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INTRODUCTIONiTOiMARKETING

Marketingiisitheiprocessiofiperformingipubliciopinioniresearch,

isellingiproductsiand/oriservicesitoicustomersiandipromotingithem

iviaiadvertisingitoifurtherienhanceisales.iItigeneratesitheistrategy

ithatiunderlies isales itechniques,ibusiness icommunication,iand

ibusinessidevelopments.iItiisianiintegratediprocessithroughiwhich

icompaniesibuildistrongicustomerirelationshipsiandicreateivalueifor

itheiricustomersiandiforithemselves.i

Marketingiisiuseditoiidentifyitheicustomer,itoisatisfyitheicustomer,

ianditoikeepitheicustomer.iWithitheicustomeriasitheifocusiofiits

iactivities,iiticanibeiconcludedithatimarketingimanagementiisione

iofithe imajoricomponents iofibusiness imanagement.iMarketing

ievolveditoimeetitheistasisiinidevelopinginew imarketsicausediby

imatureimarketsiandiovercapacitiesiinitheilasti2-3icenturies.iThe

iadoptioniofimarketingistrategiesirequiresibusinessesitoishiftitheir

ifocusifrom iproductionitoitheiperceivedineedsiandiwantsiofitheir
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icustomersiasitheimeansiofistayingiprofitable.i

Theiterm imarketing iconceptiholdsithatiachieving iorganizational

igoalsidependsioniknowingitheineedsiandiwantsiofitargetimarkets

iandideliveringitheidesiredisatisfactions.iItiproposesithatiiniorder

ito isatisfy iits iorganizationaliobjectives,ian iorganization ishould

ianticipateitheineedsiandiwantsioficonsumersiandisatisfyithese

imoreieffectivelyithanicompetitors.

Aniorientation,iinitheimarketingicontext,irelateditoiaiperceptionior

iattitudeiaifirm iholdsitowardsiitsiproductioriservice,iessentially

iconcerning iconsumers iand iend-users. iThroughout ihistory,

imarketingihasichangediconsiderablyiinitimeiwithiconsumeritastes.

Contemporaryiapproaches

Recentiapproachesiinimarketingiincludeirelationshipimarketingiwith

ifocusionitheicustomer,ibusinessimarketingioriindustrialimarketing

iwithifocusionianiorganizationioriinstitutioniandisocialimarketing

iwithifocusionibenefitsitoisociety.iNew iformsiofimarketingialso

iuseitheiinternetiandiareithereforeicallediinternetimarketingior

imore igenerally ie-marketing,ionline imarketing, isearch iengine

imarketing,idesktopiadvertisingioriaffiliateimarketing.iItiattemptsito

iperfectitheisegmentationistrategyiusediinitraditionalimarketing.
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Customeriorientation

Aifirm iinitheimarketieconomyisurvivesibyiproducingigoodsithat

ipersonsiareiwillingiandiableitoibuy.iConsequently,iascertaining

iconsumeridemandiisivitaliforiaifirm'sifutureiviabilityiandieven

iexistence iasia igoing iconcern.iManyicompaniesitodayihave ia

icustomerifocus i(orimarketiorientation).iThis iimplies ithatithe

icompanyifocusesiitsiactivitiesiandiproductsioniconsumeridemands.

iGenerally,ithereiareithreeiwaysiofidoingithis:itheicustomer-driven

iapproach,ithe imarketichange iidentification iapproach iand ithe

iproductiinnovationiapproach.

Initheiconsumer-driveniapproach,iconsumeriwantsiareitheidrivers

iofiallistrategicimarketingidecisions.iNoistrategyiisipursuediuntiliit

ipassesitheitestioficonsumeriresearch.iEveryiaspectiofiaimarket

ioffering,iincludingitheinatureiofitheiproductiitself,iisidrivenibyithe

ineedsiofipotentialiconsumers.iTheistartingipointiisialwaysithe

iconsumer.iTheirationaleiforithisiapproach iisithatithereiisino

ireasonitoispendiR&Difundsidevelopingiproductsithatipeopleiwill

inotibuy.iHistoryiattestsitoimanyiproductsithatiwereicommercial

ifailuresiinispiteiofibeingitechnologicalibreakthroughs.i

Aiformaliapproachitoithisicustomer-focusedimarketingiisiknownias
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iSIVA i(Solution,iInformation,iValueiand iAccess).iThisisystem iis

ibasicallyitheifouriPsirenamediandirewordeditoiprovideiaicustomer

ifocus. iThe iSIVA iModel iprovides ia idemand/customer-centric

ialternativeitoitheiwell-knowni4Psisupplyisideimodeli(product,iprice,

iplacement,ipromotion)iofimarketingimanagement.

Product →Solution

Price →Value

Place →Access

Promotion→Information

Ifianyiofithei4Psiwereiproblematicioriwereinotiinitheimarketing

ifactoriofitheibusiness,itheibusinessicouldibeiinitroubleiandiso

iothericompaniesimayiappeariinitheisurroundingsiofitheicompany,

isoitheiconsumeridemandioniitsiproductsiwillidecrease.

Organizationaliorientation

Inithisisense,iaifirm'simarketingidepartmentiisiofteniseeniasiof

iprimeiimportanceiwithinitheifunctionalileveliofianiorganization.

iInformationifrom ianiorganization'simarketingidepartmentiwouldibe

iuseditoiguideitheiactionsiofiotheridepartmentsiwithinitheifirm.iAs

ianiexample,iaimarketingidepartmenticouldiascertaini(viaimarketing
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iresearch)ithaticonsumersidesirediainewitypeiofiproduct,ioriainew

iusageiforianiexistingiproduct.iWithithisiinimind,itheimarketing

idepartment iwould iinform ithe iR&D idepartment ito icreate ia

iprototypeiofiaiproduct/serviceibasedioniconsumers'inewidesires.

Theiproductionidepartmentiwouldithenistartitoimanufactureithe

iproduct,iwhile ithe imarketing idepartmentiwould ifocus ion ithe

ipromotion,idistribution,ipricing,ietc.iofitheiproduct.iAdditionally,ia

ifirm's ifinance idepartmentiwould ibe iconsulted,iwith irespectito

isecuringiappropriateifundingiforitheidevelopment,iproductioniand

ipromotioniofitheiproduct.iInter-departmentaliconflictsimayioccur,

ishouldiaifirm iadhereitoitheimarketingiorientation.iProductionimay

iopposeitheiinstallation,isupportiandiservicingiofinewicapitalistock,

iwhichimayibeineededitoimanufactureiainewiproduct.iFinanceimay

iopposeitheirequiredicapitaliexpenditure,isinceiiticouldiundermineia

ihealthyicashiflowiforitheiorganization.

Marketisegmentation

Marketisegmentation ipertains ito ithe idivision iofia imarketiof

iconsumers iinto ipersons iwith isimilar ineeds iand iwants.iFor

iinstance,iKellogg's icereals,iFro isites iare imarketed ito ichildren.

iCrunchyiNutiCornflakesiareimarketeditoiadults.iBothigoodsidenote
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itwo iproducts iwhich iare imarketed ito itwo idistinctigroups iof

ipersons,iboth iwith isimilar ineeds,itraits,iand iwants.iMarket

isegmentation iallows iforia ibetteriallocation iofia ifirm's ifinite

iresources.iAifirm ionlyipossessesiaicertainiamountiofiresources.

iAccordingly,iitimustimakeichoicesi(andiincuritheirelatedicosts)iin

iservicingispecificigroupsioficonsumers.iInithisiway,itheidiversified

itastesioficontemporaryiWesterniconsumersicanibeiservedibetter.i

Primaryiresearchiisiofteniexpensiveitoiprepare,icollectiandiinterpret

ifrom idataitoiinformation.iNevertheless,iwhileisecondaryiresearchiis

irelativelyiinexpensive,iitioftenicanibecomeioutdatediandioutmoded,

igivenithatiitiisiusediforiaipurposeiotherithanitheioneiforiwhichiit

iwasiintended.iPrimaryiresearchicanialso ibeibrokenidowniinto

iquantitativeiresearchiandiqualitativeiresearch,iwhich,iasitheiterms

isuggest,ipertainitoinumericaliandinon-numericaliresearchimethods

ianditechniques,irespectively.iTheiappropriatenessiofieachimodeiof

iresearchidependsioniwhetheridataicanibeiquantifiedi(quantitative

iresearch),ioriwhetherisubjective,inon-numericioriabstracticoncepts

iareirequireditoibeistudiedi(qualitativeiresearch).

Thereialsoiexistiadditionalimodesiofimarketingiresearch,iwhichiare:

 Exploratoryiresearch,ipertainingitoiresearchithatiinvestigates
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ianiassumption.

 Descriptiveiresearch,iwhich,iasitheiterm isuggests,idescribes

i"whatiis".

 Predictiveiresearch,imeaningiresearchiconducteditoipredictia

ifutureioccurrence.

 Conclusiveiresearch,iforitheipurposeiofiderivingiaiconclusion

iviaiairesearchiprocess.

Promotioni(marketing)

Promotioniisioneiofitheifourielementsiofimarketingimixi(product,

iprice,ipromotion,idistribution).iItiisitheicommunicationilinkibetween

isellersiandibuyersiforitheipurposeiofiinfluencing,iinforming,ior

ipersuadingiaipotentialibuyer'sipurchasingidecision.iFundamentally,

ihoweverithereiareithreeibasiciobjectivesiofipromotion.iTheseiare:i

1.Toipresentiinformationitoiconsumersiasiwelliasiothers

2.Toiincreaseidemand

3.Toidifferentiateiaiproduct.

Marketingistrategy

Theifieldiofimarketingistrategyiencompassesitheistrategyiinvolved

iinitheimanagementiofiaigiveniproduct.iA igivenifirm imayihold

inumerousiproductsiinitheimarketplace,ispanninginumerousiand
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isometimes iwholly iunrelated iindustries.iAccordingly,ia iplan iis

irequirediiniorderitoieffectivelyimanageisuchiproducts.iForiexample,

iaistart-upicarimanufacturingifirm iwouldifaceilittleisuccessishould

iitiattemptitoirivaliToyota,iFord,iNissan,iChevrolet,iorianyiother

ilargeiglobalicarimaker.iMoreover,iaiproductimayibeireachingithe

iendiofiitsilife-cycle.iThus,itheiissueiofidivest,ioriaiceasingiof

iproduction,imayibeimade.i

CUSTOMERiSATISFACTIONiINi3iSTEPS

1.iEncourageiFace-to-FaceiDealings

iiiiiiiiiiThisiisitheimostidauntingiandidownrightiscaryipartiof

iinteractingiwithiaicustomer.iIfiyou'reinotiuseditoithisisortiofithing

iiticanibeiaiprettyinerve-wrackingiexperience.iRestiassured,ithough,

iitidoesigetieasierioveritime.iIt'siimportantitoimeetiyouricustomers

ifaceitoifaceiatileastionceiorievenitwiceiduringitheicourseiofia

iproject.i

2.iResponditoiMessagesiPromptlyi&iKeepiYouriClientsiInformed

iiiiiiiiiiiThisigoesiwithoutisayingireally.iWeialliknow ihow

iannoyingiitiisitoiwaitidaysiforiairesponseitoianiemailioriphone

icall.iItimightinotialwaysibeipracticalitoidealiwithiallicustomers'

iqueriesiwithinitheispaceiofiaifewihours,ibutiatileastiemailioricall
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ithem ibackiandiletithem iknowiyou'veireceiveditheirimessageiand

iyou'llicontactithem iaboutiitiasisooniasipossible.iEveniifiyou're

inotiableitoisolveiaiproblem irightiaway,iletitheicustomeriknow

iyou'reiworkingioniit.

