iwill igrow itoo, ias ifurther 

iinvestment iis irequired ito iupdate iand imaintain ithe iinitiative iin ithe 

ifuture. iTo iprovide ian ieffective icustomer icare iservices, ievery iemployee 

iis ihighly imotivated. iThere iare ifrequent iinternal inewsletters icirculated 

iwhich istrengthens ithe ibond ithroughout ithe iorganization. iFrequent 

iperformance iappraisal ithroughout ithe iorganization iis iconducted ito 

ievaluate ithe iemployees iand iprovide icareer idevelopmental iopportunities ito 

ipotential iemployees. iThe icustomer icare iprogram iat iPopular imainly ihave 

isix imain istages, ias ifollows: i 

1. Objectives isetting: iFor ievery imonth, itarget isales iwill ibe ifixed iby 

ithe iSales iManager iat ithe ishowroom. i 

 

2. Current isituation ianalysis: iPresent iindustrial itrend iis iobserved 

iclosely iand ivarious ipromotional ioffers iare iintroduced ito iboost isales 

iif ithere iis ia ichance ifor ia islump iin isales. iAlso, ia icustomer iservice 

iaudit iis iconducted iboth iinternally iand iexternally. iMonthly isales 

itargets ifixed iby ithe iSales iManager. i 
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3. Strategy idevelopment: iDevelop ia istrategy ifor iraising ilevels iof iboth 

icustomer iservice iand isales ifrom ithe icurrent ito ithe idesired istandard 

ibased iupon iany ichange iin itrends iand ithe ieconomic iconditions 

iprevailing. iEach iregion iis idivided iinto i4 izones. iEach izonal ilevel 

iwill ibe iunder ithe icharge iof ia isupervisor iunder iwhom ithere iare 

ifour isales iexecutives. iIt iis ithe iduty iof ithese isales iexecutives ito 

igenerate ion ifield ienquiries iand ito ifollow iup ithe icustomers ibased 

ion ithe iappointment ifixed. 

HANDLING iCUSTOMER iCOMPLAINTS 

A icomplaint iis iany imeasure iof idissatisfaction iwith iyour iproduct ior 

iservice, ieven iif iit’s iunfair, iuntrue, ior ipainful ito ihear! iComplaints imay 

ibe iabout: 

• iService iContent, iDelivery ior iQuality i i i i i i i i i i i i i i i i i i i i i i i i i• 

iResponse iTime 

• iDocumentation i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

i i i i i i i i i i i i• iPersonnel i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i• iBilling i i i i i i i i 

i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

i i i i• iCommunication 

• iFollow iUp i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

i i i i i i i i i i i i i i i i i• iRequests 
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This iis ia icustomer icomplaint iresolution iprocess ithat ianyone ican 

iimplement: 

✓ Focus ion ithe iCustomer 

If iyou ican’t iimmediately isolve ithe iproblem, irespond ito ithe icustomer iand 

iidentify ian i“owner” iwho iwill ibe iresponsible ifor ifinal iresolution. 

iComplete ithe icommunications iloop iwith icustomer. iIf iyou’ve ireferred ithe 

icomplaint ito iothers, imake isure ithere’s iclosure. iIf iyou’ve ileft ithe 

icustomer ihanging iwithout ia iresponse, iyou’ve ibecome ipart iof ithe 

iproblem. 

✓ Focus ion ithe iComplaint 

Collect iall icomplaints ifrom iall iexternal icustomers iand icategorize ithem iin 

ia iway ithat iallows iyou ito ianalyze idata ito isee itrends, ipatterns, 

iconcentrations, itendencies, ietc. 

✓ Focus ion iProcess iImprovement 

Use ithe idatabase iof icomplaints ito idefine iprocesses ithat iare iimportant 

ifrom ithe icustomer’s iperspective iand ito iimprove ithe imost icritical iones. 

iBased ion ianalysis iof ithe idatabase, imake iappropriate iinvestments ito 

iprevent iissues ithat iresult iin icustomer icomplaints. iIf iyou ican ithink iof 

icomplaints ias iuseful idata ifor imaking iprocess iimprovements iin iyour 

iorganization, iyou iwill igo ia ilong iway itowards imaking ichanges ithat iwill 
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idifferentiate iyou iand imake iyour iwork ilife ieasier, imore ifun, iand imore 

iresponsive ito icustomer ineeds. 

 

 

 
SIX iSTEPS iTO iDEALING iWITH iDIS-SATISFIED iCUSTOMERS 
 

1. iListen icarefully ito iwhat ithe icustomer ihas ito isay, iand ilet ithem 

ifinish-Don't iget idefensive. iThe icustomer iis inot iattacking iyou ipersonally; 

ihe ior ishe ihas ia iproblem iand iis iupset. iRepeat iback iwhat iyou iare 

ihearing ito ishow ithat iyou ihave ilistened. i 

2. iAsk iquestions iin ia icaring iand iconcerned imanner-The imore 

iinformation iyou ican iget ifrom ithe icustomer, ithe ibetter iyou iwill 

iunderstand ihis ior iher iperspective. iI’ve ilearned iit’s ieasier ito iask 

iquestions ithan ito ijump ito iconclusions. 

3. iPut iyourself iin itheir ishoes-As ia ibusiness iowner, iyour igoal iis ito 

isolve ithe iproblem, inot iargue. iThe icustomer ineeds ito ifeel ilike iyou’re ion 

ihis ior iher iside iand ithat iyou iempathize iwith ithe isituation. i 

4. iApologize iwithout iblaming-When ia icustomer isenses ithat iyou iare 

isincerely isorry, iit iusually idiffuses ithe isituation. iDon't iblame ianother 

iperson ior idepartment. iJust isay, i"I'm isorry iabout ithat.” 
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5. iAsk ithe icustomer, i"What iwould ibe ian iacceptable isolution ito 

iyou?"-Whether ior inot ithe icustomer iknows iwhat ia igood isolution iwould 

ibe, iI’ve ifound iit’s ibest ito ipropose ione ior imore isolutions ito ialleviate 

ihis ior iher ipain. iBecome ia ipartner iwith ithe icustomer iin isolving ithe 

iproblem. i 

6. iSolve ithe iproblem, ior ifind isomeone iwho ican isolve iit— iquickly!-

Research iindicates ithat icustomers iprefer ithe iperson ithey iare ispeaking 

iwith ito iinstantly isolve itheir iproblem. iWhen icomplaints iare imoved iup 

ithe ichain iof icommand, ithey ibecome imore iexpensive ito ihandle iand ionly 

iadd ito ithe icustomer's ifrustration. 

INDUSTRY iPROFILE 

AUTOMOBILE iINDUSTRY iTILL iDATE i 

The iautomobile iindustry iis ione iof ithe ibiggest iindustries iin ithe iworld. 

iBeing ia imajor irevenue iand ijob igenerating isector iit idrives ithe 

ieconomies iof isome iof ithe isuperpowers iof ithe iworld. iIn iIndia ithe 

iautomobile iindustry ihas igrown iby ileaps iand ibounds isince ithe iadvent iof 

ithe iliberalization iera ithe iautomobile iindustry iand iespecially ithe itwo 

iwheeler isegment ihas igrown iby ileaps iand ibounds. i 

The iliberalization ihas idone iaway iwith iprimitive iand iprohibitive ipractices 

iof ilicensing iand irestricted iforeign iinvestment ihave ibeen idone iaway 
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iwith. iThe iresult iof iwhich iwas ithe ientry iof iforeign iplayers iinto ithe 

iIndian imarket. iThe itwo iwheeler isegment iwas ilargely idominated iby 

iAutomobile iProducts iof iIndia i(API) iand iEnfield iin ithe i50s. iLater ion 

itowards ithe iend iof ithe i50s iBajaj iAutos ibegan iimporting iVespa iscooters 

ifrom iItalian icompany iPiaggio. iIn ithe ifollowing idecades ithe iautomobile 

iindustry iin iIndia iwas imainly idominated iby iscooters iwith iAPI iand ilater 

iBajaj idominating ithe imarket. iThere iwere ivery ifew iproducts iand ichoices 

iavailable ias ifar ias imotorcycle iis iconcerned iand iEnfield ibullet iand 

iRajdoot idominated ithe imarket. iThe i80s isaw ithe ientry iof iJapanese 

icompanies iin ithe iIndian imarket iwith ithe iopening iup iof ithe imarket ito 

iforeign icompanies. iHero iHonda iand iTVS iSuzuki iare icompanies iformed 

iin ithis iera iof imarket ireform. iThe imarket iwas itill ipredominantly iscooter 

idominated iand iBajaj iand iLML iwere ithe ileading ibrands iproducing ithe 

iproducts iat ithat itime. 

Year iagainst ia itotal iof i11,175,479vehicles iproduced iduring ithe iyear. 

