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REPORT

A project on "Study of Customer Satisfaction Factors with Regards to
Reliance Trends, Kendrapara”™ was undertaken by student of
Commerce department during the month of March in 2023 No of
students participated in the project work. The study has relied upon both
primary and secondary data. Primary data were collected randomly from
so respondents, The study is mainly conducted for the Reliance Trends. In
present scenario, customer retention is the important marketing strategy
in global business competition. An organization strategy that combines all
of its marketing goals into one comprehensive plan, where a good
marketing strategy will be drawn from market research and focus on the
right product mix in order to achieve the maximum profit with a potential
customer and sustain business. Sccondary data were obtained from
various sources such as reports, journals, and books. Simple percentage
analysis was used to interpret the data. The project work was supervised
by Mr. Ranjan Kumar Behera , Lecturer in Commerce, After completion of
the project students presented their report before the external and

internal examiner for valuation.
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Reliance Group

The Reliance Group, founded by Dhirubhal H. Ambani (1932-2002), Is India’s
largest private sector enterprise, with businesses in the energy and materials
value chain. Group's annual revenues are in excess of USS 66 billion. The
flagship company, Reliance Industries Limited, is a Fortune Global 500
company and |5 the largest private sector company in India.

Backward vertical integration has been the cornerstone of the evolution and
growth of Reliance. Starting with textiles in the late seventies, Reliance
pursued a strategy of backward vertical integration - in polyester, fiber
intermediates, plastics, petrochemicals, petroleum refining and oil and gas
exploration and production - to be fully integrated along the materials and
energy value chain.

The Group's activities span exploration and production of oil and gas,
petroleurn refining and marketing, petrochemicals (polyester, fiber
intermediates, plastics and chemicals), textiles, retail, info Tel and special
economic rones.

Reliance enjoys global leadership in its businesses, being the largest polyester
yarn and fiber producer in the world and among the top five to ten producers
in the world in major petrochemical praducts.

Major Group Companies are Reliance Industries Umited, including its
subsidiaries and Reliance Industrial Infrastructure Limited.




lllﬁlllﬂl!li!l.l.llllllllllll ® o o

INDUSTRY PROFILE

introduction

The Indian retail industry has been thrown open to foreign majors
and is packed with players who strive to offer great products and
value-for-money to Indian consumers. The country holds vast
promise for retailers with its burgeoning spending power and rising
middle class.

The USS 500 billion market, growing at an annual rate of about 20
per cent, is largely dominated by small shops and stores as of now.
The organized segment is in its nascent stage and has huge potential
to harness in the sub-continent. Foreign giants like Wal-Mart and
IKEA have recently received the government’s nod to enter the
Indian market, after making all the necessary compliances.

Online Retail

internet is the buzzword in India these days. Peaple have online access
24x7 through their laptops, iPads and mobile phones. As a result they
have continued access to online retail markets as well.
Online retailers are emerging as important sales channels for consumer
brands in India as mare and more people, especially the young
generation, are shopping online. From apparel to accessories, kid's and
infants product line and almost everything under -the-sun is available on
the net these days. Apparel and accessory brands, such as Puma, Nike
and Wrangler, have recorded a big increment in online sales in 2021, led
largely by purchases from smaller towns and cities with consumers
paying the full price for these products.

For instance, footwear brand Nike has tie-ups anly with anline retailers
such as Myntra and Jabong. And in a very unigue Initiative, it recently
launched its new range of cricket gear on Jlabong. Such partnerships turn



out to be very successful as online retailers provide greater visibility than
a physical store. "Our online store can camry around 10,000 options,
while an offline store can carry only 20 per cent of a given range," said
an official.

Online retail in India is projected to grow to USS 76 billion by 2021,
accounting for over 5 per cent of the Indian retail industry, according to
a report by advisory services firm Technopak. This forecast is
encouraging more companies- big and small- to sell aggressively online,
Experts believe that much of this growth will come from the rising
purchasing power of consumers in smaller cities, who do not have access
to brick and mortar stores stocking high end brands.

Evolution of the Indian Retail Sector

Traditionally retailing in India can be traced to

*  The emergence of the netwhbourhood *Kirana' stores catermg to the convenience of the

COnsumers.