3.iBeiFriendlyiandiApproachable

AifellowiSiteiPointerionceitoldimeithatiyouicaniheariaismile

ithroughitheiphone.iThisiisiveryitrue.iIt'siveryiimportantitoibe

ifriendly,icourteousianditoimakeiyouriclientsifeelilikeiyou'reitheir

ifriendiandiyou'reithereitoihelpithem iout.iThereiwillibeitimesiwhen

iyouiwantitoibeatiyouriclientsioveritheiheadirepeatedlyiwithia

ibluntiobjecti-iitihappensitoialliofius.iIt'sivitalithatiyouikeepia

iclearihead,iresponditoiyouriclients'iwishesiasibestiyouican,iand

iatiallitimesiremainipoliteiandicourteous.

CUSTOMERiLOYALTY

Obtainingiaithoroughiunderstandingioficustomeriloyaltyiisia

iprerequisiteiforitheiexecutioniofitheiresearchiatihand.iForithat,

itheidevelopmentioficustomeriloyaltyiresearchiwithinitheiframework

iofirelationshipimarketingiwillibeipresentedifirst,ibeforeidifferent

icustomeriloyaltyiconceptsiwillibeiintroduced.iFrom itheseiconcepts,

ia idefinition ioficustomeriloyaltyiforiuse iin ithisistudyiwillibe

iderived,ibeforeibothiconsequencesiandiantecedentsioficustomer

iloyaltyiwillibeiportrayed.i
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Sinceitheibeginningiofithei1990s,icustomeriloyaltyihasigained

iimportanceibothiinirelationshipimarketingiresearchiandiinibusiness.

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

icompetition-environments.iDue ito ia ishiftifrom ia isellers’ito ia

ibuyers’ imarket iand ibecause iof ian iincreasing idegree iof

iglobalization,imostiindustriesifindithemselvesiconfrontediwithinew

ichallenges.iIniaifirstiphase,ifirmsitrieditoifaceitheseichallengesiby

ifocusingionitheiriinternaliprocessesiandiorganizationalistructures,

itrying ito iachieve icostireductions ibyiconcentrating ion iinternal

iimprovements.iAisecondiphaseiofiexternalifocusifollowed,iwhere

ifirmsidirectediattentionitoitheiricustomers,itryingitoiretainiexisting

ionesianditoiwinioverinew ionesi(churning).iSincei“acquiringinew

icustomersiisimuchimoreiexpensiveithanikeepingithem”.iAndi“loyal

icustomersiareitheibedrockiofianyibusiness”.iA iloyalicustomer

ibaseirepresentsiaibarrieritoientry,iaibasisiforiaipriceipremium,

itimeitoiresponditoicompetitoriinnovations,iandiaibulwarkiagainst

ideleteriousipriceicompetition.iLoyaltyiisicriticalitoibrandivolume,iis

ihighlyicorrelateditoimarketishare,iandicanibeiusediasitheibasisiof

ipredictingifutureimarketishare;iconsequently,iunderstandingiloyalty

iappearsicriticalitoianyimeaningfulianalysisiofimarketingistrategy.

Inimarketingiresearch,itwoitrendsimarkitheidevelopmentiof

icustomeriloyalty.iWhileiindividualitransactionsiinitiallyiwereiinithe



15

icenteriofimarketingiresearch,itheifocusishifteditowardsianalyzing

irelationshipsistatesithatithei‘traditional’imarketingiconceptiofithe

imarketingimixiwithiitsi‘4iPs’,idevelopediinitheimiddleiofitheilast

icentury,ihadibeenitheiestablishediapproachiuntilithei1990s.i

Thisiapproach,ihow-ever,ifocusesisolelyionitransactions,iaideficit

itackledibyitheirelationshipimarketingiapproach.iAtitheicoreiofiitiis

itheistudyiofirelationshipsibetweenibuyersiandisellersiofigoodsior

iservices,iinicontrastitoimerelyiexaminingitransactions.iAnioften

icited iand icomprehensive idefinition iofirelationship imarketing iis

iprovidedi“Relationshipimarketingirefersitoiallimarketingiactivities

idirecteditowardiestablishing,ideveloping,iandimaintainingisuccessful

irelational iexchanges.” iTherefore, ithe irelationship imarketing

iapproach ipro-vides ia isuitable ienvironmentiin iwhich icustomer

iloyaltyiresearchicanibeinested.

Whileitheidevelopmentiofirelationshipimarketingibeganiinithe

iearlyi1970s,iitiwasinotiuntilitheilatei1980sithatiworksifrom ithe

i‘NordiciSchooliofiServices’.iInitiatediaiparadigm ishiftithatigeared

imarketingitowardsitheicreation,i

Behavioristicustomeriloyaltyiconcepts

Behavioristiconceptsioficustomeriloyaltyihaveibeeniatithe

icore iof iearly imarketing iresearch iand ifocus ion icustomers’
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iobservableibehavior,iasie.g.iinipurchasingibehavior.iAccordingly,

icustomeriloyalty iis iestablished,iwhen icustomers idemonstrate

iconsistencyiinitheirichoiceiofisupplierioribrand.i“Hard-core”iloyalty,

iwhenioneiproductialternativeiisiexclusivelyirepurchasediandiof

i“reinforcing”iloyalty,iwhen icustomersiswitch iamong ibrands ibut

irepeat-purchaseioneiorimoreialternativesitoiaisignificantiextent.

iSimilarly,icustomeriloyaltyiasi“theiproportioniofitimesiaipurchaser

ichooses ithe isame iproductioriservice iin ia ispecific icategory

icompared ito ithe itotalinumber iof ipurchases imade iby ithe

ipurchaseriinithaticategory“.iPeggingicustomeriloyaltyitoipurchasing

ibehavior,ihowever,iisiveryicritical;ithereicanibeiaimultitudeiof

ifactorsiaffectingipurchasingibehavior,isuchiasiproductiavailability

iorispecialideals,iwhichiareinotigraspedibyilookingiatipurchases

ialone.iAimainideficitiofitheibehavioristiapproachithusiisithatiit

idoesinotilookiatitheidrivers’ibehindipurchasingibehavior.iAnother

idisadvantageiofibehavioristicustomeriloyaltyiconceptsiisitheiriex-

postiapproach.iWheniloyaltyiisionlyiexpressedithroughipurchases,

iinformation ion icustomers’iactual iloyalty istatus iin ibetween

ipurchasesiisinotiavailable.iConsequently,idecreasingiloyaltyiisionly

irecognized iafteriitimanifestsiitselfithrough ichanged ipurchasing

ibehavior.iOnlyiin irelationships iwith ifrequentiinteraction ican ia

isupplier iintegrate ifurther iaspects,isuch ias icomplaints,iinto
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icustomer iloyalty imanagement. iThe ireason, iwhy ibehaviorist

iconceptsimayistilli

ProceduraliQuality

iiiiiiiiii•iiiiiiieaseiofiordering

iiiiiiiiii•iiiiiiiaccurateifulfillment

iiiiiiiiii•iiiiiiiinventoryimeetsineeds

iiiiiiiiii•iiiiiiionitimeidelivery

iiiiiiiiii•iiiiiiienvironmentallyifriendlyipacking

iiiiiiiiii•iiiiiiipackageditoipreventidamageiinishipment

iiiiiiiiii•iiiiiiieaseiofitracking

iiiiiiiiii•iiiiiiiappropriateiadjustment/returnipolicy

iiiiiiiiii•iiiiiiiorder-through-deliveryiprocessibestsicompetition

iiiRelationshipiQuality

iiiiiiiiii•iiiiiiiproductiknowledgeableicontacts

iiiiiiiiii•iiiiiiiknowledgeableiabouticlientineeds

iiiiiiiiii•iiiiiiicommunicatesiaticlientiknowledgeilevel

iiiiiiiiii•iiiiiiione-stopiproblem iresolution

iiiiiiiiii•iiiiiiiproblemsisolvediatitheirooticause

iiiiiiiiii•iiiiiiilegendaryicustomeriserviceibenchmarks

icompetition

TheitailorediProgramsiprovideidirect,istatisticallyivalid,icomparison
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idataiofiyouitoiyouricompetitionionitheifollowingiactionableiareas:

TABLEiSHOWINGiKEYiFACTORSiFORiCUSTOMER

iSATISFACTION

iiiiiCOMPANY

iFUNCTION

iiiiiiiiQUALITYiFACTORS

iSales

iiiiiiiiiiiiiiiiiiProduct

iiiiiiiiiiiiiiiiiiKnowledge

iMarketing

iiiiiiiiiiiiiiiiiiBrochureidetail

iiiiiiiiiiiiiiiiiiMailingifrequently

iDistribution

OrderiDeliveryitime

iiiiiiiiiiiiiiiiiiOrderiCompleteness

iiiiiiiiiiiiiAfteriSales

iiiiiiiiiiiiiiiiiiProblem iResponse

iTime

iiiiiiiiiiiiiiiiiiTimeitoiResolve

iAccounts

Accuracy

Problem iResponse

Courtesy
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CUSTOMERiCAREiANDiSALESiPROCESSES

Service iorganizations iare iparticularly idependent ion ilevels iof

icustomericare,ias ithe i‘people’ielementiin ithe imarketing imix

ireflects.iCustomericareicaniplayianiequallyiimportantirole,ihowever,

iin imanufacturing,iproduction iand iotheriorganizations iproviding

igoodsiandiservices.iForicustomericareiprogramsitoibeisuccessful

itheyineed ito ispan ithe ientire iorganization.iPopulariguarantees

i100% icustomerisatisfactioniandihas,ioveritheiyears,idevelopedia

imore iconscientious iapproach ito iindividualicustomers.iThere iis

iCustomericareitrainingiprovided.iThoughithisimayiinitiallyibeia

iveryilengthyiprocessiasitheiballistartsirollingithroughiallisectors

iofitheiorganizationiandicostsiwilligrowitoo,iasifurtheriinvestment

iisirequireditoiupdateiandimaintainitheiinitiativeiinitheifuture.iTo

iprovideianieffectiveicustomericareiservices,ieveryiemployeeiis

ihighlyimotivated.iThereiareifrequentiinternalinewslettersicirculated

iwhichistrengthensitheibondithroughoutitheiorganization.iFrequent

iperformanceiappraisalithroughoutitheiorganizationiisiconductedito

ievaluate ithe iemployees iand iprovide icareer idevelopmental
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iopportunitiesitoipotentialiemployees.iTheicustomericareiprogram

iatiPopularimainlyihaveisiximainistages,iasifollows:i

1.Objectivesisetting:iForieveryimonth,itargetisalesiwillibeifixed

ibyitheiSalesiManageriatitheishowroom.i

2.Currentisituationianalysis:iPresentiindustrialitrendiisiobserved

icloselyiandivariousipromotionalioffersiareiintroduceditoiboost

isalesiifithereiisiaichanceiforia islump iin isales.iAlso,ia

icustomer iservice iaudit iis iconducted iboth iinternally iand

iexternally.iMonthlyisalesitargetsifixedibyitheiSalesiManager.i

3.Strategyidevelopment:iDevelopiaistrategyiforiraisingilevelsiof

iboth icustomeriservice iand isales ifrom ithe icurrentito ithe

idesiredistandardibasediuponianyichangeiinitrendsiandithe

ieconomiciconditionsiprevailing.iEachiregioniisidividediintoi4

izones.iEach izonalileveliwillibe iunderithe icharge iofia

isupervisoriunderiwhom ithereiareifourisalesiexecutives.iItiis

ithe iduty iofithese isales iexecutives ito igenerate ion ifield

ienquiries iand ito ifollow iup ithe icustomers ibased ion ithe

iappointmentifixed.