India iemerged ias iAsia's ifourth ilargest iexporter iof iautomobiles, ibehind 

iJapan, iSouth iKorea iand iThailand. iIndia’s iautomobile isector iconsists iof 

ithe ipassenger icars iand iutility ivehicles, icommercial ivehicle, itwo iwheelers 

iand itractors isegment. iThe itotal imarket isize iof ithe iauto isector iin iIndia 

iis iapproximately iRs i540 ibillion iand ihas ibeen igrowing iat iaround i8 

ipercent iper iannum ifor ithe ilast ifew iyears. iSince ithe ilast ifour ito ifive 

iyears, ithe itwo iwheelers isegment ihas idriven ithe ioverall ivolume igrowth 
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ion iaccount iof ithe ispurt iin ithe isales iof imotorcycles. iHowever, ilately ithe 

ipassenger icars iand icommercial ivehicles isegment ihas ialso iseen ia igood 

igrowth idue ito ihigh idiscounts, ilower ifinancing irates iand ia ipickup iin 

iindustrial iactivity irespectively. iMajor iautomobile imanufacturers iin iIndia 

iinclude iMarutiUdyog iLtd., iGeneral iMotors iIndia, iFord iIndia iLtd., iEicher 

iMotors, iBajaj iAuto, iDaewoo iMotors iIndia, iHero iHonda iMotors, 

iHindustan iMotors, iHyundai iMotor iIndia iLtd., iRoyal iEnfield iMotors, 

iTVS iMotors iand iSwaraj iMazda iLtd. i 

With ithe ieconomy igrowing iat i9% iper iannum iand iincreasing ipurchasing 

ipower ithere ihas ibeen ia icontinuous iincrease iin idemand ifor iautomobiles. 

iThis, ialong iwith ibeing ithe isecond ilargest ipopulated icountry, imakes ithe 

iautomobile iindustry iin iIndia ia ivery ipromising ione. 

INDIAN iTWO iWHEELER iMARKET 

Ever isince ithe iold iLambretta iscooter iwas ireplaced iwith ithe iflurry iof 

ivibrant itwo iwheeler imodels, iIndian itwo iwheeler iindustry ihas iseen ia 

iphenomenal ichange iin ithe iway ithey iperceive ithe iIndian imarket. iTwo 

iwheeler imanufacturers iare inow icompeting iin ian iever igrowing iconsumer 

imarket iby ibringing iout inew iproducts iand ifeatures. iThe icountry ihas inow 

igrown iinto ithe isecond ilargest iproducer iof itwo iwheelers iin ithe iworld. 

iCurrently ithere iare iaround i10 itwo-wheeler imanufacturers iin ithe icountry, 

iand ithey iare iBajaj, iHero, iHero iHonda, iHonda, iMahindra/Kinetic, iRoyal 
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iEnfield, iSuzuki, iTVS, iand iYamaha. iThere ihave ibeen ivarious ireasons 

ibehind ithis igrowth. iBecause iof ipoor ipublic itransport isystem, ithe icitizens 

ifound iconvenience iin itwo iwheelers. iAdded ito ithis iis ithe ifact ithat ithe 

iaverage iIndian istill idoes inot ihave ithe ipurchasing icapacity ifor ia imore 

iexpensive, ifour iwheeler. iThe istory iof iMr.Ratan iTata iinspired iby ia 

ifamily iof ifour imembers itravelling iin iIndian iroads, inot iconcerned iabout 

isafety iand ithe ievolution iof ithe iidea iof iTATA iNano ihas ibeen iquite 

ifamous iglobally. iThe iIndian itwo iwheeler iindustries ican ibe idivided iinto 

imotorcycles, iscooters iand imopeds. iThe iconsumer ihas ichanged ihis 

ipreference ifrom imopeds ito iscooters iand ithen ito imotorcycles. iThe itrends 

iseen iin ithe ipast ifew iyears iinclude ifemales iincreasingly iusing itwo-

wheelers ifor itheir ipersonal icommutation iand ivarious itwo iwheeler 

imanufacturers idesigning ivehicles ispecially ito icater ito ineeds iof ithis 

isegment. iOne iof ithe iearliest irevolutions iin ithis iindustry iwas iKinetic’s 

iintroduction iof ithe iconcept iof ielectronic/self-start iand iautomatic igears 

iwhich imade itwo iwheelers icomfortable iand iuseable iby iwomen, iwhen 

icompared ito iold iBajaj iChetak iadvertisements iwhich ishowed imiddle iaged 

ifemales iriding ia iBajaj iChetak iscooter. i 

A irecent itrend iin ithe iindustry ihas ibeen ielectric ivehicles, iwhich imostly 

ileverage ion itheir ieco-friendliness iand ilow ioperating icosts, ibut iis istill 

inot iaccepted iwell idue ito ithe ilack iof ireputation iof ithe imanufacturers 

iand ilack iof itrust ion itechnology, iwhich iis istill ibeing iperceived iin ithe 
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inascent istages, iespecially ibattery iand iinverters iwhich iprove ito ibe ivery 

iexpensive icomponents. iTVS irecently ileveraged ithis iopportunity iby 

ilaunching ia ihybrid imodel iof itheir inon igeared iscooter i– iTVS iScooty. 

iThe iend iof ithe ilast idecade isaw iBajaj itaking ia iradical idecision ito ido 

iaway iwith ithe iScooter irange iand icompletely iconcentrate ion imotorcycles, 

iespecially istating ichange iin icustomer’s ipreference ias ithe imain ireason. 

iThe icustomers iare ileft iwithout ia ichoice iin imost icases ithan ito imigrate 

ifrom ithe itraditional iscooters iof ithe iIndian ifamily ito ithe iall iyouthful 

ibikes. 

 

 

 

 

 

TOP iEXPORT iDESTINATIONS 

 i i i i i i i i i i i i i i iThe iIndian iAutomobile iindustry ihas iattained inew 

iheights iin ithe ilast iten iyears. iIt ihas iseen ithe ivehicle iproduction igrowing 

irapidly iand iindustry ihas ibeen imaking isignificant icontribution ito ithe 

iemployment, idirectly iand iindirectly, iand ialso ito ikitty iof iindirect itaxes. 

iToday, iall imajor iOEMs iare iin iIndia iand imany iof ithem ihave imade 

iIndia ia ihub ifor itheir ismall icars iand iexports. 
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In iDecember i2006, iGovernment ihad iformulated ia iten-year iAutomotive 

iMission iPlan iwith ian iaim ito iachieve idomestic ivehicle imarket iof i$82-

119bn iby i2016 iand i$12bn iexport iof ivehicles. iIt ialso iaimed iat imaking 

iIndia i7thlargest ivehicle iproducing icountry iin ithe iworld iby i2016. iAnd, 

iwe ihave ialready iachieved ithis imilestone iin i2010, iwhich iis igood isix 

iyears iahead iof ithe itarget. 

• In ithis icategory, iSAARC icountries ihave ibeen ione iof ithe ikey 

idestinations ifor iIndian iexports iwith ithree iof ithe iSAARC icountries, 

iSri iLanka, iBangladesh iand iNepal ifeaturing iin ithe itop i6 iexport 

idestinations ifor iIndian itwo iwheelers isegment. iHowever, iexports ito 

iSri iLanka, iwhich iused ito ibe ithe ilargest iimporter iof itwo iwheelers 

ifrom iIndia iin i2006-07, ihave ifallen iby ialmost i20% isince i2006-07 ito 

ireach ia ilevel iof i$ i63mn iof iexports iin i2009-10. 

• The itop imost idestinations ifor iexports iin ithis isegment iis iNigeria 

iwhich iimported itwo iwheelers iworth i$ i103mn iin ithe iyear i2009-10 

iup ifrom i$ i85mn iin i2008-09, ia igrowth iof i21% iapproximate. iIn 

ifact, iNigeria ihas iemerged ias ione iof ithe ifastest igrowing idestination 

ifor iIndian itwo iwheeler iexports iover ipast i4 iyears. iIndia iexported 

itwo iwheelers iworth imerely i$ i6mn iin iNigeria iin i2006-07 iwhich ihas 

igrown iby i15 itimes ito ireach ian iexport ilevel iof i$ i103mn iin i2009-

10. iAmongst ithe itop i5 iexport idestinations iin ithis isegment, iColombia 
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iexperienced ithe ihighest iincrease iin igrowth iof iimports ifrom iIndia iin 

i2009-10. iExports iof itwo iwheelers ito iColombia iincreased iby i45% iin 

i2009-10 iover i2008-09. 

FUTURE iPROJECTIONS 

• The iIndian iautomobile iindustry iis iexpected ito igrow ito iUS$ i40bn iby 

i2015 ifrom ithe icurrent ilevel iof iUS$ i10bn iin i2009. iBy ithe iyear 

i2016 ithe iindustry iis iexpected ito icontribute i10% iof ithe ination’s 

iGDP. iThe iindustry imanufacturers iover i11mn ivehicles ia iyear 

iemploying imore ithan ithree imillion ipeople. 

• The igreatest ichallenge iand icompetition iwould ibe ifrom ithe iChinese 

iautomobile iindustry. iIt ihas ibeen iable ito igive istiff icompetition ito 

iIndia iinf iterms iof iproductivity, icost iof imanufacturing iand 

itechnology. iAgain ithe ipresent itrend iof iexcess imanufacturing 

icapability, ireduced imargins iput iadditional ipressure i i ion ithe 

iindustry. 

• On ithe ipositive iside, iIndia’s istrength iin isoftware isector, icombined 

iwith iskilled ilabor iand ilow icost iof imanufacturing ishould iplace iit iin 

ia ifavorable iposition iglobally. 