* Era of Government support for rural retailing: Indigenous
franchise model of store chains run by Khadi & Village Industries

Coammission.

1980°s expenenced slow change as India bepan to open up éco
*  Textiles sector with companies like Bombay Dveing, Raymond's, 8§ Kumar's and Grasim

first saw the emergence of retail chain.

Later Titan successfully created an organized retailing concept
and established a series of showrooms for its premium watches.

* Post 1995 onward saw an emergence of shopping center

' Mainky in urbran areas, with faciities ike &ar parking

o Emergence of hyper and super markets rying to provide customers with 3 V's

-Value, Varety, Volume.
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Major Players in indian Retall industry:

& PAK
&  FANTALOOMNS
s \WESTSIDES

International retailers:

There has been greater influence of brands fke Wal-Mart, Tommy Hifiger, Carrefour,
barks &

Spencer’s, Nike, etc in the big cities of India for long




COMPANY PROFILE

Rellance in retail

Rallance Retsil Limited (RRL) Iz a subsidipry of Rellance industries Limited, which Is based
in Mumbal, RRL was set up in 2006 and marks the foray of the Rellance Group nto

organized retail. RAL has been conceptualized to inglude growth for farmers, vendor
partners, small  shopkeepers und consumers, It is based on Reliance’s backward

integration stretegy, 10 Build 2 valie chain starting from farmers 10 consumers

Campany Profile

Company : Reliance Retail
Subaidizry Comparny : Relizmce Trends
Founded 12007

HeEadguarters : Mumisl

Chalrman and Managing Director Mri. leha AmbBanl Plramal

The Apparel, Luggage and Accessories division of rellance retall has anncunced the launch
of

their first Apparel speciality store "Rehance Trends™

Al the Reliance Trends stores located at differsnt places across Cuttack offer some of the
best indian &nd International with each store’s area of more thanl5000 sg.ft of shopping
area, amd heas been designed and furnished by the be=st af the internationa! design
agencies to offer & high style and lavish experience f0 the Indian consumer.

The store layout compliments the evolving tastes and preference of fashion sawvwy
consumers, giving tham an spportunity to view/shep with =asa, alang with an army of
well-trained customer servioe gssociates to compliment the entire shopping procsss.




Riding on the tremendous success of Aeliance Mart at various locatlons across India, the
apparel division of Reflance Retzil is well on track to democratize fashion and make it
attainable 1o the masses

This I= being possible by the extracrdinary design pool of Indian and Intermational
designers, integrating the internaticnal design trends and preferences of the indian
CONEUMErs.

The company is affering solutions to commaon maintenance problems through Its state of
the art iInngvative products ke Ever White Shirts, Antl 5tain Trousers, Wrinkle free range
of garments, aromatic clathes for infants and quick-dry sportswear that ensures optimum
mcisbure managemant

Product quality has been |ngralned into the OnA of Beliance Trends and 15 infegral to the
hission of “GRAHAK DEVA BHABA" the quality system are designed, implamented and
Monltored as per internatlonal standards by a highly competent team of professionals.

To deliver the customer the bast value for their money, only those products that
demonstrate an exemplary safety and guality meeting both implicit and explicit needs of
the consumer sre spproved for purchase.

Some of the guality standards that are being followesd are American Aseociation of textiles,
chemists and colorists. American Standard, 150 and BIS methads,

For the first time in organized retall, Reliance Trends is introducing Made to Measure
taiioring service offering customized fits to all the custamars buying fabrie from the stare
a1 prices compatible to neighborhood tailors.

Reliance Trends is oflering 8 homogenous mix of private
Iabel of brands poross men’s, women s

and children's categocy to fullil every customer’s requirements

The Metwork range of garments comprises of formal office wear and collection for men
and women, while the Netplay renge, showcases 2 smart casual collection for the evolving
workplace, The DNMX range has been developed with a clear focus on the youth of India,
offering them axclusively crafted fashion garments like Denims, T-shirts ste

Avaasarange of Indian wear for woman, offers the finest callection of salwar kurtas, churidars and a
fast evolving Mix and Mateh range of garments, An exclusive label Panda has been developed for
Infants and toddlers, while the FRENDT range of garments would complement the wardrobes of the
growing generation of boys and girls.