HANDLINGiCUSTOMERiCOMPLAINTS
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Aicomplaintiisianyimeasureiofidissatisfactioniwithiyouriproductior

iservice,ieveniifiit’siunfair,iuntrue,ioripainfulitoihear!iComplaints

imayibeiabout:

•iServiceiContent,iDeliveryioriQualityiiiiiiiiiiiiiiiiiiiiiiiii•

iResponseiTime

•iDocumentationiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

iiiiiiiii•iPersonneliiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii•iBillingiiiiiiiiiiiiiiiiiii

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii•

iCommunication

•iFollowiUpiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

iiiiiiiiiiiii•iRequests

Thisiisiaicustomericomplaintiresolutioniprocessithatianyoneican

iimplement:

 FocusionitheiCustomer

Ifiyou ican’tiimmediately isolve ithe iproblem,irespond ito ithe

icustomeriandiidentifyiani“owner”iwhoiwillibeiresponsibleiforifinal

iresolution.iCompleteitheicommunicationsiloopiwithicustomer.iIf

iyou’veireferreditheicomplaintitoiothers,imakeisureithere’siclosure.

iIfiyou’veileftitheicustomerihangingiwithoutiairesponse,iyou’ve
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ibecomeipartiofitheiproblem.

 FocusionitheiComplaint

Collectiallicomplaintsifrom ialliexternalicustomersiandicategorize

ithem iiniaiwayithatiallowsiyouitoianalyzeidataitoiseeitrends,

ipatterns,iconcentrations,itendencies,ietc.

 FocusioniProcessiImprovement

Use ithe idatabase ioficomplaints ito idefine iprocesses ithatiare

iimportantifrom itheicustomer’siperspectiveiand ito iimproveithe

imosticriticaliones.iBased ion ianalysis iofithe idatabase,imake

iappropriateiinvestmentsitoipreventiissuesithatiresultiinicustomer

icomplaints.iIfiyouicanithinkioficomplaintsiasiusefulidataifor

imakingiprocessiimprovementsiiniyouriorganization,iyouiwilligoia

ilongiwayitowardsimakingichangesithatiwillidifferentiateiyouiand

imakeiyouriworkilifeieasier,imoreifun,iandimoreiresponsiveito

icustomerineeds.

SIXiSTEPSiTOiDEALINGiWITHiDIS-SATISFIEDiCUSTOMERS

1.iListenicarefullyitoiwhatitheicustomerihasitoisay,iandiletithem

ifinish-Don'tigetidefensive.iThe icustomeriis inotiattacking iyou

ipersonally;iheiorisheihasiaiproblem iandiisiupset.iRepeatiback
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iwhatiyouiareihearingitoishowithatiyouihaveilistened.i

2.iAskiquestionsiiniaicaringiandiconcernedimanner-Theimore

iinformationiyouicanigetifrom itheicustomer,itheibetteriyouiwill

iunderstandihisioriheriperspective.iI’veilearnediit’sieasieritoiask

iquestionsithanitoijumpitoiconclusions.

3.iPutiyourselfiinitheirishoes-Asiaibusinessiowner,iyourigoaliisito

isolveitheiproblem,inotiargue.iTheicustomerineedsitoifeelilike

iyou’reionihisioriherisideiandithatiyouiempathizeiwithitheisituation.

i

4.iApologizeiwithoutiblaming-Wheniaicustomerisensesithatiyou

iareisincerelyisorry,iitiusuallyidiffusesitheisituation.iDon'tiblame

ianotheripersonioridepartment.iJustisay,i"I'm isorryiaboutithat.”

5.iAskitheicustomer,i"Whatiwouldibeianiacceptableisolutionito

iyou?"-Whetheriorinotitheicustomeriknowsiwhatiaigoodisolution

iwouldibe,iI’veifoundiit’sibestitoiproposeioneiorimoreisolutionsito

ialleviateihisioriheripain.iBecomeiaipartneriwithitheicustomeriin

isolvingitheiproblem.i

6.iSolveitheiproblem,iorifindisomeoneiwhoicanisolveiit—iquickly!-

Research iindicates ithaticustomers ipreferithe iperson ithey iare

ispeakingiwithitoiinstantlyisolveitheiriproblem.iWhenicomplaints
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iare imoved iup ithe ichain iof icommand,ithey ibecome imore

iexpensiveitoihandleiandionlyiadditoitheicustomer'sifrustration.

INDUSTRYiPROFILE

AUTOMOBILEiINDUSTRYiTILLiDATEi

Theiautomobileiindustryiisioneiofitheibiggestiindustriesiinithe

iworld.iBeingiaimajorirevenueiandijobigeneratingisectoriitidrives

itheieconomiesiofisomeiofitheisuperpowersiofitheiworld.iIniIndia

itheiautomobileiindustryihasigrownibyileapsiandiboundsisinceithe

iadventiof ithe iliberalization iera ithe iautomobile iindustry iand

iespeciallyithe itwo iwheelerisegmentihas igrown ibyileaps iand

ibounds.i

The iliberalization ihas idone iawayiwith iprimitive iand iprohibitive

ipracticesiofilicensingiandirestrictediforeigniinvestmentihaveibeen

idoneiawayiwith.iTheiresultiofiwhichiwasitheientryiofiforeign

iplayersiinto itheiIndianimarket.iTheitwo iwheelerisegmentiwas

ilargely idominated iby iAutomobile iProducts iofiIndia i(API)iand

iEnfieldiinithei50s.iLaterionitowardsitheiendiofithei50siBajaj

iAutos ibegan iimporting iVespa iscooters ifrom iItalian icompany

iPiaggio.iInitheifollowingidecadesitheiautomobileiindustryiiniIndia

iwas imainly idominated iby iscooters iwith iAPIiand ilateriBajaj

idominatingitheimarket.iThereiwereiveryifewiproductsiandichoices
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iavailableiasifariasimotorcycleiisiconcernediandiEnfieldibulletiand

iRajdootidominateditheimarket.iThei80sisawitheientryiofiJapanese

icompaniesiinitheiIndianimarketiwithitheiopeningiupiofitheimarket

itoiforeignicompanies.iHeroiHondaiandiTVSiSuzukiiareicompanies

iformed iin ithis iera iofimarketireform.iThe imarketiwas itill

ipredominantlyiscooteridominated iand iBajajiand iLML iwereithe

ileadingibrandsiproducingitheiproductsiatithatitime.

Yeariagainstiaitotaliofi11,175,479vehiclesiproducediduringitheiyear.

Indiaiemerged iasiAsia'sifourthilargestiexporteriofiautomobiles,

ibehindiJapan,iSouthiKoreaiandiThailand.iIndia’siautomobileisector

iconsistsiofitheipassengericarsiandiutilityivehicles,icommercial

ivehicle,itwoiwheelersianditractorsisegment.iTheitotalimarketisize

iofitheiautoisectoriiniIndiaiisiapproximatelyiRsi540ibillioniandihas

ibeenigrowingiatiaroundi8ipercentiperiannum iforitheilastifew

iyears.iSinceitheilastifouritoifiveiyears,itheitwoiwheelersisegment

ihasidrivenitheioverallivolumeigrowthioniaccountiofitheispurtiin

itheisalesiofimotorcycles.iHowever,ilatelyitheipassengericarsiand

icommercialivehiclesisegmentihasialsoiseeniaigoodigrowthidueito

ihighidiscounts,ilowerifinancingiratesiandiaipickupiiniindustrial

iactivity irespectively.iMajor iautomobile imanufacturers iin iIndia

iincludeiMarutiUdyogiLtd.,iGeneraliMotorsiIndia,iFordiIndiaiLtd.,

iEicheriMotors,iBajajiAuto,iDaewoo iMotors iIndia,iHero iHonda
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iMotors,iHindustaniMotors,iHyundaiiMotoriIndiaiLtd.,iRoyaliEnfield

iMotors,iTVSiMotorsiandiSwarajiMazdaiLtd.i

With ithe ieconomy igrowing iati9% iperiannum iand iincreasing

ipurchasingipowerithereihasibeeniaicontinuousiincreaseiinidemand

ifor iautomobiles.iThis,ialong iwith ibeing ithe isecond ilargest

ipopulatedicountry,imakesitheiautomobileiindustryiiniIndiaiaivery

ipromisingione.

INDIANiTWOiWHEELERiMARKET

EverisinceitheioldiLambrettaiscooteriwasireplacediwithitheiflurry

iofivibrantitwoiwheelerimodels,iIndianitwoiwheeleriindustryihas

iseeniaiphenomenalichangeiinitheiwayitheyiperceiveitheiIndian

imarket.iTwoiwheelerimanufacturersiareinowicompetingiinianiever

igrowing iconsumerimarketiby ibringing ioutinew iproducts iand

ifeatures.iThe icountryihasinow igrown iinto ithe isecond ilargest

iproduceriofitwoiwheelersiinitheiworld.iCurrentlyithereiareiaround

i10itwo-wheelerimanufacturersiinitheicountry,ianditheyiareiBajaj,

iHero,iHeroiHonda,iHonda,iMahindra/Kinetic,iRoyaliEnfield,iSuzuki,

iTVS,iandiYamaha.iThereihaveibeenivariousireasonsibehindithis

igrowth.iBecause iofipooripublic itransportisystem,ithe icitizens

ifoundiconvenienceiinitwoiwheelers.iAddeditoithisiisitheifactithat

itheiaverageiIndianistillidoesinotihaveitheipurchasingicapacityifor
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ia imore iexpensive,ifouriwheeler.iThe istory iofiMr.Ratan iTata

iinspiredibyiaifamilyiofifourimembersitravellingiiniIndianiroads,inot

iconcernediaboutisafetyianditheievolutioniofitheiideaiofiTATA

iNano ihasibeeniquiteifamousiglobally.iTheiIndianitwo iwheeler

iindustriesicanibeidividediintoimotorcycles,iscootersiandimopeds.

iThe iconsumerihas ichanged ihis ipreference ifrom imopeds ito

iscootersiandithenitoimotorcycles.iTheitrendsiseeniinitheipastifew

iyears iinclude ifemales iincreasinglyiusing itwo-wheelers iforitheir

ipersonalicommutation iand ivarious itwo iwheelerimanufacturers

idesigningivehiclesispeciallyitoicateritoineedsiofithisisegment.iOne

iofitheiearliestirevolutionsiinithisiindustryiwasiKinetic’siintroduction

iofitheiconceptiofielectronic/self-startiandiautomaticigearsiwhich

imadeitwo iwheelersicomfortableiand iuseableibyiwomen,iwhen

icompareditoioldiBajajiChetakiadvertisementsiwhichishowedimiddle

iagedifemalesiridingiaiBajajiChetakiscooter.i

A irecentitrendiinitheiindustryihasibeenielectricivehicles,iwhich

imostlyileverageionitheirieco-friendlinessiandilow ioperatingicosts,

ibutiisistillinotiacceptediwellidueitoitheilackiofireputationiofithe

imanufacturersiandilackiofitrustionitechnology,iwhichiisistillibeing

iperceivediinitheinascentistages,iespeciallyibatteryiandiinverters

iwhich iprove ito ibe ivery iexpensive icomponents.iTVS irecently

ileveragedithisiopportunityibyilaunchingiaihybridimodeliofitheirinon
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igearediscooteri–iTVSiScooty.iTheiendiofitheilastidecadeisaw

iBajajitakingiairadicalidecisionitoidoiawayiwithitheiScooterirange

iand icompletely iconcentrate ion imotorcycles,iespecially istating

ichange iin icustomer’s ipreference ias ithe imain ireason.iThe

icustomersiareileftiwithoutiaichoiceiinimosticasesithanitoimigrate

ifrom ithe itraditionaliscooters iofithe iIndian ifamily ito ithe iall

iyouthfulibikes.