• Two iwheeler iindustry igains imore iprofit iConsidering ithe iscenario iof 

itraffic iand iroads iin iIndia, iand ithe irate iat iwhich iinfrastructure iis 

igrowing iin icomparison iwith ithe imarket, iany ifool iwill iprefer ito 
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itravel iin ia itwo iwheeler i(for iregular iuse, inot ifor ipicnic ior itime 

ipass ior ionce iin ia iwhile itrips). iFor ithe isimple ireason ithat, iwith ia 

itwo iwheeler, isneaking ianywhere iis ifar ieasier ithan ia ifour iwheeler. 

iAnd idefinitely ifaster itoo. iAnd ithen icomes ithe ibigger iproblem iof 

iparking. iTwo iwheelers ican ibe iparked ianywhere ion ithe iroad, ibut 

ithat’s inot ithe icase iwith ia ifour iwheeler. iSo, ithe iwhole ipoint iis 

iunless ithere iis isome iway iwhere ithese itwo iissues iare iaddressed, iI 

idon’t ithink ianything isignificant iis igoing ito ihappen. 

• It igives ithe ioptimistic iview iabout ithe iindustry iand ithe ioverall 

iindustry ishows ipositive igrowths iwhich irecommend ithe iinvestors ito 

ikeep ia igood iwatch ion ithe imajor’s iplayers ito ibenefit iin iterms iof 

ireturns ion itheir iinvestments. 

 

 

 

 

 

 

RECENT iTRENDS iIN iTWO iWHEELER iSECTOR 
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• The iinternational itrends isuggest ithat ithe igrowth iof ithe itwo-wheeler 

imarkets iwill icontinue iunabated ifor isome itime. iIn ivalue iterms, ithe 

iBRIC imotorcycles imarket igrew iby i14.7% ibetween i2006 iand i2010 

ito ireach ia ivalue iof i$32.4 ibillion i(Brazil ialone igrowing iby i32% 

ipa). iBy i2013, ithe imarket iis iforecast ito ihave ia ivalue iof i$54.7 

ibillion. 

• The iglobal imotorcycle idemand ihas ibeen igrowing iat i6-7% ipa iand 

iis iestimated ito ibe iabout i80-85 imillion iunits iper iannum. iIndia ihas 

iemerged ias ione iof ithe ikey iplayers iwith ia idomestic imarket ithat iis 

inearly iabout i11% iof ithe iglobal imarket iand igrowing isignificantly 

ifaster. iThe ihigh ibase iimplies ithat iIndia iand iIndian icompanies iare 

iset ito ienter ia istage iwhere ithey iare ilikely ito ibe ithe ipreferred 

isuppliers ifor imotorcycles. iThis iis ilikely ito ilead ito ifurther 

iinnovations iand iefficiency igains. 

• Of icourse, ithe iIndian imarket iis isignificantly idifferent iwith ithe 

isegment ibelow i150 icc ibeing ithe idominant isegment. iThis iis iunlike 

ithe ideveloped iworld, iwhere iit iis ithe ilarger ibikes ithat idominate 

ithe imarket ivolumes. iIndian iconsumption iis ialso ilikely ito ishift 

isignificantly itoward iinternational itrends, ibut iin ithe iforeseeable 

ifuture, iit iis ithe ismaller ibikes ithat iwill iremain ithe imainstay. 
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HISTORY iOF iTHE iCOMPANY 
Mid i19th icentury iEngland iThe ifirm iof iGeorge iTownsend i& iCo. iopened 

iits idoors iin ithe itiny ivillage iof iHunt iEnd, inear ithe iWorcestershire itown 

iof iRedditch. iThe ifirm iwas ispecialized iin isewing ineedles iand imachine 

iparts. iIn ithe ifirst iflush iof ienterprise, iflitting ifrom ione iopportunity ito 

ianother, ithey ichanced iupon ithe ipedal-cycle itrade. iLittle idid ithey iknow 

ithen ithat iit iwas ithe ibeginning iof ithe imaking iof ia ilegend. iSoon, iGeorge 

iTownsend i& iCo. iwas imanufacturing iits iown ibrand iof ibicycles. iAnd iin 

i1893 iits iproducts ibegan ito isport ithe iname 

i‘Enfield’ iunder ithe ientity iEnfield 

iManufacturing iCompany iLimited iwith ithe 

itrademark i‘Made iLike ia iGun’. iThe imarquee iwas iborn. 

INDUSTRY i i i i i i i i i i i i i i i i i iMotorcycles, iLawnmowers 

SUCCESSOR i i i i i i i i i i i i i i iRoyal iEnfield iMotors i(formerly iEnfield iof 

iIndia) 

FOUNDED i i i i i i i i i i i i i i i i i i i1893, ias iEnfield iManufacturing iCo. 

iLtd. 

DEFUNCT i i i i i i i i i i i i i i i i i i i i1971 

HEADQUARTERS i i i i i iRedditch, iWorcestershire, iEngland 
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KEY iPEOPLE i i i i i i i i i i i i i iFounders iAlbert iEadie iand iRobert iWalker 

iSmith 

PRODUCTS i i i i i i i i i i i i i i i i iRoyal iEnfield iClipper, iCrusader, iBullet, 

iInterceptor. 

Profile iof ithe iOrganization 

Royal iEnfield iis ithe imakers iof ithe ifamous 

iBullet ibrand iin iIndia. iEstablished iin i1955, 

iRoyal iEnfield i(India) iis iamong ithe ioldest 

ibike icompanies. iIt istems ifrom ithe iBritish 

imanufacturer, iRoyal iEnfield iat iRedditch. 

iRoyal iEnfield ihas iits iheadquarters iat iChennai iin iIndia. iBullet ibikes iare 

ifamous ifor itheir ipower, istability iand irugged ilooks. iIt istarted iin iIndia 

ifor ithe iIndian iArmy i350cc ibikes iwere iimported iin ikits ifrom ithe iUK 

iand iassembled iin iChennai. iAfter ia ifew iyears, ion ithe iinsistence iof 

iPandit iJawaharlal iNehru, ithe icompany istarted iproducing ithe ibikes iin 

iIndia iand iadded ithe i500cc iBullet ito iits iline. iWithin ino itime, iBullet 

ibecame ipopular iin iIndia. 

Bullet ibecame iknown ifor isheer ipower, 

imatchless istability, iand irugged ilooks. iIt 

ilooked itailor-made ifor iIndian iroads. 

iMotorcyclists iin ithe icountry idreamt ito 
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idrive iit. iIt iwas iparticularly ia ifavorite iof ithe iArmy iand iPolice 

ipersonnel. iIn i1990, iRoyal iEnfield iventured iinto icollaboration iwith ithe 

iEicher iGroup, ia ileading iautomotive igroup iin iIndia, iin i1990, iand 

imerged iwith iit iin i1994. iApart ifrom ibikes, iEicher iGroup iis iinvolved iin 

ithe iproduction iand isales iof iTractors, iCommercial iVehicles, iand 

iAutomotive iGears. iRoyal iEnfield imade icontinuously iincorporating inew 

itechnology iand isystems iin iits ibikes. iIn i1996, iwhen ithe iGovernment iof 

iIndia iimposed istringent inorms ifor iemission, iRoyal iEnfield iwas ithe ifirst 

imotorcycle imanufacturer ito icomply. iIt iwas iamong ithe ifew icompanies iin 

iIndia ito iobtain ithe iWVTA i(Whole iVehicle iType iApproval) ifor imeeting 

ithe iEuropean iCommunity inorms. iToday, iRoyal iEnfield iis iconsidered ithe 

ioldest imotorcycle imodel iin ithe iworld istill iin iproduction iand iBullet iis 

ithe ilongest iproduction irun imodel. 

2010 iAWARDS 

The iNew iYear isaw ithe idawn iof iIndia's imost iprominent iautomotive 

ishow, ithe iAuto iExpo i2010. iHeld ibetween iJanuary i5th iand i11th iat ithe 

iPragati iMaidan iin iNew iDelhi, ithe ievent isaw imore ithan i400 iglobal 

ibrands ishowcasing inew itechnology, iproducts iand ishow-off iconcepts. 

Royal iEnfield iwas ialso ia ipart iof ithe ievent, idisplaying ithe irecently 

ilaunched iRoyal iEnfield iClassic i500 iEFI iand ithe iRoyal iEnfield iClassic 

i350. iThe imain istays iof ithe iRoyal iEnfield idisplay iwere ithe isoon ito ibe 
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ilaunched ivariants iof ithe iClassic i- ithe iRoyal iEnfield iClassic iChrome 

iand ithe iRoyal iEnfield iClassic iBattle iGreen. i 

The iExpo iturned iout ito ibe ia irather irewarding iexperience ifor iRoyal 

iEnfield iwith ithe iRoyal iEnfield iClassic iand ithe iMarketing iteam ipicking 

iup ias imany ias ifive iawards. i 

 

 

Awards i2010: 

- iApollo iAuto iIndia iAwards i2010: iBest iBrand 

- iZigwheels.com iViewers iChoice iBike iof ithe iYear i2009 

- iZigwheels.com iBike iof ithe iYear iabove i251cc 

- iNDTV iProfit iCar i& iBike iAwards i2010: iMotorcycle iof ithe iYear iabove 

i250 icc. 

- iNDTV iProfit iCar i& iBike iawards i2010: iBest iPR iCommunications 

iTeam. 