Apart from these private labels; the store is siso offering some of the mast renowned

brands in the country like Lewi's Strauss Signature, Peter England, | ndigo Nation, Amarican




Tourister, Iohn Players ete. Some designer labels sither directly or through their sub
brands most of these exclusively for Refllance Trends

Continuing the tradition of reaching out to the middle ciass of the country, the current
offering from Relance Trends s easily affordable to the Indisn consumer. The spacific
private label called First Class Is designed to cater to the range of garments cutting men's;
women's and children’s wear to dehiver exreme value (o the Indian consumens

Taking forward the voice of Shrl Mukesh Ambanl, Chairman & Managing Director, Ralisnce
Imdustries Ltd, Reliance Trends delivers unmaiched affordability, guality and chain of
products and services to the consumer. Rellance Retall continues to fine tune its offering
and listenmg to It customens and learning fram them. This as the Chairman envisions, will
be the beginning of transformation of indlan Retall with benefits for the consumer.

Product Profile

| /Women's Wear

indizn wear Formal wear

Saimi Farmal wWear Catiial wear

Dress material Lingerie

2iMien' s wenr

Farmal wear
Lemi Formal wesr

Casual wear
Sports wear

Men's wear fabrie  Under garments




3) kidd"s wear
Iinfants
Girs -8 yEars
Boy: 2-8 yearsd])
Accessories
Handbags

Handkerchiefs

Reliance jewels
Goid
Sifver

Diarnong

Teddiers

Girls B-14 veary

Boys B-14 years

Private labels by Reliance Trends :-

NETPLAY
PERFORMAX
DNMX

IOHNPLAYERS
TEAMSPIRIT

External labels by Reliance Trends:

PETER ENGLAND
KILLERS
TWILLS
INTEGRITY
VIMAL
TURTLE




Group vision

Democratize fashlon, enrich quality of Iife of indlan heuseholds by giving them access to
guality, fashionabla zlothing st extrems valus.

UL Y TR LSS R0

To be the India’s langest apparel retailer and the dominant plaver in retail space

uspP
) Best Quality
F:Latest Fashlon

T: Patented Technology

W Value for Money

SWOT ANALYSIS

STRENGTH:
~Lower Price
#=Coupons, Voucher
=Fromotional Products
~Good Quality
#alue to maonay
=nderstanding the custemar neads
#implementation of the pint theory |5 theory = greeting)
= ffer on natlonal holiday like 15 august , 26 lan 16 Jun stc.

=Ltimate offer (affer for the whole yrl




WEAKNESS:

=Repeated Collections
FHot Much Coflections
=Lack OFf Awarenesss

OPPORTUNITEES:

=New Productsi: Expanding Beyond Clothing Te Include Mare Shoes, Handbags
= atalogs
FHEmoving The Products Which Are Not S=ling Much

THREATS:

~There ls a Competithan From Stotes Like PANTALOONS, MAX, VISHAL et

~hany Stores Have ta Open




CUSTOMER SATISFACTION
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CUSTOMER SATISFACTION

Customer serviceis the provision of services to customers before, during and sfter a
purchase. According to Turben "L usiomer service Is a series of activities designed to
enhance the level of customer satisfaction that b, the feeling that a product or
service has met the customer eapectation.”

Its importance vares by product, industry snd customer] defectie or broken
mierchandits can be evchanged, often only with & recsipt snd within 5 epecktied time
frame. Reliance Trends will often have a desk or counter devoted to dealing with
retirrs, exchanges and complaints, or will parform related functiong &t the polnt of
jale; the percelved swecess of such Interactions being dependent on employees “who
can adjust themselves to the personality of the guest.”

Customer service plays 2an important role in an organiiation’s ability to generate Income
and revenue. From that perspective, customer sarvice should be included as part of an
overall approsch to systematic improvement A customer service experience can
change the entire perception a customer has of the organization.