TOPiEXPORTiDESTINATIONS

iiiiiiiiiiiiiiiTheiIndianiAutomobileiindustryihasiattainedinew

iheightsiinitheilastiteniyears.iItihasiseenitheivehicleiproduction

igrowing irapidly iand iindustry ihas ibeen imaking isignificant

icontributionitoitheiemployment,idirectlyiandiindirectly,iandialsoito

ikittyiofiindirectitaxes.iToday,iallimajoriOEMsiareiiniIndiaiand

imanyiofithem ihaveimadeiIndiaiaihubiforitheirismallicarsiand

iexports.

In iDecember i2006, iGovernment ihad iformulated ia iten-year
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iAutomotiveiMissioniPlaniwithianiaim itoiachieveidomesticivehicle

imarketiofi$82-119bnibyi2016iandi$12bniexportiofivehicles.iItialso

iaimediatimakingiIndiai7thlargestivehicleiproducingicountryiinithe

iworldibyi2016.iAnd,iweihaveialreadyiachievedithisimilestoneiin

i2010,iwhichiisigoodisixiyearsiaheadiofitheitarget.

 Inithisicategory,iSAARCicountriesihaveibeenioneiofitheikey

idestinations iforiIndian iexports iwith ithree iofithe iSAARC

icountries,iSriiLanka,iBangladeshiandiNepalifeaturingiinitheitop

i6 iexport idestinations ifor iIndian itwo iwheelers isegment.

iHowever,iexportsitoiSriiLanka,iwhichiuseditoibeitheilargest

iimporteriofitwoiwheelersifrom iIndiaiini2006-07,ihaveifalleniby

ialmosti20% isincei2006-07itoireachiaileveliofi$i63mniof

iexportsiini2009-10.

 The itop imostidestinations iforiexports iin ithis isegmentiis

iNigeriaiwhichiimporteditwoiwheelersiworthi$i103mniinithe

iyeari2009-10iupifrom i$i85mniini2008-09,iaigrowthiofi21%

iapproximate.iIn ifact,iNigeria ihas iemerged ias ione iofithe

ifastestigrowingidestinationiforiIndianitwoiwheeleriexportsiover

ipasti4iyears.iIndiaiexporteditwoiwheelersiworthimerelyi$i6mn

iiniNigeriaiini2006-07iwhichihasigrownibyi15itimesitoireach

ianiexportileveliofi$i103mniini2009-10.iAmongstitheitopi5
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iexportidestinationsiinithisisegment,iColombiaiexperiencedithe

ihighestiincreaseiinigrowthiofiimportsifrom iIndiaiini2009-10.

iExportsiofitwoiwheelersito iColombiaiincreasedibyi45% iin

i2009-10ioveri2008-09.

FUTUREiPROJECTIONS

 The iIndian iautomobile iindustry iis iexpected ito igrow ito

iUS$i40bnibyi2015ifrom itheicurrentileveliofiUS$i10bniini2009.

iByitheiyeari2016itheiindustryiisiexpecteditoicontributei10%iof

ithe ination’s iGDP.iThe iindustry imanufacturers ioveri11mn

ivehiclesiaiyeariemployingimoreithanithreeimillionipeople.

 Theigreatestichallengeiand icompetition iwould ibeifrom ithe

iChineseiautomobileiindustry.iItihasibeeniableitoigiveistiff

icompetition ito iIndia iinf iterms iof iproductivity,icost iof

imanufacturing iand itechnology.iAgain ithe ipresentitrend iof

iexcessimanufacturingicapability,ireducedimarginsiputiadditional

ipressureiiionitheiindustry.

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

icombinediwithiskilledilaboriandilow icostiofimanufacturing

ishouldiplaceiitiiniaifavorableipositioniglobally.

 Two iwheeler iindustry igains imore iprofit iConsidering ithe
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iscenarioiofitrafficiandiroadsiiniIndia,ianditheirateiatiwhich

iinfrastructureiisigrowingiinicomparisoniwithitheimarket,iany

ifooliwillipreferitoitraveliiniaitwoiwheeleri(foriregulariuse,inot

iforipicnicioritimeipassiorionceiiniaiwhileitrips).iForithe

isimpleireasonithat,iwithiaitwoiwheeler,isneakingianywhereiis

ifarieasierithaniaifouriwheeler.iAndidefinitelyifasteritoo.iAnd

ithenicomesitheibiggeriproblem iofiparking.iTwoiwheelersican

ibeiparkedianywhereionitheiroad,ibutithat’sinotitheicaseiwith

iaifouriwheeler.iSo,itheiwholeipointiisiunlessithereiisisome

iwayiwhere ithese itwo iissues iare iaddressed,iIidon’tithink

ianythingisignificantiisigoingitoihappen.

 Itigivesitheioptimisticiview iaboutitheiindustryianditheioverall

iindustry ishows ipositive igrowths iwhich irecommend ithe

iinvestorsitoikeepiaigoodiwatchionitheimajor’siplayersito

ibenefitiinitermsiofireturnsionitheiriinvestments.
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RECENTiTRENDSiINiTWOiWHEELERiSECTOR

 Theiinternationalitrendsisuggestithatitheigrowthiofitheitwo-

wheelerimarketsiwillicontinueiunabatediforisomeitime.iIn

ivalueiterms,itheiBRIC imotorcyclesimarketigrew ibyi14.7%

ibetweeni2006iandi2010itoireachiaivalueiofi$32.4ibillion

i(Brazilialoneigrowingibyi32% ipa).iByi2013,itheimarketiis

iforecastitoihaveiaivalueiofi$54.7ibillion.

 Theiglobalimotorcycleidemandihasibeenigrowingiati6-7%ipa

iandiisiestimateditoibeiabouti80-85imillioniunitsiperiannum.

iIndiaihasiemergediasioneiofitheikeyiplayersiwithiaidomestic

imarketithatiisinearlyiabouti11% iofitheiglobalimarketiand

igrowingisignificantlyifaster.iTheihighibaseiimpliesithatiIndia

iandiIndianicompaniesiareisetitoienteriaistageiwhereithey

iareilikelyitoibeitheipreferredisuppliersiforimotorcycles.iThis

iisilikelyitoileaditoifurtheriinnovationsiandiefficiencyigains.

 Oficourse,itheiIndianimarketiisisignificantlyidifferentiwithithe

isegmentibelowi150iccibeingitheidominantisegment.iThisiis

iunlikeitheidevelopediworld,iwhereiitiisitheilargeribikesithat

idominateitheimarketivolumes.iIndianiconsumptioniisialso

ilikelyitoishiftisignificantlyitowardiinternationalitrends,ibutiin
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itheiforeseeableifuture,iitiisitheismalleribikesithatiwilliremain

itheimainstay.

CHAPTERi2

LITERATUREiREVIEW
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HISTORYiOFiTHEiCOMPANY

Midi19thicenturyiEnglandiTheifirm iofiGeorgeiTownsendi& iCo.

iopened iits idoors iin ithe itiny ivillage iofiHuntiEnd,inearithe

iWorcestershire itown iofiRedditch.iThe ifirm iwas ispecialized iin

isewingineedlesiandimachineiparts.iInitheifirstiflushiofienterprise,

iflittingifrom ioneiopportunityitoianother,itheyichancediuponithe

ipedal-cycle itrade.iLittle idid ithey iknow ithen ithatiitiwas ithe

ibeginningiofitheimakingiofiailegend.iSoon,iGeorgeiTownsendi&

iCo.iwasimanufacturingiitsiownibrandiof

ibicycles.iAndiini1893iitsiproductsibegan

ito isportithe iname i‘Enfield’iunderithe

ientityiEnfieldiManufacturingiCompanyiLimitediwithitheitrademark

i‘MadeiLikeiaiGun’.iTheimarqueeiwasiborn.

INDUSTRYiiiiiiiiiiiiiiiiiiMotorcycles,iLawnmowers

SUCCESSORiiiiiiiiiiiiiiiRoyaliEnfieldiMotorsi(formerlyiEnfieldiof

iIndia)

FOUNDEDiiiiiiiiiiiiiiiiiii1893,iasiEnfieldiManufacturingiCo.iLtd.
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DEFUNCTiiiiiiiiiiiiiiiiiiii1971

HEADQUARTERSiiiiiiRedditch,iWorcestershire,iEngland

KEYiPEOPLEiiiiiiiiiiiiiiFoundersiAlbertiEadieiandiRobertiWalker

iSmith

PRODUCTSiiiiiiiiiiiiiiiiiRoyaliEnfieldiClipper,iCrusader,iBullet,

iInterceptor.

ProfileiofitheiOrganization
RoyaliEnfieldiisitheimakersiof

ithe ifamous iBullet ibrand iin

iIndia.iEstablishediini1955,iRoyaliEnfield

i(India) iis iamong ithe ioldest ibike

icompanies.iItistems ifrom ithe iBritish

imanufacturer,iRoyaliEnfield iatiRedditch.iRoyaliEnfield ihas iits

iheadquartersiatiChennaiiiniIndia.iBulletibikesiareifamousiforitheir

ipower,istabilityiandiruggedilooks.iItistartediiniIndiaiforitheiIndian

iArmy i350cc ibikes iwere iimported iin ikits ifrom ithe iUK iand

iassemblediiniChennai.iAfteriaifew iyears,ionitheiinsistenceiof

iPanditiJawaharlaliNehru,itheicompanyistartediproducingitheibikes

iiniIndiaiandiaddedithei500cciBulletitoiitsiline.iWithininoitime,

iBulletibecameipopulariiniIndia.
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Bulletibecameiknowniforisheeripower,

imatchlessistability,iandiruggedilooks.

iItilookeditailor-madeiforiIndianiroads.

iMotorcyclists iin ithe icountryidreamt

itoidriveiit.iItiwasiparticularlyiaifavoriteiofitheiArmyiandiPolice

ipersonnel.iIni1990,iRoyaliEnfieldiventurediintoicollaborationiwith

itheiEicheriGroup,iaileadingiautomotiveigroupiiniIndia,iini1990,iand

imergediwithiitiini1994.iApartifrom ibikes,iEicheriGroupiisiinvolved

iinitheiproductioniandisalesiofiTractors,iCommercialiVehicles,iand

iAutomotiveiGears.iRoyaliEnfieldimadeicontinuouslyiincorporating

inew itechnologyiand isystems iin iits ibikes.iIn i1996,iwhen ithe

iGovernmentiofiIndiaiimposedistringentinormsiforiemission,iRoyal

iEnfieldiwasitheifirstimotorcycleimanufactureritoicomply.iItiwas

iamongitheifew icompaniesiiniIndiaitoiobtainitheiWVTA i(Whole

iVehicle iType iApproval)iforimeeting ithe iEuropean iCommunity

inorms.iToday,iRoyaliEnfieldiisiconsidereditheioldestimotorcycle

imodeliinitheiworldistilliiniproductioniandiBulletiisitheilongest

iproductionirunimodel.