 
1891 iA iLittle iTrouble-Townsend igot ihimself 

iinto ia ibit iof ifinancial itrouble iin iabout 

i1890 iand icalled iin isome ifinanciers ifrom 

iBirmingham. iUnfortunately, ithey ididn’t iquite 

isee ieye ito ieye. iSo iTownsend iparted iways 

iwith ithe ifinanciers ileaving ithe icompany ito 
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ithem. iThe ifinanciers ithen ibrought iin iAlbert iEadie iand iR.W. iSmith. 

iThey itook icontrol iof iTownsend’s iin iNovember i1891. iThe ifollowing 

iyear ithe ifirm iwas ire-christened i‘The iEadie iManufacturing iCompany 

iLimited’. iSoon iafter, iAlbert iEadie igot ia ilucrative icontract ito isupply 

iprecision irifle iparts ito ithe iRoyal iSmall iArms iFactory iin iEnfield, 

iMiddlesex. i 

 

1892 iKick iStarting iRoyal iEnfield-A inew icompany 

iwas icreated ito imarket ithese inew idesign 

ibicycles icalled i‘The iEnfield iManufacturing 

iCompany iLimited’. iBy iOctober i1892, ithe 

iEnfield ibikes iwere iannounced ito ithe ipublic. iThe ifollowing iyear ithe 

iword iRoyal i(after ithe iRoyal iSmall iArms iCompany) iwas iadded iand ithus 

iRoyal iEnfield ibegan. iThen iin i1893 ithe iRoyal iEnfield itrademark i‘Made 

ilike ia iGun’ iappeared. iBritain iwas icaught iup iin ia ipatriotic ifervor iand 

ithe islogan icaught ithe ispirit iof ithe itime. iIn i1899 ithe ifirst imechanical 

ivehicle iwas iadvertised iby iEnfield iCycle iCompany. iIt iwas iavailable iin 

iboth itricycle iand iquadric icycle iform, ipowered iby ia iDe iDion i1.5 ihp 

iengine. iThe ihigh iwheels, isolid itires, iblock ichains iand iheavy icross 

iframes ihad iby ithen igiven iway ito iDiamond iframes, ithe iHyde iFreewheel, 

iEnfield i2 ispeed ihub iand ithe iwell iknown iEadie iCoaster. iThen icame ithe 
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i‘Riche iModel’ iwith imore irefined ifittings. iBy i1907, ithe icycle iindustry 

iwas istill iheadquartered iat iRedditch, iproducing irun-of-the-mill 

iconventional icycles. 

 

1897-Quadricycles 

In i1897, iR. iW. iSmith ibuilt ihimself ia 

iquadric icycle i– ia isimple ibike iwith ifour 

iwheels iand ia iFrench iengine iplaced iunder 

ithe isaddle ibetween ithe irear iwheels. iDuring 

ithe inext itwo iyears iseveral idevelopments iwere imade. iAbout ithen, ian 

iEnfield iquadric icycle icompleted ithe i1,000-miles iroad itrial iof i1900 

iorganized iby ithe iAutomobile iClub iof iGreat iBritain iand iIreland. iThe 

iEnfield ivehicle iwas iawarded ithe isilver imedal, ialthough iit ihad iits ishare 

iof itroubles iand ibreakdowns. 

 

 

THE iINTERWAR iYEARS i(1921 i- i1930) 

1924 iThe iFirst iFour-stroke-The iinterwar iyear 

iwas ia iperiod iwhen ithe isidecar ireached iits 

izenith. iIn iJuly i1925, ithe iRoyal iEnfield iV-

Twin-engine iDairyman’s iOutfit itook ipart iin 
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ithe iACU iSix iDays’ iTrial ifor iCommercial iSidecars iand iobtained ia 

iSpecial iCertificate iof iMerit ifor icompleting ian iarduous icourse iwithout 

iloss iof imarks. iThe iyear i1924 isaw ithe ilaunch iof ithe ifirst iEnfield ifour-

stroke i350cc isingle iusing ia iJAP iengine. 

 

1928-The iDepression i i i i i i i i i i i i i i i i i i i i i i i i i i i 

i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

In i1928, iRoyal iEnfield iadopted isaddle itanks 

iand icenter-spring igirder ifront iforks i– ione iof 

ithe ifirst icompanies ito ido iso. iThe ibikes inow 

iwith ia imodern iappearance iand icomprehensive irangemeant icontinuous 

isales ieven iduring ithe idark idays iof idepression iin iGreat iBritain itowards 

ithe iend iof i1930. iIn i1927 iRoyal iEnfield iproduced ia i488cc iwith ia ifour-

speed igearbox, ia inew i225cc iside-valve ibike iin i1928, iand ia ifour-stroke 

isingle iin i1931. iSeveral imachines iwere iproduced iin ithe inext idecade, 

ifrom ia itiny itwo-stroke i146cc iCycar ito ian i1140cc iV-twin iin i1937. iCan 

iyou ieven iimagine ithat iRoyal iEnfield’s irange ifor i1930 iconsisted iof i13 

imodels! 

ESTABLISHING iBULLET i(1931 i- i1940) 

1933 iThe iBullet iArrives-In i1931 ia ifour-valve, 

isingle-cylinder iwas iintroduced, iand ichristened 



 
 

40 
 

i'Bullet' iin i1932. iIt ihad ian iinclined iengine iand ian iexposed ivalve igear. 

iIt iwas ithen ithat ithe ifirst iuse iwas imade iof ithe inow ifamous iBullet 

iname. iLonger istroke, ifour-valve ihead iexposed ivalves iand iheavily ifinned 

icrankcase iwas ithe ifeatures ithat iran ifrom i1932 iuntil ithe iend iof i1934. 

 

1940 iThe iSecond iWorld iWar-The imost iwell 

iknown ioffering ifor ithe iSecond iWorld iWar 

iwas ino idoubt ithe i‘Flying iFlea’. iAlso iknown 

ias ithe i‘Airborne’, ithis ilightweight i125cc ibike 

iwas icapable iof ibeing idropped iby iparachute iwith iairborne itroupes. iThe 

iFlea iwas ifitted iinto ia isteel itubular icage icalled ithe i‘Bird iCage’, iwhich 

ihad ia iparachute iattached ito iit. iThe icage iaided iin ipacking iturning 

ihandlebars ieasily. i 

POST iWAR iBULLETS i(1941 i- i1950) 

1948 iBigger iand iBetter-The i1939 iBullet i350 

ikick-started ithe ipost-war imodels. iThey iused 

itwo irocker iboxes ifor ithe ifirst itime. iThis 

ienabled ibetter igas iflow iand iconsequently 

ihigher ivolumetric iefficiency. iRoyal iEnfield’s iown idesigned iand 

imanufactured itelescopic ifront ifork iplaced ithe iRedditch imarquee iat ithe 

ivery iforefront iof imotorcycle idesign. iThe ibiggest iadvancement iintroduced 

iby ithe inew iBullet iwas iits iswinging iarm irear isuspension isystem iand 
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ihydraulic idamper iunits ithemselves. iIn i1947 iEnfield imade ia iJ2 i- ithe 

ifirst imodel iwith ia itelescopic ifront iend, ifollowed iin i1948 iby ia i500cc 

itwin i(Enfield's i25bhp ianswer ito ithe iTriumph iSpeed iTwin), iwhich istayed 

iin iproduction iuntil i1958. 

1949 iThe iIndian iDebut-In i1949, ithe i350cc 

iBullet iwas ilaunched iin iIndia, iwhen iMadras 

iMotors iwon ian iorder ifrom ithe iIndian iArmy 

ifor ithe isupply iof imotorcycles. iIt iwas ithe ibeginning iof ithe ireign iof ithe 

iBullet iin ithe isubcontinent. iThe iMadras iMotor iCompany istarted ioff iby 

ireceiving ithe iBullet iin ikits iand isimply iassembling ithem. iThen ithey 

ibegan imaking ithe iframes. iAfter ithis iEnfield istarted isending ithe iengine 

iin iparts ito ibe iassembled iin iIndia. iEventually ithey iwere ialso 

imanufacturing ithe iengines, iwhich imeant ithat ithey iwere imaking ithe 

icomplete ibike. iFor ithe inext ithirty iyears, ithe idesign iof itheir ibike 

iremained iunchanged! iIn i1950, iseveral imodels iwere iintroduced: ithe 

i650cc iMeteor itwin; ia i250cc iClipper; ia ishort istroke i250cc iCrusader; 

i250cc iTrials; iSuper i5; iContinental; i500 iSports iTwin; iSuper iMeteor; 

iConstellation iand ithe iInterceptor. 

A iTALE iOF iTWO iCITIES i(1951 i- i1960) 
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1951-In ithe iUK…Never ibefore iin iBritish 

iautomobile ihistory ihad iso imuch ibeen idone 

iin ia isingle idecade, inot ijust iby iRoyal 

iEnfield, ibut ithe ievery iother imarquee iof ithe 

itime. iAll inew iengines, iall inew iconfigurations, inew ipaint ischemes, inew 

icapacity iclasses… ithe imotorcyclist ihad inever ihad isuch ia iwide ichoice 

iever ibefore. iThe i1950s isaw ithe imarket iopen iup iboth iways, idownwards 

ifor ismaller icapacity, ilight iand imaneuverable imachines, iand iupwards ifor 

ilarger icapacity, ihigh ipowered iand ireliable imotorcycles. iThe iRoyal 

iEnfield ishowrooms iin ithe iUK isaw ieverything ifrom i125cc itwo istrokes 

ito ithe imighty700ccMeteor. 