2010iAWARDS

TheiNewiYearisawitheidawniofiIndia'simostiprominentiautomotive

ishow,itheiAutoiExpoi2010.iHeldibetweeniJanuaryi5thiandi11thiat
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itheiPragatiiMaidaniiniNewiDelhi,itheieventisawimoreithani400

iglobalibrandsishowcasinginewitechnology,iproductsiandishow-off

iconcepts.

RoyaliEnfieldiwasialsoiaipartiofitheievent,idisplayingitheirecently

ilaunchediRoyaliEnfieldiClassici500iEFIianditheiRoyaliEnfield

iClassici350.iTheimainistaysiofitheiRoyaliEnfieldidisplayiwereithe

isoonitoibeilaunchedivariantsiofitheiClassici-itheiRoyaliEnfield

iClassiciChromeianditheiRoyaliEnfieldiClassiciBattleiGreen.i

TheiExpoiturnedioutitoibeiairatherirewardingiexperienceiforiRoyal

iEnfieldiwithitheiRoyaliEnfieldiClassicianditheiMarketingiteam

ipickingiupiasimanyiasifiveiawards.i

Awardsi2010:

-iApolloiAutoiIndiaiAwardsi2010:iBestiBrand

-iZigwheels.com iViewersiChoiceiBikeiofitheiYeari2009

-iZigwheels.com iBikeiofitheiYeariabovei251cc

-iNDTViProfitiCari&iBikeiAwardsi2010:iMotorcycleiofitheiYear

iabovei250icc.

-iNDTViProfitiCari&iBikeiawardsi2010:iBestiPRiCommunications

iTeam.
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1891iAiLittleiTrouble-Townsendigotihimself

iintoiaibitiofifinancialitroubleiiniabout

i1890iandicallediinisomeifinanciersifrom

iBirmingham.iUnfortunately,ithey ididn’t

iquite isee ieye ito ieye.iSo iTownsend

ipartediwaysiwithitheifinanciersileaving

itheicompanyitoithem.iTheifinanciersithenibroughtiiniAlbertiEadie

iandiR.W.iSmith.iTheyitookicontroliofiTownsend’siiniNovember

i1891.iTheifollowingiyearitheifirm iwasire-christenedi‘TheiEadie

iManufacturingiCompanyiLimited’.iSooniafter,iAlbertiEadieigotia

ilucrativeicontractitoisupplyiprecisionirifleipartsitoitheiRoyaliSmall

iArmsiFactoryiiniEnfield,iMiddlesex.i

1892iKickiStartingiRoyaliEnfield-Ainewicompany

iwasicreated ito imarketitheseinew idesign

ibicycles icalled i‘The iEnfield iManufacturing

iCompany iLimited’.iBy iOctoberi1892,ithe

iEnfieldibikesiwereiannounceditoitheipublic.iTheifollowingiyearithe

iwordiRoyali(afteritheiRoyaliSmalliArmsiCompany)iwasiaddediand

ithus iRoyaliEnfield ibegan.iThen iin i1893 ithe iRoyaliEnfield

itrademarki‘MadeilikeiaiGun’iappeared.iBritainiwasicaughtiupiinia
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ipatrioticifervorianditheisloganicaughtitheispiritiofitheitime.iIn

i1899itheifirstimechanicalivehicleiwasiadvertisedibyiEnfieldiCycle

iCompany.iItiwasiavailableiinibothitricycleiandiquadricicycleiform,

ipoweredibyiaiDeiDioni1.5ihpiengine.iTheihighiwheels,isoliditires,

iblockichainsiandiheavyicrossiframesihadibyithenigiveniwayito

iDiamondiframes,itheiHydeiFreewheel,iEnfieldi2ispeedihubiandithe

iwelliknowniEadieiCoaster.iThenicameithei‘RicheiModel’iwithimore

irefinedifittings.iByi1907,itheicycleiindustryiwasistilliheadquartered

iatiRedditch,iproducingirun-of-the-milliconventionalicycles.

1897-Quadricycles

In i1897,iR.iW.iSmith ibuiltihimselfia

iquadricicyclei–iaisimpleibikeiwithifour

iwheels iand ia iFrench iengine iplaced

iunder ithe isaddle ibetween ithe irear

iwheels.iDuring ithe inextitwo iyears iseveralidevelopments iwere

imade.iAboutithen,ianiEnfieldiquadricicycleicompletedithei1,000-

milesiroaditrialiofi1900iorganizedibyitheiAutomobileiClubiofiGreat

iBritainiandiIreland.iTheiEnfieldivehicleiwasiawardeditheisilver

imedal,ialthoughiitihadiitsishareiofitroublesiandibreakdowns.
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THEiINTERWARiYEARSi(1921i-i1930)

1924iTheiFirstiFour-stroke-Theiinterwariyear

iwasiaiperiodiwhenitheisidecarireached

iitsizenith.iIniJulyi1925,itheiRoyaliEnfield

iV-Twin-engineiDairyman’siOutfititookipart

iin ithe iACU iSix iDays’ iTrial ifor

iCommercialiSidecarsiandiobtainediaiSpecialiCertificateiofiMerit

iforicompletingianiarduousicourseiwithoutilossiofimarks.iTheiyear

i1924isaw itheilaunchiofitheifirstiEnfieldifour-strokei350ccisingle

iusingiaiJAPiengine.

1928-TheiDepressioniiiiiiiiiiiiiiiiiiiiiiiiiiii

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

In i1928,iRoyaliEnfield iadopted isaddle

itanksiandicenter-springigirderifrontiforks

i– ioneiofitheifirsticompaniesitoidoiso.

iThe ibikes inow iwith ia imodern iappearance iand icomprehensive

irangemeanticontinuous isales ieven iduring ithe idark idays iof

idepressioniiniGreatiBritainitowardsitheiendiofi1930.iIni1927iRoyal

iEnfieldiproducediai488cciwithiaifour-speedigearbox,iainewi225cc

iside-valveibikeiini1928,iandiaifour-strokeisingleiini1931.iSeveral
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imachinesiwereiproducediinitheinextidecade,ifrom iaitinyitwo-

strokei146cciCycaritoiani1140cciV-twiniini1937.iCaniyouieven

iimagine ithatiRoyaliEnfield’s irange ifori1930 iconsisted iofi13

imodels!

ESTABLISHINGiBULLETi(1931i-i1940)

1933iTheiBulletiArrives-Ini1931iaifour-valve,

isingle-cylinder iwas iintroduced, iand

ichristened i'Bullet'iin i1932.iIt ihad ian

iinclinediengineiandianiexposedivalveigear.

iItiwasithenithatitheifirstiuseiwasimadeiofitheinowifamousiBullet

iname.iLongeristroke,ifour-valveiheadiexposedivalvesiandiheavily

ifinnedicrankcaseiwasitheifeaturesithatiranifrom i1932iuntilithe

iendiofi1934.

1940 iTheiSecond iWorld iWar-Theimostiwell

iknowniofferingiforitheiSecondiWorldiWar

iwas ino idoubtithe i‘Flying iFlea’.iAlso

iknowniasithei‘Airborne’,ithisilightweight

i125cc ibike iwas icapable iofibeing idropped ibyiparachute iwith

iairborneitroupes.iTheiFleaiwasifittediintoiaisteelitubularicage

icalledithei‘BirdiCage’,iwhichihadiaiparachuteiattacheditoiit.iThe

icageiaidediinipackingiturningihandlebarsieasily.i
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POSTiWARiBULLETSi(1941i-i1950)

1948iBiggeriandiBetter-Thei1939iBulleti350

ikick-started ithe ipost-warimodels.iThey

iuseditwoirockeriboxesiforitheifirstitime.

iThis ienabled ibetter igas iflow iand

iconsequently ihigherivolumetric iefficiency.iRoyaliEnfield’s iown

idesigned iand imanufactured itelescopic ifront ifork iplaced ithe

iRedditchimarqueeiatitheiveryiforefrontiofimotorcycleidesign.iThe

ibiggest iadvancement iintroduced iby ithe inew iBullet iwas iits

iswingingiarm irearisuspensionisystem iandihydraulicidamperiunits

ithemselves.iIni1947iEnfieldimadeiaiJ2i-itheifirstimodeliwithia

itelescopicifrontiend,ifollowediini1948ibyiai500ccitwini(Enfield's

i25bhp ianswerito ithe iTriumph iSpeed iTwin),iwhich istayed iin

iproductioniuntili1958.

1949iTheiIndianiDebut-Ini1949,ithei350cc

iBullet iwas ilaunched iin iIndia, iwhen

iMadrasiMotorsiwonianiorderifrom ithe

iIndianiArmyiforitheisupplyiofimotorcycles.iItiwasitheibeginningiof

itheireigniofitheiBulletiinitheisubcontinent.iTheiMadrasiMotor

iCompanyistartedioffibyireceivingitheiBulletiinikitsiandisimply

iassemblingithem.iThenitheyibeganimakingitheiframes.iAfterithis
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iEnfieldistartedisendingitheiengineiinipartsitoibeiassemblediin

iIndia.iEventuallyitheyiwereialsoimanufacturingitheiengines,iwhich

imeantithatitheyiwereimakingitheicompleteibike.iForitheinextithirty

iyears,ithe idesign iofitheiribike iremained iunchanged!iIn i1950,

iseveralimodelsiwereiintroduced:ithei650cciMeteoritwin;iai250cc

iClipper;ia ishortistrokei250cciCrusader;i250cciTrials;iSuperi5;

iContinental;i500iSportsiTwin;iSuperiMeteor;iConstellationiandithe

iInterceptor.

AiTALEiOFiTWOiCITIESi(1951i-i1960)

1951-In ithe iUK…Never ibefore iin iBritish

iautomobile ihistoryihad iso imuch ibeen

idone iin ia isingle idecade,inotijustiby

iRoyal iEnfield, ibut ithe ievery iother

imarqueeiofitheitime.iAllinewiengines,iallinewiconfigurations,inew

ipaintischemes,inew icapacityiclasses…itheimotorcyclistihadinever

ihadisuchiaiwideichoiceieveribefore.iThei1950sisaw itheimarket

iopeniupibothiways,idownwardsiforismallericapacity,ilightiand

imaneuverable imachines,iand iupwards iforilargericapacity,ihigh

ipowerediandireliableimotorcycles.iTheiRoyaliEnfieldishowroomsiin

ithe iUK isaw ieverything ifrom i125cc itwo istrokes ito ithe

imighty700ccMeteor.
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1955-MeanwhileiiniMadras…TheiIndianiArmy,ithe

isoleireasoniwhyitheiBulletiwasibroughtito

iIndia iin ithe ifirstiplace,iinsisted ithatithey

iwouldicontinueidoingibusinessiwithiMadrasiMotorsionlyiifithe

iBulletiwasiproducediindigenously.iTheiEnfieldiIndiaiBulletiofithe

ilateififtiesiwasiquiteiaidifferentimotorcycleifrom itheioneiweiare

iuseditoitoday.iUsingitheifamediLucasiMagdynoiignitionisystem,

ithei1955iBulletiwasialmostiaicloneiofithei52iRedditchiBullet.iThe

iframe,ielectrician iware iand irolling ichassis,ihowever,iwere ito

iundergoimanyichangesioveritheinextiteniyears,iwithitheiBullet

islowlyievolvingiintoitheifamiliariform iweiknowiandiloveitoday.

ALLiTHATiENFIELD'SiISN'TiAiBULLETi(1971i-i1980)

1973iTheiMiniiBullet-Withitheisuccessiof

itheiSherpa,iEnfield iIndia ilaunched ithe

i173cciVilliers-powerediCrusaderiiniIndia

iini1973.iAitotallyiindigenousieffort,ithis

ismall imotorcycle iused imany iBullet

ichassisiparts,iincludingiforkilegsiandimudguards,iandiinstantly

ifoundiaimarketiamongitheimanyithatiwantediaiBullet,ibutiwere

idiffidentiaboutihandlingiit’siweightiandisize.iTheiMiniiBulletitoo

iwasiintroducedithisiyear.iThisimotorcycleiwasiai200ccitwoistroke
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isportingi‘contemporary’idesign.iEnfieldiIndiaiattempteditoireach

ioutitoitheiyoungimarket,iprovidingithem iwithiaizippy,ireliableiand

ieconomicalitwo-stroke.i

TOUGHiTIMESiAHEADi(1981i-i1990)

1983 iHere icomes ithe iLightweights-Likeithe

iadageithatigoes,i"when itheigoing igot

itough,ithat'siwhenitheitoughigetigoing".

iEnfieldiIndiaigotisquarelyiintoitheifrayiwithiaislewiofilightweight

imachines. iThe i50cc iSilver iPlus istep-through iand iExplorer

imotorcycleiareilaunched.iPoweredibyitheiZundapp-engineeredi50cc,

i6.5hp itwo istroke imotors,ithese ibikes iredefined ithe ientry-level

isegment.iTheiSilveriPlus,iinitiallyiaitwo-speediandithenilateria

ithreeispeed,ifoundiaireadyimarketinotionlyiamongitheiyoung

iofficeigoingimale,ibutiamongianiincreasinginumberiofiwomen

iwhoifounditheistep-throughidesigniconvenient.iTheiExplorer,iwith

iitsicontemporaryibikiniifairingiandi'fastback'itailpiece.iBothibikes

isportedialloyiwheels,iaifirstiiniIndia.iCloseionitheiheelsiofithe

ilittleiwondersicameitheiFuryi175.iPoweredibyiai175iZundappitwo-

strokeiengineiwith ia ifive-speed igearbox,ithisirefreshinglyiquick

imotorcycleicameifittediwithiaihydraulicidiscibrake.iAgainiaifirstiin

itheicountry.iAndiaibike,imanyifeel,imuchitooiearlyiiniINDIA.
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1984iBrandiNew iVintages-Thei80sialsoisaw

itheiBulletiinimanyidifferentiavatars.iThe

iDeluxe imodels iappeared,iin iresplendent

ichromeiandimetallicicolors,iandi12ivolt

ielectricaliwereiofferediasianioption,itoiaidiinibrighterilightingiand

ieasieristarting.iItiwas ialso ithe iyeariwhen iEnfield iIndia igrew

iconfidentienoughiaboutitheiriflagshipiproductitoibeginisending

i'coalsibackitoiNewcastle'.iOwingitoitheiristatusiasi'brandinew

ivintages',iEnfieldiBulletsifoundiaistronginicheimarketiinitheiUK

iand iEurope,iamong ipeople ilooking ito

icomeibackitoimotorcycling.

ENFIELDiBECOMESiROYALiENFIELD

i(1991i-i2000)

1990iHeavyiFuel-Thei1990'sisawimanyirevolutionaryimodelsifrom ithe

icompany.iThe iTaurus iDieseliwas ithe ifirstiproduction iDiesel

imotorcycleiinitheiworld.

1993iBulleti500-TheiBulleti500iwasilaunchediiniJuneithisiyear.iIt

iwentionitoibecomeitheimosticovetedimodel.

1994iEicheriacquiresiEnfield-IniMarchitheiailingicompanyigotiainew

ileaseiofilifeiwheniEicherigroupiacquirediEnfieldiIndiaiCompany.
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iTheicompanyinameichangeditoiRoyaliEnfield

iMotorsiLimited.

ROYALiENFIELDi(2001i-i2010)

2001-TheiDareiDevils,itheimotorcycleidisplayiteam iofitheiCorpsiof

iSignals,iJabalpuriformsiaiHumaniPyramidiofi201imenioni10

iEnfieldi350ccibikesiandiridesiaidistanceiofimoreithani200imeters.

i

2002-India’sifirstiCruiseri–iThe

i‘THUNDERBIRD’-iisilaunched.BBCiWheels

iawardsiiti‘TheiBestiCruiseri2002’ititle.iTheiBulletiMachismoienters

icommercialiproduction.iDaniHolmesiandiJohnnyiSzoldrakiwonithe

iNationaliRoadiRaceiChampionshipi(60’siClass)ioniaiBullet.

2003

Theifirsti‘RIDERiMANIA’igetsitogetheriis

iheldiiniGoa.

REDSiareiformediiniPune.

TheiBulletientersitheiAutomotivei‘HalliofiPride’iatitheiICICI

iOverdriveiawards.

1000iRidersidescendioniRedditchiforitheiRoyaliEnfieldiOwners

iClubi25thiAnniversary.
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RoyaliEnfieldiisioneiofitheitopiteni125-500iccibrandsiiniUK.

2004-Thei2004iBulletiElectraiisilaunched.

TheiretroistylediBulletiMachismoiisirated

i‘No.1Cruiser’iiniTNSiAutoicarisurvey.iThe

iBulletiElectraiInternationaliwithiailean-burniengineiisilaunchediin

itheiUK.34imenirideisimultaneouslyioniaiBullet,isettingiainew

iworldirecord.

2005

RoyaliEnfieldiIndiaiCelebratesi50

igloriousiyearsiofimotorcyclingiand

iunveilsiaiblueprintiforitheifuture.

iThei2005iBulletiElectraifeaturesiairevolutionaryi5-Speedileftiside

igearishiftithatimakesitheimarqueeimoreiaccessibleito

imotorcyclists.iTheiLegendiridesion…

2006

RoyaliEnfieldidevelopsiaifullyiintegratediTwiniSpark,i5-Speediengine

ithatideliversiaidramaticiincreaseiiniperformanceiandiefficiency.

iTheinewiengineiwillipoweriallidomesticiandiInternationalimodels

ifrom i2007ionwards.
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2008

TheiThunderbirdiTwinsiParkiwillibeithe

ifirstimodelito ifeature iRoyaliEnfield’s

irevolutionaryiUnitiConstructioniEngine.iAll

itheiwellilovedifeaturesiofitheiThunderbirdihaveibeeniretainediand

ienhanced iin isome icases.iAlso,ithe itwin ibenefitiofiimproved

iperformanceiandiengineiefficiencyimakesithisimotorcycleihardito

ibeatiin iterms iofipure iriding ipleasure iand ivisualidelight.iThe

ievolutionaryimixiofioldiandinew ifeaturesiinithisimotorcycleiwill

isurelyidelightiitsiowners.

2009

TheismalleritwiniofitheiClassici500,itheiClassici350iwilliholdiits

iowniagainstianyiotherimotorcycleiandithenipullisomeimore.iThe

iClassici350isharesiitsipowerplantiwithitheiLegendaryiThunderbird.

iTheitorqueitoiflattenimountainsianditheifueliefficiencyitoicross

ientireirangesicomesiinitheisameiunderstatediyeticharmingistyling.

iThisiisiaimotorcycleithatidoesinotineeditoishoutitoibeiheard.
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iBorniofiairichiheritageiandibrediwithiRoyaliEleganceithisi350cc

ithumperihasiallitheiqualitiesiofiaitypicaliRoyaliEnfield.iAppreciated

ithen,iappreciatedinow...

Whyirideiailesseribike.iNothingimoreitoibeisaid.

TheiClassici500icomesitoiIndia.iArmediwithiaipotentifueliinjected

i500cciengineiandiclothediiniaidisarminglyiappealingipostiwar

istyling,ithisipromisesitoibeitheimosticovetediRoyaliEnfieldiin

ihistory.iForithoseiwhoiwantiitiall.iTheipower,itheifueliefficiency,

itheireliabilityiandisimple,iyetidropideadigorgeousiclassicistyling.

iTheiclassiciturnsiheadsinotibecauseiitiwantsitoibutibecauseiit

ican’tihelpiit.iYouiwilliappreciateitheibeatinotijustiforitheimusiciit

icreatesibutialsoiforitheimutedifeelingiofistrengthiandipowerithat

iitisignifies.iTheiviewiisisimplyibetteriwheniyouiareiastrideiaiRoyal

iEnfieldiClassici500i–iwhetherimovingioristill.iNothingimoreitoibe

isaid.
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Army'sistuntiridersibreakirecord-iiiiiiiii

iiiiiiARMYiPERSONNELiIN iPATNA iSETiRECORD iOF

iCARRYING i48iPERSONS iON iONEiBIKEiIndianiArmy

ipersonnelibrokeiaiworldirecordibyibeingitheionly

iteam iinitheiworlditoicrossiaistaggeringidistance

iofi1000imetersicarryingi48ipersonsioniaisingleimovingi500icc

iRoyaliEnfieldimotorcycle.'iTornadoes',itheimotorcycleidisplayiteam

iofiArmyiServiceiCorpsitodayibrokeitwoiworldirecordsibyibeingithe

ionlyiteam itoiachieveiaistaggeringidistanceiofi1100imetersiwith

i54ipersonsioniaisingleibike.iTheyibrokeitheirecordiofiCorpsiof

iMilitaryiPoliceiwhoicarriedi48ipersonsioniaisingleimovingi500iCC

imotorcycleihereirecently.iTheiteam iwhileiexhibitingiextraordinary

iskill,icourage,ienduranceiandimentalistrength,ientereditheiannals

iofirecordibooksibyiperformingithisibreathtakingifeationiai500iCC

iRoyaliEnfield imotorcycle iatithe iRunway iofiAiriForce iStation

iYelahankaiinitheipresenceiofiailargeinumberiofimilitaryiandicivil

idignitaries.iThei'Tornadoes'iwasiraisediini1982iafterihavingigiven

iaistupendousidisplayiofidaredevilryiinithei1982iAsianiGames.

i"SinceithenitheimeniofitheiTornadoesiTeam ibyitheirisheerigrit,

ideterminationiandispiritiofiadventureihaveicreatediainicheifor

ithemselvesibyirewritingivariousirecords,"itheireleaseisaid.Theiteam
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iationeipointiofitimeihadiachieveditheidistinctioniofiholdingiseven

iworldiandinationalirecordsiofivaryingidegreesioficomplexityiand

ifortitude,iitisaid.