1955-Meanwhile iin iMadras…The iIndian iArmy, ithe 

isole ireason iwhy ithe iBullet iwas ibrought ito iIndia 

iin ithe ifirst iplace, iinsisted ithat ithey iwould 

icontinue idoing ibusiness iwith iMadras iMotors ionly iif ithe iBullet iwas 

iproduced iindigenously. iThe iEnfield iIndia iBullet iof ithe ilate ififties iwas 

iquite ia idifferent imotorcycle ifrom ithe ione iwe iare iused ito itoday. iUsing 

ithe ifamed iLucas iMagdyno iignition isystem, ithe i1955 iBullet iwas ialmost 

ia iclone iof ithe i52 iRedditch iBullet. iThe iframe, ielectrician iware iand 

irolling ichassis, ihowever, iwere ito iundergo imany ichanges iover ithe inext 
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iten iyears, iwith ithe iBullet islowly ievolving iinto ithe ifamiliar iform iwe 

iknow iand ilove itoday. 

ALL iTHAT iENFIELD'S iISN'T iA iBULLET i(1971 i- i1980) 

1973 iThe iMini iBullet-With ithe isuccess iof ithe 

iSherpa, iEnfield iIndia ilaunched ithe i173cc 

iVilliers-powered iCrusader iin iIndia iin i1973. 

iA itotally iindigenous ieffort, ithis ismall 

imotorcycle iused imany iBullet ichassis iparts, 

iincluding ifork ilegs iand imudguards, iand iinstantly ifound ia imarket iamong 

ithe imany ithat iwanted ia iBullet, ibut iwere idiffident iabout ihandling iit’s 

iweight iand isize. iThe iMini iBullet itoo iwas iintroduced ithis iyear. iThis 

imotorcycle iwas ia i200cc itwo istroke isporting i‘contemporary’ idesign. 

iEnfield iIndia iattempted ito ireach iout ito ithe iyoung imarket, iproviding 

ithem iwith ia izippy, ireliable iand ieconomical itwo-stroke. i 

TOUGH iTIMES iAHEAD i(1981 i- i1990) 

1983 iHere icomes ithe iLightweights-Like ithe 

iadage ithat igoes, i"when ithe igoing igot itough, 

ithat's iwhen ithe itough iget igoing". iEnfield 

iIndia igot isquarely iinto ithe ifray iwith ia islew iof ilightweight imachines. 

iThe i50cc iSilver iPlus istep-through iand iExplorer imotorcycle iare ilaunched. 
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iPowered iby ithe iZundapp-engineered i50cc, i6.5hp itwo istroke imotors, 

ithese ibikes iredefined ithe ientry-level isegment. iThe iSilver iPlus, iinitially ia 

itwo-speed iand ithen ilater ia ithree ispeed, ifound ia iready imarket inot ionly 

iamong ithe iyoung ioffice igoing imale, ibut iamong ian iincreasing inumber 

iof iwomen iwho ifound ithe istep-through idesign iconvenient. iThe iExplorer, 

iwith iits icontemporary ibikini ifairing iand i'fastback' itailpiece. iBoth ibikes 

isported ialloy iwheels, ia ifirst iin iIndia. iClose ion ithe iheels iof ithe ilittle 

iwonders icame ithe iFury i175. iPowered iby ia i175 iZundapp itwo-stroke 

iengine iwith ia ifive-speed igearbox, ithis irefreshingly iquick imotorcycle 

icame ifitted iwith ia ihydraulic idisc ibrake. iAgain ia ifirst iin ithe icountry. 

iAnd ia ibike, imany ifeel, imuch itoo iearly iin iINDIA. 

1984 iBrand iNew iVintages-The i80s ialso isaw ithe 

iBullet iin imany idifferent iavatars. iThe iDeluxe 

imodels iappeared, iin iresplendent ichrome iand 

imetallic icolors, iand i12 ivolt ielectrical iwere 

ioffered ias ian ioption, ito iaid iin ibrighter ilighting iand ieasier istarting. iIt 

iwas ialso ithe iyear iwhen iEnfield iIndia igrew iconfident ienough iabout itheir 

iflagship iproduct ito ibegin isending i'coals iback ito iNewcastle'. iOwing ito 

itheir istatus ias i'brand inew ivintages', iEnfield iBullets ifound ia istrong iniche 

imarket iin ithe iUK iand iEurope, iamong ipeople ilooking ito icome iback ito 
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imotorcycling. 

ENFIELD iBECOMES iROYAL iENFIELD i(1991 i- i2000) 

1990 iHeavy iFuel-The i1990's isaw imany irevolutionary imodels ifrom ithe 

icompany. iThe iTaurus iDiesel iwas ithe ifirst 

iproduction iDiesel imotorcycle iin ithe iworld. 

 

1993 iBullet i500-The iBullet i500 iwas ilaunched iin 

iJune ithis iyear. iIt iwent ion ito ibecome ithe imost icoveted imodel. 

1994 iEicher iacquires iEnfield-In iMarch ithe iailing icompany igot ia inew ilease 

iof ilife iwhen iEicher igroup iacquired iEnfield iIndia iCompany. iThe 

icompany iname ichanged ito iRoyal iEnfield iMotors iLimited. 

ROYAL iENFIELD i(2001 i- i2010) 

2001-The iDare iDevils, ithe imotorcycle idisplay iteam iof ithe iCorps iof 

iSignals, iJabalpur iforms ia iHuman iPyramid iof i201 imen ion i10 iEnfield 

i350cc ibikes iand irides ia idistance iof imore 

ithan i200 imeters. i 

 

2002-India’s ifirst iCruiser i– iThe 

i‘THUNDERBIRD’- iis ilaunched.BBC iWheels iawards iit i‘The iBest iCruiser 

i2002’ ititle. iThe iBullet iMachismo ienters icommercial iproduction. iDan 
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iHolmes iand iJohnny iSzoldrak iwon ithe iNational iRoad iRace 

iChampionship i(60’s iClass) ion ia iBullet. 

2003 

The ifirst i‘RIDER iMANIA’ igets itogether iis 

iheld iin iGoa. 

REDS iare iformed iin iPune. 

The iBullet ienters ithe iAutomotive i‘Hall iof iPride’ iat ithe iICICI iOverdrive 

iawards. 

1000 iRiders idescend ion iRedditch ifor ithe iRoyal iEnfield iOwners iClub 

i25th iAnniversary. 

Royal iEnfield iis ione iof ithe itop iten i125-500 icc ibrands iin iUK. 

 

2004-The i2004 iBullet iElectra iis ilaunched. 

The iretro istyled iBullet iMachismo iis irated 

i‘No.1Cruiser’ iin iTNS iAuto icar isurvey. iThe 

iBullet iElectra iInternational iwith ia ilean-burn iengine iis ilaunched iin ithe 

iUK.34 imen iride isimultaneously ion ia iBullet, isetting ia inew iworld irecord. 

 

2005 

Royal iEnfield iIndia iCelebrates i50 

iglorious iyears iof imotorcycling iand 
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iunveils ia iblueprint ifor ithe ifuture. iThe i2005 iBullet iElectra ifeatures ia 

irevolutionary i5-Speed ileft iside igear ishift ithat imakes ithe imarquee imore 

iaccessible ito imotorcyclists. iThe iLegend irides ion… 

2006 

Royal iEnfield idevelops ia ifully iintegrated iTwin iSpark, i5-Speed iengine 

ithat idelivers ia idramatic iincrease iin iperformance iand iefficiency. iThe inew 

iengine iwill ipower iall idomestic iand iInternational imodels ifrom i2007 

ionwards. 

 

2008 

The iThunderbird iTwins iPark iwill ibe ithe ifirst 

imodel ito ifeature iRoyal iEnfield’s 

irevolutionary iUnit iConstruction iEngine. iAll 

ithe iwell iloved ifeatures iof ithe iThunderbird ihave ibeen iretained iand 

ienhanced iin isome icases. iAlso, ithe itwin ibenefit iof iimproved iperformance 

iand iengine iefficiency imakes ithis imotorcycle ihard ito ibeat iin iterms iof 

ipure iriding ipleasure iand ivisual idelight. iThe ievolutionary imix iof iold iand 

inew ifeatures iin ithis imotorcycle iwill isurely idelight iits iowners. 

2009 
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The ismaller itwin iof ithe iClassic i500, ithe iClassic i350 iwill ihold iits iown 

iagainst iany iother imotorcycle iand ithen ipull isome imore. iThe iClassic i350 

ishares iits ipowerplant iwith ithe iLegendary iThunderbird. iThe itorque ito 

iflatten imountains iand ithe ifuel iefficiency ito icross ientire iranges icomes iin 

ithe isame iunderstated iyet icharming istyling. iThis iis ia imotorcycle ithat 

idoes inot ineed ito ishout ito ibe iheard. iBorn iof ia irich iheritage iand ibred 

iwith iRoyal iElegance ithis i350cc ithumper ihas iall ithe iqualities iof ia 

itypical iRoyal iEnfield. iAppreciated ithen, iappreciated inow... 

Why iride ia ilesser ibike. iNothing imore ito ibe isaid. 