ORGANISATIONALiSTRUCTURE

GENERALiMANAGER

(Proprietor)

ServiceiManagerSalesiManager Service

iManager

Showroom

Inichargeiiiiii

Service

Supervisor

Accountant

Team

Manager

Service

Staffs

Assistanti

Accountant

Sales

Representative
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SWOTiANALYSIS

MAJORiPLAYERSiINiINDIANiTWOiWHEELERiMARKET

GROUP PLAYERS ATTRIBUTES COMPETITIVEiFORCES

A Bajaj,iHeroiHonda Highlyidiversified

Aggressive

ipromotion

-iHighibuyeripower

-iHighcompetitive

rivalry

-iHighientryibarriers

B TVS Selectively

idiversified

Aggressive

iPromotion

-iLowientryibarriers

-iNarrowiproductilines

iimplyithatiaggressive

ipromotionsicanieat

iintoimarketishare

C Honda,iYamaha Selectively

idiversified

Moderate

iPromotion

-Highithreatiof

substitutioni(Rsi1ilakh

icar)

-iLowientryibarriers

D RoyaliEnfield Highlyispecialized

LowiPromotion

-iLowibuyeripower,

ihighibrandiloyalty

-iProductidiversification

iwilliimplyiriskiof

ibrandidilution
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SWOTiANALYSISiOFiTHEiTWOiWHEELERiINDUSTRY

STRENGTHS

 Establishedibrands

 StrongiBrandiName

 Fueliefficient

 Styleistatement

 Convenientiiniheavyitraffic

 Cheapiandiaffordable

 Easyiandicheapifinance

iavailability

 Patents

 Goodireputationiamong

icustomers

WEAKNESSES

 Extremelyipriceisensitive

 ShortiPLC

 HighiRiandiDicosts
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OPPURTUNITIES

 Growingipremium isegment

 Increasingidispensableiincome

 Environmentaliconcerns

 Exportsiincreasing

Veryistrongidemandiinithe

i100cc.isegmentidominatediby

ilimitediplayers.

THREATS

 TheiRs.1iLakhicar

 Cutithroaticompetition

 Increasinginumberiofiplayers

iinitheimarket

 Risingirawimaterialicosts

 Increasingiratesiofiinterestion

ifinance

SWOTiANALYSISiFORiROYALiENFIELD,iINDIA
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STRENGTHS

 Sizeiandiscaleiofiparent

icompany

 EffectiveiAdvertisingiCapability

 Committediandidedicated

istaff

 HighiemphasisioniRiandiD

 Experienceiinitheimarket

 Establishedibrand

 Establishedimarketichannel

 Power,iSpeedi&iAcceleration

WEAKNESSSES

 Smallishowrooms

 Notimuchiemphasision

iaggressiveiselling

 Weakiproductidiversity

OPPURTUNITIES

 Growingipremium isegment

 Globaliexpansioniintoithe

iCaribbeani&iCentraliAmerica

 Expansioniofitargetimarket

i(includeiwomen)

 Increasingidispensableiincome

 1stimoveriadvantage

THREATS

 Cutithroaticompetition

 Increasinginumberiofiplayers

iinitheimarket

 Risingirawimaterialicosts

 Increasingiratesiofiinterestion

ifinance
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CHAPTERi3

RESEARCH

iMETHODOLOGY
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INTRODUCTION

iiiiiiiiiiiRoyaliEnfieldioneiofitheipopularibrandiandihighest

iselling ibike iin iIndia iand ioutside iIndia i(USA,iEurope,iAustralia

ietc).RoyaliEnfieldimotorcyclesihadibeenisoldiiniIndiaifrom i1949.iIn

i1955,itheiIndianigovernmentilookediforiaisuitableimotorcycleifor

iitsipoliceiandiarmy,iforiuseipatrollingitheicountry'siborder.iAsifar

iasitheimotorcycleibrandigoes,ithough,iitiwouldiappearithatiRoyal

iEnfieldiisitheionlyimotorcycleibranditoispanithreeicenturies,iand

istilligoing,iwithicontinuousiproduction.iProductirangeihasiwidened

ianditheicustomerihasievolved.ii

TITLEiOFiTHEiSTUDY

“AiStudyioniCustomeriSatisfactionitowardsiROYAL

iENFIELDiBIKES,iDELHI-NCR.”
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STATEMENTiOFiTHEiPROBLEM

Customer isatisfaction iplays ia icrucial irole iin ienabling ian

iorganizationitoichangeiandidevelopiwithicustomers.iKeepingithe

iexistingicustomericontendediisigenerallyimuchieasier,itakesiless

itimeiandiinvolvesilessiexpense.iTheireasoniforithisiisithatiit

itakesimoreitimeitoifindinewiprospectiveicustomer.iInithisicontext

i

Studyiisiconductediwithispecialireferenceitoicustomerisatisfaction.

iA icompany ican iearn imore iprofits ionly iwhen iitihas istrong

icustomericare itowards iproductiand iservices ioffered iby ithe

icompany.iSoitoihaveistrongicustomericareiitihasitoiprovideia

icompetitiveipriceifurtheriadvertisingitoiincrease.
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OBJECTIVESiOFiTHEiSTUDY

1.ToiunderstanditheireasonsiforipurchasingiRoyaliEnfieldibikes.

2.Toiknowiaboutitheiexperienceiafteripurchaseirelatingivarious

iparametersi(Service,ibikeiperformance,imileageietc).

3.To iascertain ithe ibarriers ito ipurchasing ia iBulletiforia

iprospectiveicustomer.

4.ToiascertainitheifactorsithatiaffectsitheichoiceiofiaiBulletias

iaimotorcycleiforicommoniman.

5.ToiproposeianieffectiveiPromotionalicampaigniplaniforibrand

iRoyaliEnfield.

6.Toidetermineitheicustomer’sisatisfactioniregardingibikesiand

iafterisalesiservice.
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SCOPEiOFiTHEiSTUDY

ThisistudyiincludesiCustomer’siresponseiandiawarenessitowards

itheibrand,iproductsiandiservicesiofiRoyaliEnfield.iTheiresultsiare

ilimitedibyitheisampleisizei75inumbersiandithereforeitheiopinion

iofionlyiselectedicustomersiisitakeniintoiconsideration.iMainlyithis

istudyiisiconductediiniDELHI-NCRianditheiscopeiisilimited.

OPERATIONALiDEFINITIONS

1.Customer-iA icustomeri(also iknown iasia iclient,ibuyer,ior

ipurchaser)iisiusuallyiuseditoireferitoiaicurrentioripotential

ibuyerioriuseriofitheiproductsiofianiindividualioriorganization,

icalleditheisupplier,iseller,iorivendor.

2.CustomeriSatisfaction-iAibusinessiterm,iisiaimeasureiofihow

iproducts iand iservices isupplied iby ia icompany imeetior

isurpass icustomer iexpectation. iCustomer isatisfaction iis

idefinediasi"theinumberioficustomers,ioripercentageiofitotal

icustomers,iwhose ireported iexperience iwith ia ifirm,iits

iproducts, ior iits iservices i(ratings) iexceeds ispecified

isatisfactionigoals."
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3.Respondents-iA ipersoniwhoirepliesitoisomething,iesp.ione

isupplying iinformation ifor ia isurvey ior iquestionnaire ior

irespondingitoianiadvertisement.

4.Objective-iAniendithaticanibeireasonablyiachievediwithinian

iexpecteditimeframeiandiwithiavailableiresources.

5.Bike-iAimotorivehicleiwithitwoiwheelsiandiaistrongiframe.

6.Buying-iToiacquireiiniexchangeiforimoneyioriitsiequivalent

ipurchase.

RESEARCHiMETHODOLOGY

iiiiiiiiiiiiiiiiiTheiresearchiwillibeicarriedioutiinivariousiphases

ithaticonstituteianiapproachiofiworkingifrom iwholeito ipart.iIt

iincludesisubsequentiphasesitryingitoigoideeperiintoitheiuser’s

ipsycheiand idevelop iaithorough iunderstanding iofiwhatiaiuser

ilooksiforiwhileibuyingiaibike.i

Theifirstiphaseiisicompletelyiinternaliwhereiitiisistormedioverithe
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imostieffectiveirouteiofiaction,iconsideringithatiBulletiusersiin

iPATNAiareimoreiininumber.

Theisecondiphaseiisiwithisomeiofitheiseasonedibikersiwhoihave

ibeeniusingiBulletsiforisomeitimeinow iandiareigenerallyiknown

iandirespectediamongstitheiBulleticommunity.

Theithirdiphaseiisiwithisomeirespondentsiwhoiwillibeiinterviewed

iwithitheihelpiofiquestionnaireikeepingiiniminditheitimeiandicost

iconstraints.

TOOLSiOFiDATAiCOLLECTION

Theiinformationirelevantiforistudyiwasidrawnifrom iPrimaryidata

icollectedithroughisurveyimethod,iwhichialoneiwasinotisufficient.

iHenceiSecondaryidataiwasicollecteditoistudyisuccessfully.

 Primary idata-iIn iorderito ifind iouticustomerisatisfaction
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iregardingibikesiofiRoyaliEnfieldiPrimaryiDataiwasicollected

ibyipersonallyivisitingitheidealershipsiandishowrooms.iWith

itheihelpiofiaiwellilaidiquestionnaire,iIitookitheifeedback

ifrom itheicustomersiwhoiwereicomingiforitheiservicesiof

itheiribikesiatitheidealerships.iAsiwelliasiIicontactedisome

iofitheicustomersithroughitelexicallingibyitakingitheidata

iaboutitheicustomersifrom itheicustomeridatairegisteriofithe

idealership.iIiinterviewed ithem iand idiscussed iwith ithe

ishowroom istaffiasiwelliasiwith itheiemployeesiatiRoyal

iEnfieldiwhichihelpedimeitoiprepareitheiresearchiReport.

 Secondary idata-The iSecondary iData icollection iinvolved

iinternetisearch,ibrowsingimagazines,inewspapersiandiarticles

iand ipapers irelated ito ithe itwo iwheeleriindustryiin iIndia.

iNumerousiJournalsiandibooksirelateditoitheitopiciwereialso

ibrowseditoiunderstanditheidynamicsiofitheiindustry.

TABLEiNo.18

TABLEiSHOWINGi-iTHEiPLACEiOFiSERVICEiOF

iRESPONDENTSiBIKE
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PLACEiOFiSERVICE NO.iOF

RESPONDENTS

PERCENTAGE

SHOWROOM 34 45%

WELLiKNOWN

iBULLET

iMECHANIC

29 38%

NEARBYiGARAGE 4 6%

SELFiSERVICE 8 11%

TOTAL 75 100%

Analysis

From itheiaboveitableiweicanisayithati45% iofitheirespondents

ipreferitheiriserviceiofitheiribikeiinishowroom,i38%iofithem iwith

iwelliknownibulletimechanic,i6%iofithem iininearbyigarageiandi11%

iofithem ipreferiselfiserviceitoitheiribike.

Interpretation

Itiisiclearithatimostiofitheirespondentsiserviceitheiribikesiinithe

ishowroomsiandialsoiwithiaiwelliknownibulletimechanic.iThereiis

inoimuchidifferenceibutithisishowsipeopleihaveilessitrustiwithithe

ishowroom iservice.
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GRAPHiNo.18

GRAPHiSHOWING-iTHEiPLACEiOFiSERVICEiOF

iRESPONDENTSiBIKE
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TABLEiNo.19

TABLEiSHOWING-iTHEiRESPONDENTSiOPINIONiAND

iLEVELiOFiSATISFACTIONiABOUTiTHEiCOMPANYiTAKING

iACTIONiTOWARDSiCOMPLAINTSiLODGEDiBYiTHE

iCUSTOMERS

YES/NO NO.iOF

iRESPONDENTS

PERCENTAGE

YES 55 73%

NO 20 27%

TOTAL 75 100%

RESPONSEiFOR

iSATISFACTION

NO.iOF

iRESPONDENTS

PERCENTAGE

YES 49 66%

NO 26 34%

TOTAL 75 100%

Analysis

Theiaboveitableishowsithati73% iofitheirespondentsiacceptithat

itheicompanyitakesiactionitowardsitheicomplaintsilodgedibyithe

icustomersiandi27% idisagreeiforitheisame.iAlsoitheisatisfaction

ileveliisi66%ibyitheirespondentsiandi34%iareinotisatisfied.
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Interpretation

Itiisiclearithatimostiofitheirespondentsiagreeithatitheicompany

itakesiactionitowardsitheicomplaintsilodgedibyitheicustomersiand

ialsoitheisatisfactionileveliofitheicustomersiisiveryihigh.iThis

ishowsiRoyaliEnfieldichecksiatitheicomplaintsiregisteredibyitheir

icustomersioniregularibasisitoimaintainiitsibrandivalue.

GRAPHiNo.19

GRAPHiSHOWING-iTHEiRESPONDENTSiOPINIONiAND

iLEVELiOFiSATISFACTIONiABOUTiTHEiCOMPANYiTAKING

iACTIONiTOWARDSiCOMPLAINTSiLODGEDiBYiTHE

iCUSTOMERS

Pointiofisatisfaction
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TABLEiNo.20

TABLEiSHOWING-iTHEiRESPONDENTSiOPINIONiABOUT

iPARTICIPATINGiINiTHEiRIDERiMANIAiORGANIZEDiBY

iTHEiROYALiENFIELDiCLUB

YES/NO NO.iOF

iRESPONDENTS

PERCENTAGE

YES 62 82%

NO 13 18%

TOTAL 75 100%

Analysis
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Theiaboveitableishowsithati82%iofitheirespondentsiareiwantsito

iparticipateiinitheiRideriManiaiandi18%iofithem iareinotiinterested.

Interpretation

Iticlearlyishowsithatimajorityiofitheirespondentsiareiveryimuch

iinterestediiniRideriManiaiandialsoishowsithatirespondentsiare

iveryipassionateiEnfieldifans.

GRAPHiNO.20

GRAPHiSHOWING-iRESPONDENTSiOPINIONiABOUT

iPARTICIPATINGiINiTHEiRIDERiMANIAiORGANIZEDiBY

iTHEiROYALiENFIELDiCLUB
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FINDINGS

1.Itiisirevealedithatimajorityiofiusersiareibetweeni20itoi29iyears.iFrom

ithisiweicaniconcludeiyoungerigenerationiandimiddleiageiareimore

iinterestediiniRoyaliEnfieldimayibeibecauseithisiisitheiageiwhereithey

istartiearning.
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2.ItiisiclearithatimostiofitheiusersiofiRoyaliEnfieldiareimalesimostly

ibecauseiofitheimanlyilookiofitheibikes.

3.UsersiareimostlyiProfessionalimales,i20-35iyearsiofiageiincludingisome

istudentsibecauseiofitheilooksiandipoweriofitheibike.

4.RoyaliEnfieldiisiplacingitheiriproductsiinitheiappropriateipriceirange.iAs

itheipeopleiofithisiincomeibracketilessithani1,i20,000icanieasilyiafford

ithisiBike.

5.Customersiareinotiattracteditoionlyioneiparticularimodelidueitoithe

ivariantsiavailableiandibecauseitheiClassici500/350iisitheinewlyireleased

imodelsitheyiareifastimovinginow.

6.CustomersiareieasilyiaffordingitheipriceiofiRoyaliEnfieldibikesiandithey

iareinotifeelingimuchiproblem iwithitheiamountiandipurchasingiwayiof

imostiofitheicustomersiisileadingiinicashisector.

7.MajorityiofitheicustomersidirectlyichoseiRoyaliEnfieldiasitheiribikeiand

idintievenihaveiailookiatitheinearestialternativeibikeiandithisishowsithe

iloyaltyiofitheicustomersitowardsitheibrandiRoyaliEnfield.

8.Advertisementsiareirarelyirecallediandiareihighlyiineffectiveiamongstinon

-Bulletiriders.iIt’siclearithatiRoyaliEnfield ishould iconcentrate ion iits

iadvertisingicampaignitoireachitheicustomers.

9.IticlearlyishowsithatimileageiofitheiRoyaliEnfieldibikesiisieconomicali&

imileageibetweeni35iandi40ithatitooioniIndianiroadsiwithiheavyitraffic

iisiaigreatideal.

10.iMostiofitheiRoyaliEnfieldibikesidoesn’tibreakdowniatiall,iitiisinot

iproblematiciandinotiinvolvediintoirepairialways.

11.Itiisiclearithatimostiofitheirespondentsipreferitoibuyitheiribikeibrand

inewifrom ishowroom ionlyiandimajorityiofitheicustomersiareiveryimuch

isatisfiediwithitheiplaceiofipurchaseiofitheiriRoyaliEnfieldibike.iThisialso

ishowsithereiisimoreidemandiforinewibikes.

12.Itiisiclearithatimajorityiofitheirespondentsiareisatisfiediwithispareiparts

iavailabilityiand iweicanisayithatiRoyaliEnfield ihasigood idistribution

ichanneliforispareipartsiinitheicity.

13.ItiisiclearithatimajorityiofitheipeopleiwhoichooseiRoyaliEnfieldiasitheir
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ibikeidoesn’tihaveianyiproblemsioriissuesiwithitheiribike’siperformance.

14.iMajorityiofitheirespondentsiareisatisfiediwithitheiribikesipoweriand

ipickiup.iThisishowsiRoyaliEnfieldihasianiexcellentisatisfactionilevel

iwithinitheicustomer

15.iMajorityiofitheirespondentsiareisatisfiediwithitheiribikesicomfortiand

isafety.iThis ishows iRoyaliEnfield ihas ian iexcellentisatisfaction ilevel

iwithinitheicustomers.

16.iMajorityiofitheirespondentsiareisatisfiediwithitheiriafterisalesiservice

iandifew irespondentsiareinotiatiallisatisfied.iThisishowsiRoyaliEnfield

ihasiaigoodisatisfactionileveliwithinitheicustomers.

17.iItiisiclearithatiPeopleiwhoichooseinotitoibuyiBulletsidoisoibecause

iofilow ipromotion,ihighipriceiandimaintenance.iSoiRoyaliEnfieldishould

iconcentrateionitheiripromotionalicampaignsiandimakeisureiitireaches

itheicommoniman.

18.Itiisiclearithatimostiofitheirespondentsiserviceitheiribikesiinithe

ishowroomsiandialsoiwithiaiwelliknownibulletimechanic.iThereiisino

imuch idifference ibutithis ishows ipeople ihave iless itrustiwith ithe

ishowroom iservice.

19.Mostiofitheirespondentsiagreeithatitheicompanyitakesiactionitowards

itheicomplaintsilodgedibyitheicustomersiandialsoitheisatisfactionilevel

iofitheicustomersiisiveryihigh.iThisishowsiRoyaliEnfieldichecksiatithe

icomplaintsiregisteredibyitheiricustomersioniregularibasisitoimaintainiits

ibrandivalue.

20.MajorityiofitheirespondentsiareiveryimuchiinterestediiniRideriManiaiand

ialsoishowsithatirespondentsiareiveryipassionateiEnfieldifans.
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CONCLUSION

TheistudyihasihelpediRoyaliEnfieldidealersitoiunderstandiwhether

itheicustomersiareisatisfiediorinot.iIfinotiwhatiareimainireasons

iforidissatisfactionioficustomeritowardsitheidealeriandiwhatiare

itheiwaysiofiimprovingitheisatisfactionilevelioficustomeritowards

idealer.

Weicaniconcludeiyoungerigenerationiandimiddleiageiareimore

iinterested iin iRoyaliEnfield,ithe ibuying ibehavior iis igoverned

ipredominantlyibyitheineediforiPoweriandirespectiforitheiiconic

iBrandiandiusersiareimostlyiProfessionaliMales,i20-35iyearsiof

iage,iincludingisomeistudents.iMostiofitheicustomersiareiattracted

ito inewly ireleased iClassic i350/500,ialso icustomers iare ieasily

iaffordingitheipriceiofiRoyaliEnfieldibikesiandicustomersiareivery

iloyalitowardsitheibrandiRoyaliEnfield.

iiiiiiiiiiiiiiRoyaliEnfieldishouldiconcentrateioniitsiadvertising

icampaignitoireachitheicustomers,imileageiofitheiRoyaliEnfield

ibikesiisiveryieconomicaliandimostiofithem ipreferitoibuyitheir

ibikeibrandinew ifrom ishowroom iwithitheispareipartsiavailableiin

imarketieasily.

RoyaliEnfieldihasianiexcellentisatisfactionileveliwithinitheicustomer

iforiitsipower,ipickiup,icomfort,isafetyiandiwithiafterisalesiservice.
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ItiisiclearithatiRoyaliEnfieldichecksiatitheicomplaintsiregisterediby

itheiricustomersioniregularibasisitoimaintainiitsibrandivalueiand

ientireiRoyaliEnfieldiowneriareipassionateiRoyaliEnfieldifans.

QUESTIONNAIRE

AiSTUDYiONiCUSTOMERiSERVICEiPROVIDEDiBYiROYAL

iENFIELDiATiDELHIiNCR

1.iName:i-

2.iAge

a.20-24

b.25-29

c.30-35

d.Abovei35

3.iGender

iiiiia.iMale



76

iiiiib.iFemale

iiiiic.iother

iiiiiiii4.iOccupation

iiiiiiiiiiiiiia.istudent

iiiiiiiiiiiiiib.iPrivateiemployee

iiiiiiiiiiiiiic.igovt.iemployee

iiiiiiiiiiiiiid.iself-employee

iiiiiiiiiiiiiie.iothers

5.iDoiyouihaveiroyaliEnfieldibike?

a.iYesiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii

b.iNo

6.iWhoiinfluenceiyouitoibuyiroyaliEnfieldibike?

a.iFriendsi

b.iFamily

c.iDealers

d.iOthers

7.iWhatiisitheireasonitoipurchaseiRoyaliEnfieldibike?

a.iBrandiname

b.iPrice

c.iFuelieconomy

d.iafterisaleiservice
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e.iStatus

f.iAmbience

8.iDoiyouithinkiroyaliEnfieldiestablishesiaihealthyirelationship

iwithicustomers?

a.iyes

b.iNo

9.iAreiyouisatisfiediwithitheifueliefficiencyiofiyouribike?

a.iYes

b.iNo

10.iDoiyouifeelitheiserviceichargesiorirepairichargesiare

iaffordable?

a.iYes

b.iNo

11.DoiyouigetiinitimeideliveryiofiyouriBikeiafteriservicing?

a.iYesi

b.iNo

12.iDoesitheiproducer’siadvertisementiinfluenceiyouifor

imakingipurchase?

iiia.iyes

iiib.ino

13.iIfiopportunityiarisesiinifutureitoibuyiaibike,iwouldiyou

ipreferitoibuyiaiRoyaliEnfieldibikeiagain?
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iia.iyes

iib.ino

14.iWilliyouirecommendiyouribikeitoiyourifriendsiand

irelatives?

iiiiiia.iYes

iiiiiib.iNo

15.iAreiyouisatisfiediwithiyouribike?

iiiiiia.iYes

iiiiiib.iNo
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