 

 

 

 

The iClassic i500 icomes ito iIndia. iArmed iwith ia ipotent ifuel iinjected 

i500cc iengine iand iclothed iin ia idisarmingly iappealing ipost iwar istyling, 

ithis ipromises ito ibe ithe imost icoveted iRoyal iEnfield iin ihistory. iFor 

ithose iwho iwant iit iall. iThe ipower, ithe ifuel iefficiency, ithe ireliability iand 

isimple, iyet idrop idead igorgeous iclassic istyling. iThe iclassic iturns iheads 

inot ibecause iit iwants ito ibut ibecause iit ican’t ihelp iit. iYou iwill iappreciate 
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ithe ibeat inot ijust ifor ithe imusic iit icreates ibut ialso ifor ithe imuted ifeeling 

iof istrength iand ipower ithat iit isignifies. iThe iview iis isimply ibetter iwhen 

iyou iare iastride ia iRoyal iEnfield iClassic i500 i– iwhether imoving ior istill. 

iNothing imore ito ibe isaid. 
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Army's istunt iriders ibreak irecord- i i i i i i 

i i i i i i i i iARMY iPERSONNEL iIN iPATNA iSET iRECORD 

iOF iCARRYING i48 iPERSONS iON iONE iBIKE iIndian 

iArmy ipersonnel ibroke ia iworld irecord iby ibeing ithe 

ionly iteam iin ithe iworld ito icross ia istaggering 

idistance iof i1000 imeters icarrying i48 ipersons ion ia isingle imoving i500 icc 

iRoyal iEnfield imotorcycle.' iTornadoes', ithe imotorcycle idisplay iteam iof 

iArmy iService iCorps itoday ibroke itwo iworld irecords iby ibeing ithe ionly 

iteam ito iachieve ia istaggering idistance iof i1100 imeters iwith i54 ipersons 

ion ia isingle ibike. iThey ibroke ithe irecord iof iCorps iof iMilitary iPolice 

iwho icarried i48 ipersons ion ia isingle imoving i500 iCC imotorcycle ihere 

irecently. iThe iteam iwhile iexhibiting iextraordinary iskill, icourage, 

iendurance iand imental istrength, ientered ithe iannals iof irecord ibooks iby 

iperforming ithis ibreathtaking ifeat ion ia i500 iCC iRoyal iEnfield imotorcycle 

iat ithe iRunway iof iAir iForce iStation iYelahanka iin ithe ipresence iof ia 

ilarge inumber iof imilitary iand icivil idignitaries. iThe i'Tornadoes' iwas 

iraised iin i1982 iafter ihaving igiven ia istupendous idisplay iof idaredevilry iin 

ithe i1982 iAsian iGames. i"Since ithen ithe imen iof ithe iTornadoes iTeam iby 

itheir isheer igrit, idetermination iand ispirit iof iadventure ihave icreated ia 

iniche ifor ithemselves iby irewriting ivarious irecords," ithe irelease isaid.The 

iteam iat ione ipoint iof itime ihad iachieved ithe idistinction iof iholding iseven 
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iworld iand inational irecords iof ivarying idegrees iof icomplexity iand 

ifortitude, iit isaid. 

ORGANISATIONAL iSTRUCTURE 
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SWOT iANALYSIS 

MAJOR iPLAYERS iIN iINDIAN iTWO iWHEELER iMARKET 

 

GROUP PLAYERS ATTRIBUTES COMPETITIVE iFORCES 

A Bajaj, iHero iHonda Highly idiversified 

Aggressive 

ipromotion 

- iHigh ibuyer ipower 

- iHighcompetitive 

rivalry 

- iHigh ientry ibarriers 

B TVS Selectively 

idiversified 

Aggressive 

iPromotion 

- iLow ientry ibarriers 

- iNarrow iproduct ilines 

iimply ithat iaggressive 

ipromotions ican ieat iinto 

imarket ishare 

C Honda, iYamaha Selectively 

idiversified 

Moderate 

iPromotion 

-High ithreat iof 

substitution i(Rs i1 ilakh 

icar) 

- iLow ientry ibarriers 

D Royal iEnfield Highly ispecialized 

Low iPromotion 

- iLow ibuyer ipower, 

ihigh ibrand iloyalty 

- iProduct idiversification 

iwill iimply irisk iof ibrand 

idilution 
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SWOT iANALYSIS iOF iTHE iTWO iWHEELER iINDUSTRY 

 

STRENGTHS 

 

• Established ibrands 

• Strong iBrand iName 

• Fuel iefficient 

• Style istatement 

• Convenient iin iheavy itraffic 

• Cheap iand iaffordable 

• Easy iand icheap ifinance 

iavailability 

• Patents 

• Good ireputation iamong icustomers 

 

WEAKNESSES 

 

• Extremely iprice isensitive 

• Short iPLC 

• High iR iand iD icosts 

 

OPPURTUNITIES 

 

• Growing ipremium isegment 

• Increasing idispensable iincome 

• Environmental iconcerns 

• Exports iincreasing 

• Very istrong idemand iin ithe 

i100cc. isegment idominated iby 

ilimited iplayers. 

THREATS 

 

• The iRs.1 iLakh icar 

• Cut ithroat icompetition 

• Increasing inumber iof iplayers iin 

ithe imarket 

• Rising iraw imaterial icosts 

• Increasing irates iof iinterest ion 

ifinance 
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SWOT iANALYSIS iFOR iROYAL iENFIELD, iINDIA 

 

STRENGTHS 

 

• Size iand iscale iof iparent 

icompany 

• Effective iAdvertising iCapability 

• Committed iand idedicated istaff 

• High iemphasis ion iR iand iD 

• Experience iin ithe imarket 

• Established ibrand 

• Established imarket ichannel 

• Power, iSpeed i& iAcceleration 

WEAKNESSSES 

 

• Small ishowrooms 

• Not imuch iemphasis ion 

iaggressive iselling 

• Weak iproduct idiversity 

 

OPPURTUNITIES 

 

• Growing ipremium isegment 

• Global iexpansion iinto ithe 

iCaribbean i& iCentral iAmerica 

• Expansion iof itarget imarket 

i(include iwomen) 

• Increasing idispensable iincome 

• 1st imover iadvantage 

THREATS 

 

• Cut ithroat icompetition 

• Increasing inumber iof iplayers iin 

ithe imarket 

• Rising iraw imaterial icosts 

• Increasing irates iof iinterest ion 

ifinance 
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CHAPTER i3 

RESEARCH 

iMETHODOLOGY 
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INTRODUCTION 

 i i i i i i i i i i iRoyal iEnfield ione iof ithe ipopular ibrand iand ihighest iselling 

ibike iin iIndia iand ioutside iIndia i(USA, iEurope, iAustralia ietc).Royal 

iEnfield imotorcycles ihad ibeen isold iin iIndia ifrom i1949. iIn i1955, ithe 

iIndian igovernment ilooked ifor ia isuitable imotorcycle ifor iits ipolice iand 

iarmy, ifor iuse ipatrolling ithe icountry's iborder. iAs ifar ias ithe imotorcycle 

ibrand igoes, ithough, iit iwould iappear ithat iRoyal iEnfield iis ithe ionly 

imotorcycle ibrand ito ispan ithree icenturies, iand istill igoing, iwith 

icontinuous iproduction. iProduct irange ihas iwidened iand ithe icustomer ihas 

ievolved. i i 

TITLE iOF iTHE iSTUDY 

“A iStudy ion iCustomer iSatisfaction itowards iROYAL 

iENFIELD iBIKES, iDELHI-NCR.” 
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STATEMENT iOF iTHE iPROBLEM 

Customer isatisfaction iplays ia icrucial irole iin ienabling ian iorganization ito 

ichange iand idevelop iwith icustomers. iKeeping ithe iexisting icustomer 

icontended iis igenerally imuch ieasier, itakes iless itime iand iinvolves iless 

iexpense. iThe ireason ifor ithis iis ithat iit itakes imore itime ito ifind inew 

iprospective icustomer. iIn ithis icontext i 

Study iis iconducted iwith ispecial ireference ito icustomer isatisfaction. iA 

icompany ican iearn imore iprofits ionly iwhen iit ihas istrong icustomer icare 

itowards iproduct iand iservices ioffered iby ithe icompany. iSo ito ihave istrong 

icustomer icare iit ihas ito iprovide ia icompetitive iprice ifurther iadvertising 

ito iincrease. 
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OBJECTIVES iOF iTHE iSTUDY 

1. To iunderstand ithe ireasons ifor ipurchasing iRoyal iEnfield ibikes. 

2. To iknow iabout ithe iexperience iafter ipurchase irelating ivarious 

iparameters i(Service, ibike iperformance, imileage ietc). 

3. To iascertain ithe ibarriers ito ipurchasing ia iBullet ifor ia iprospective 

icustomer. 

4. To iascertain ithe ifactors ithat iaffects ithe ichoice iof ia iBullet ias ia 

imotorcycle ifor icommon iman. 

5. To ipropose ian ieffective iPromotional icampaign iplan ifor ibrand 

iRoyal iEnfield. 

6. To idetermine ithe icustomer’s isatisfaction iregarding ibikes iand iafter 

isales iservice. 

 

SCOPE iOF iTHE iSTUDY 
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This istudy iincludes iCustomer’s iresponse iand iawareness itowards ithe 

ibrand, iproducts iand iservices iof iRoyal iEnfield. iThe iresults iare ilimited 

iby ithe isample isize i75 inumbers iand itherefore ithe iopinion iof ionly 

iselected icustomers iis itaken iinto iconsideration. iMainly ithis istudy iis 

iconducted iin iDELHI-NCR iand ithe iscope iis ilimited. 

OPERATIONAL iDEFINITIONS 

1. Customer- iA icustomer i(also iknown ias ia iclient, ibuyer, ior 

ipurchaser) iis iusually iused ito irefer ito ia icurrent ior ipotential ibuyer 

ior iuser iof ithe iproducts iof ian iindividual ior iorganization, icalled ithe 

isupplier, iseller, ior ivendor. 

2. Customer iSatisfaction- iA ibusiness iterm, iis ia imeasure iof ihow 

iproducts iand iservices isupplied iby ia icompany imeet ior isurpass 

icustomer iexpectation. iCustomer isatisfaction iis idefined ias i"the 

inumber iof icustomers, ior ipercentage iof itotal icustomers, iwhose 

ireported iexperience iwith ia ifirm, iits iproducts, ior iits iservices 

i(ratings) iexceeds ispecified isatisfaction igoals." 

3. Respondents- iA iperson iwho ireplies ito isomething, iesp. ione 

isupplying iinformation ifor ia isurvey ior iquestionnaire ior iresponding 

ito ian iadvertisement. 

4. Objective- iAn iend ithat ican ibe ireasonably iachieved iwithin ian 

iexpected itimeframe iand iwith iavailable iresources. 

http://en.wikipedia.org/wiki/Product_%28business%29
http://en.wikipedia.org/wiki/Organization
http://en.wikipedia.org/wiki/Distributor_%28business%29
http://en.wikipedia.org/wiki/Seller
http://en.wikipedia.org/wiki/Vendor
http://en.wikipedia.org/wiki/Business
http://en.wikipedia.org/wiki/Technical_term
http://www.investorwords.com/9570/end.html
http://www.investorwords.com/8894/available.html
http://www.businessdictionary.com/definition/resource.html
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5. Bike- iA imotor ivehicle iwith itwo iwheels iand ia istrong iframe. 

6. Buying- iTo iacquire iin iexchange ifor imoney ior iits iequivalent 

ipurchase. 

 

 

 

 

RESEARCH iMETHODOLOGY 

 i i i i i i i i i i i i i i i i iThe iresearch iwill ibe icarried iout iin ivarious iphases 

ithat iconstitute ian iapproach iof iworking ifrom iwhole ito ipart. iIt iincludes 

isubsequent iphases itrying ito igo ideeper iinto ithe iuser’s ipsyche iand 

idevelop ia ithorough iunderstanding iof iwhat ia iuser ilooks ifor iwhile ibuying 

ia ibike. i 

The ifirst iphase iis icompletely iinternal iwhere iit iis istormed iover ithe imost 

ieffective iroute iof iaction, iconsidering ithat iBullet iusers iin iPATNA iare 

imore iin inumber. 

The isecond iphase iis iwith isome iof ithe iseasoned ibikers iwho ihave ibeen 

iusing iBullets ifor isome itime inow iand iare igenerally iknown iand irespected 

iamongst ithe iBullet icommunity. 
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The ithird iphase iis iwith isome irespondents iwho iwill ibe iinterviewed iwith 

ithe ihelp iof iquestionnaire ikeeping iin imind ithe itime iand icost iconstraints. 

 

 

 

 

 

 

TOOLS iOF iDATA iCOLLECTION 

The iinformation irelevant ifor istudy iwas idrawn ifrom iPrimary idata 

icollected ithrough isurvey imethod, iwhich ialone iwas inot isufficient. iHence 

iSecondary idata iwas icollected ito istudy isuccessfully. 

• Primary idata- iIn iorder ito ifind iout icustomer isatisfaction iregarding 

ibikes iof iRoyal iEnfield iPrimary iData iwas icollected iby ipersonally 

ivisiting ithe idealerships iand ishowrooms. iWith ithe ihelp iof ia iwell 

ilaid iquestionnaire, iI itook ithe ifeedback ifrom ithe icustomers iwho 

iwere icoming ifor ithe iservices iof itheir ibikes iat ithe idealerships. iAs 

iwell ias iI icontacted isome iof ithe icustomers ithrough itelex icalling 

iby itaking ithe idata iabout ithe icustomers ifrom ithe icustomer idata 
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iregister iof ithe idealership. iI iinterviewed ithem iand idiscussed iwith 

ithe ishowroom istaff ias iwell ias iwith ithe iemployees iat iRoyal 

iEnfield iwhich ihelped ime ito iprepare ithe iresearch iReport. 

• Secondary idata-The iSecondary iData icollection iinvolved iinternet 

isearch, ibrowsing imagazines, inewspapers iand iarticles iand ipapers 

irelated ito ithe itwo iwheeler iindustry iin iIndia. iNumerous iJournals 

iand ibooks irelated ito ithe itopic iwere ialso ibrowsed ito iunderstand 

ithe idynamics iof ithe iindustry. 

 

 

TABLE iNo.18 

TABLE iSHOWING i- iTHE iPLACE iOF iSERVICE iOF 

iRESPONDENTS iBIKE 

PLACE iOF 

iSERVICE 

NO. iOF 

RESPONDENTS 

PERCENTAGE 

SHOWROOM 34 45% 

WELL iKNOWN 

iBULLET 

iMECHANIC 

29 38% 

NEARBY iGARAGE 4 6% 

SELF iSERVICE 8 11% 

TOTAL 75 100% 

 



 
 

63 
 

Analysis 

From ithe iabove itable iwe ican isay ithat i45% iof ithe irespondents iprefer 

itheir iservice iof itheir ibike iin ishowroom, i38% iof ithem iwith iwell iknown 

ibullet imechanic, i6% iof ithem iin inearby igarage iand i11% iof ithem iprefer 

iself iservice ito itheir ibike. 

Interpretation 

It iis iclear ithat imost iof ithe irespondents iservice itheir ibikes iin ithe 

ishowrooms iand ialso iwith ia iwell iknown ibullet imechanic. iThere iis ino 

imuch idifference ibut ithis ishows ipeople ihave iless itrust iwith ithe 

ishowroom iservice. 

GRAPH iNo.18 

GRAPH iSHOWING- iTHE iPLACE iOF iSERVICE iOF 

iRESPONDENTS iBIKE 
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TABLE iNo.19 

TABLE iSHOWING- iTHE iRESPONDENTS iOPINION iAND 

iLEVEL iOF iSATISFACTION iABOUT iTHE iCOMPANY iTAKING 

iACTION iTOWARDS iCOMPLAINTS iLODGED iBY iTHE 

iCUSTOMERS 

45%

38%

6%

11%

Showroom Well known bullet mechanic Nearby garage Self service
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YES/NO NO. iOF 

iRESPONDENTS 

PERCENTAGE 

YES 55 73% 

NO 20 27% 

TOTAL 75 100% 
 

 

RESPONSE iFOR 

iSATISFACTION 

NO. iOF 

iRESPONDENTS 

PERCENTAGE 

YES 49 66% 

NO 26 34% 

TOTAL 75 100% 
 

 

Analysis 

The iabove itable ishows ithat i73% iof ithe irespondents iaccept ithat ithe 

icompany itakes iaction itowards ithe icomplaints ilodged iby ithe icustomers 

iand i27% idisagree ifor ithe isame. iAlso ithe isatisfaction ilevel iis i66% iby 

ithe irespondents iand i34% iare inot isatisfied. 

Interpretation 

It iis iclear ithat imost iof ithe irespondents iagree ithat ithe icompany itakes 

iaction itowards ithe icomplaints ilodged iby ithe icustomers iand ialso ithe 

isatisfaction ilevel iof ithe icustomers iis ivery ihigh. iThis ishows iRoyal 

iEnfield ichecks iat ithe icomplaints iregistered iby itheir icustomers ion iregular 

ibasis ito imaintain iits ibrand ivalue. 

 

GRAPH iNo.19 

GRAPH iSHOWING- iTHE iRESPONDENTS iOPINION iAND 

iLEVEL iOF iSATISFACTION iABOUT iTHE iCOMPANY iTAKING 
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iACTION iTOWARDS iCOMPLAINTS iLODGED iBY iTHE 

iCUSTOMERS 

 

 

Point iof isatisfaction 

 

 

 

TABLE iNo.20 
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TABLE iSHOWING- iTHE iRESPONDENTS iOPINION iABOUT 

iPARTICIPATING iIN iTHE iRIDER iMANIA iORGANIZED iBY 

iTHE iROYAL iENFIELD iCLUB 

 

YES/NO NO. iOF 

iRESPONDENTS 

PERCENTAGE 

YES 62 82% 

NO 13 18% 

TOTAL 75 100% 

 

 

Analysis 

The iabove itable ishows ithat i82% iof ithe irespondents iare iwants ito 

iparticipate iin ithe iRider iMania iand i18% iof ithem iare inot iinterested. 

Interpretation 

It iclearly ishows ithat imajority iof ithe irespondents iare ivery imuch 

iinterested iin iRider iMania iand ialso ishows ithat irespondents iare ivery 

ipassionate iEnfield ifans. 
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GRAPH iNO.20 

GRAPH iSHOWING- iRESPONDENTS iOPINION iABOUT 

iPARTICIPATING iIN iTHE iRIDER iMANIA iORGANIZED iBY 

iTHE iROYAL iENFIELD iCLUB 
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FINDINGS 

1. It iis irevealed ithat imajority iof iusers iare ibetween i20 ito i29 iyears. iFrom ithis iwe 

ican iconclude iyounger igeneration iand imiddle iage iare imore iinterested iin iRoyal 

iEnfield imay ibe ibecause ithis iis ithe iage iwhere ithey istart iearning. 

2. It iis iclear ithat imost iof ithe iusers iof iRoyal iEnfield iare imales imostly ibecause 

iof ithe imanly ilook iof ithe ibikes. 

3. Users iare imostly iProfessional imales, i20-35 iyears iof iage iincluding isome 

istudents ibecause iof ithe ilooks iand ipower iof ithe ibike. 

4. Royal iEnfield iis iplacing itheir iproducts iin ithe iappropriate iprice irange. iAs ithe 

ipeople iof ithis iincome ibracket iless ithan i1, i20,000 ican ieasily iafford ithis iBike. 

5. Customers iare inot iattracted ito ionly ione iparticular imodel idue ito ithe ivariants 

iavailable iand ibecause ithe iClassic i500/350 iis ithe inewly ireleased imodels ithey 

iare ifast imoving inow. 

6. Customers iare ieasily iaffording ithe iprice iof iRoyal iEnfield ibikes iand ithey iare 

inot ifeeling imuch iproblem iwith ithe iamount iand ipurchasing iway iof imost iof 

ithe icustomers iis ileading iin icash isector. 

7. Majority iof ithe icustomers idirectly ichose iRoyal iEnfield ias itheir ibike iand idint 

ieven ihave ia ilook iat ithe inearest ialternative ibike iand ithis ishows ithe iloyalty iof 

ithe icustomers itowards ithe ibrand iRoyal iEnfield. 

8. Advertisements iare irarely irecalled iand iare ihighly iineffective iamongst inon-Bullet 

iriders. iIt’s iclear ithat iRoyal iEnfield ishould iconcentrate ion iits iadvertising 

icampaign ito ireach ithe icustomers. 

9. It iclearly ishows ithat imileage iof ithe iRoyal iEnfield ibikes iis ieconomical i& 

imileage ibetween i35 iand i40 ithat itoo ion iIndian iroads iwith iheavy itraffic iis ia 

igreat ideal. 

10.  iMost iof ithe iRoyal iEnfield ibikes idoesn’t ibreakdown iat iall, iit iis inot 

iproblematic iand inot iinvolved iinto irepair ialways. 

11. It iis iclear ithat imost iof ithe irespondents iprefer ito ibuy itheir ibike ibrand inew 

ifrom ishowroom ionly iand imajority iof ithe icustomers iare ivery imuch isatisfied 

iwith ithe iplace iof ipurchase iof itheir iRoyal iEnfield ibike. iThis ialso ishows ithere 

iis imore idemand ifor inew ibikes. 
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12. It iis iclear ithat imajority iof ithe irespondents iare isatisfied iwith ispare iparts 

iavailability iand iwe ican isay ithat iRoyal iEnfield ihas igood idistribution ichannel 

ifor ispare iparts iin ithe icity. 

13. It iis iclear ithat imajority iof ithe ipeople iwho ichoose iRoyal iEnfield ias itheir ibike 

idoesn’t ihave iany iproblems ior iissues iwith itheir ibike’s iperformance. 

14.  iMajority iof ithe irespondents iare isatisfied iwith itheir ibikes ipower iand ipick iup. 

iThis ishows iRoyal iEnfield ihas ian iexcellent isatisfaction ilevel iwithin ithe 

icustomer 

15.  iMajority iof ithe irespondents iare isatisfied iwith itheir ibikes icomfort iand isafety. 

iThis ishows iRoyal iEnfield ihas ian iexcellent isatisfaction ilevel iwithin ithe 

icustomers. 

16.  iMajority iof ithe irespondents iare isatisfied iwith itheir iafter isales iservice iand ifew 

irespondents iare inot iat iall isatisfied. iThis ishows iRoyal iEnfield ihas ia igood 

isatisfaction ilevel iwithin ithe icustomers. 

17.  iIt iis iclear ithat iPeople iwho ichoose inot ito ibuy iBullets ido iso ibecause iof ilow 

ipromotion, ihigh iprice iand imaintenance. iSo iRoyal iEnfield ishould iconcentrate 

ion itheir ipromotional icampaigns iand imake isure iit ireaches ithe icommon iman. 

18. It iis iclear ithat imost iof ithe irespondents iservice itheir ibikes iin ithe ishowrooms 

iand ialso iwith ia iwell iknown ibullet imechanic. iThere iis ino imuch idifference ibut 

ithis ishows ipeople ihave iless itrust iwith ithe ishowroom iservice. 

19. Most iof ithe irespondents iagree ithat ithe icompany itakes iaction itowards ithe 

icomplaints ilodged iby ithe icustomers iand ialso ithe isatisfaction ilevel iof ithe 

icustomers iis ivery ihigh. iThis ishows iRoyal iEnfield ichecks iat ithe icomplaints 

iregistered iby itheir icustomers ion iregular ibasis ito imaintain iits ibrand ivalue. 

20. Majority iof ithe irespondents iare ivery imuch iinterested iin iRider iMania iand ialso 

ishows ithat irespondents iare ivery ipassionate iEnfield ifans. 
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CONCLUSION 

The istudy ihas ihelped iRoyal iEnfield idealers ito iunderstand iwhether ithe 

icustomers iare isatisfied ior inot. iIf inot iwhat iare imain ireasons ifor 

idissatisfaction iof icustomer itowards ithe idealer iand iwhat iare ithe iways iof 

iimproving ithe isatisfaction ilevel iof icustomer itowards idealer. 

We ican iconclude iyounger igeneration iand imiddle iage iare imore iinterested 

iin iRoyal iEnfield, ithe ibuying ibehavior iis igoverned ipredominantly iby ithe 

ineed ifor iPower iand irespect ifor ithe iiconic iBrand iand iusers iare imostly 

iProfessional iMales, i20-35 iyears iof iage, iincluding isome istudents. iMost 

iof ithe icustomers iare iattracted ito inewly ireleased iClassic i350/500, ialso 

icustomers iare ieasily iaffording ithe iprice iof iRoyal iEnfield ibikes iand 

icustomers iare ivery iloyal itowards ithe ibrand iRoyal iEnfield. 

 i i i i i i i i i i i i i iRoyal iEnfield ishould iconcentrate ion iits iadvertising 

icampaign ito ireach ithe icustomers, imileage iof ithe iRoyal iEnfield ibikes iis 

ivery ieconomical iand imost iof ithem iprefer ito ibuy itheir ibike ibrand inew 

ifrom ishowroom iwith ithe ispare iparts iavailable iin imarket ieasily. 

Royal iEnfield ihas ian iexcellent isatisfaction ilevel iwithin ithe icustomer ifor 

iits ipower, ipick iup, icomfort, isafety iand iwith iafter isales iservice. 

It iis iclear ithat iRoyal iEnfield ichecks iat ithe icomplaints iregistered iby itheir 

icustomers ion iregular ibasis ito imaintain iits ibrand ivalue iand ientire iRoyal 

iEnfield iowner iare ipassionate iRoyal iEnfield ifans. 
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QUESTIONNAIRE 

A iSTUDY iON iCUSTOMER iSERVICE iPROVIDED iBY iROYAL 

iENFIELD iAT iDELHI iNCR 

1. iName: i- 

2. iAge 

a. 20-24 

b. 25-29 

c. 30-35 

d. Above i35 

3. iGender 

 i i i i ia. iMale 

 i i i i ib. iFemale 

 i i i i ic. iother 

 i i i i i i i i4. iOccupation 

 i i i i i i i i i i i i i ia. istudent 

 i i i i i i i i i i i i i ib. iPrivate iemployee 

 i i i i i i i i i i i i i ic. igovt. iemployee 

 i i i i i i i i i i i i i id. iself-employee 

 i i i i i i i i i i i i i ie. iothers 

5. iDo iyou ihave iroyal iEnfield ibike? 

a. iYes i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

b. iNo 

6. iWho iinfluence iyou ito ibuy iroyal iEnfield ibike? 

a. iFriends i 

b. iFamily 

c. iDealers 

d. iOthers 
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7. iWhat iis ithe ireason ito ipurchase iRoyal iEnfield ibike? 

a. iBrand iname 

b. iPrice 

c. iFuel ieconomy 

d. iafter isale iservice 

e. iStatus 

f. iAmbience 

8. iDo iyou ithink iroyal iEnfield iestablishes ia ihealthy irelationship 

iwith icustomers? 

a. iyes 

b. iNo 

9. iAre iyou isatisfied iwith ithe ifuel iefficiency iof iyour ibike? 

a. iYes 

b. iNo 

10. iDo iyou ifeel ithe iservice icharges ior irepair icharges iare 

iaffordable? 

a. iYes 

b. iNo 

11.Do iyou iget iin itime idelivery iof iyour iBike iafter iservicing? 

a. iYes i 

b. iNo 

12. iDoes ithe iproducer’s iadvertisement iinfluence iyou ifor 

imaking ipurchase? 

 i i ia. iyes 

 i i ib. ino 

13. iIf iopportunity iarises iin ifuture ito ibuy ia ibike, iwould iyou 

iprefer ito ibuy ia iRoyal iEnfield ibike iagain? 

 i ia. iyes 

 i ib. ino 
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14. iWill iyou irecommend iyour ibike ito iyour ifriends iand 

irelatives? 

 i i i i i ia. iYes 

 i i i i i ib. iNo 

15. iAre iyou isatisfied iwith iyour ibike? 

 i i i i i ia. iYes 

 i i i i i ib. iNo 
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