Customer support i3 a range of customer sanviced to assist elstomers |h making oost
effective and correct use of a product. It includes assistance in planning, installation,
training, trouhis shooting, maintenance, upgrading, and dispodsl of 8 praduct.

A rmulti-task position drawing on extensive CUSTOMER SERVICE =uparencs o AOvancs &
proven track record for dewvelopng and maintaining key accounts and improving
departmentsl efficisncies

DObjectives of Customar Services
Provide customers and staff with clear standards and expectations.
Ensure all the customers contact reaches dppropriats conclusions,
Minkmize Incidences of repeat contact
Seek to provide @ seamless service far customers

Provide sgual and =asy access [0 our wervices 3t & time, place and channel that
meet the ne=ds of residents, businesses and other iakeholders

Cater for customers needs irrespective of age, gender, physical or fingncial abiiity,
#thnic angin, race, eligion or geographical location
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* Provide a prompt, courteous and knowledgeable response to all customer
Engliifes.

* Equip our staff to provide customers with an excellent standard of service
* Erable our customers to provide feedback sasily, through complaints, customer
surveys, stc.

® Use customer compliments, comments and complaints to drive improvemants to

EEryioE

* Improve the spesd, quality 2nd consistency of response to enquiries by having our
information in a format that can be sasily accasied

Customer mentation of Relignee tre
* Relisnce trends target higher B upper middie class customers,
* The large and growing young working populetion is o preferred customer segrnent.

* Reliance trends speclally targets working women & home  markets who are the

primany decision maker

Reliance abso targets on the young population of the country as they will follow fashion

mostly and of relimnce promotes sisel§ ax the India™s lareet Toshion destinabon
Good custormner service i3 the lifeblood of any business. You can offer promoticrs
and skash priced 1o bring in 83 many new customert a3 you want, but unless you
can gat some of those customers to come back, your business won't be profitable

for long.

Food customer sarvice s all abouk bringing custamers back. And abeout sending them
away happy - happy enough to pass positive feedback about your business along 1o
others, who may then try the preduct or samdee you offer for themsehves and in their

turn become repeal cusiomers.

The feld ol Iy research Customer Satisfaction
which focuses on cusiomer” s perceplions

fhany firms are interested (n understanding what thelr customers thaught about thelr
shopping or purchase sxperience, because Minding new customers & generally more costly
and difficult than servicing existing or repeat customers, Such researches provide a wider
scope 1o the finms in the terms of high customer satisfaction.
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Definition:

CUSTOMER SATISFACTION

Customer Satisfaction; business term of how the preducts and the servicas supplied by the
company meet or surpass the customer expectation. It is the key performance indicator
within the businesy. Custormer satisfaction can greatly achieved by imparting Customer
Relationship Managemeant (CRR) in the company

BUSINESS TECNIQUES OF CUSTOMER SATISFACTION

One of the key customer catisfaction technigues iz the nead to provide front line
empkoyees with the ability to respond (o customer situations guickhy without the

reed to ask for permissicon

Imnovation drives customers” satisfaction. As customers’' needs kesp changing, an
innevation-driven campany is capacitated (o excesd customers’ supectations

* To provide after sale services.
* Lsten actively and carefuily.

* Anticipate that the customer will be asking questions. They may be sasy, they may
be hard. But encourage them anyway. If you cannot provide an answer, promise
to find out the ansswer from someone who can,

Be patient, look from the customer's point of view and wark from there, Thit paint
ol view will always give you the best outinok an the situatian

Always kgep a smile on your face when dealing with customers which can lead to
gustomear satisfaction. This posibve attitude can rub off and tum a potentially
rEgative situation intaa pocltive aXperience

RECENT METHODS THAT TODAYS FIRM ADOPT TOD INCREASE THE CUSTOMER SATIFACTION

in erder to stay competitive and remaln profitable, businesses have to focus on the guality
of thelr customer senvice. Companies that invest time, energy end moniey into developing
and nurturing quality so customers can have & satisfactory experience are golng to be
maore profitable and better likaly to experience more sustained growth over the long-term.

{ uetarmier-Cemntrw A i
Operations should be customer-centric meaning that the customer's best interests should
ahiays be foremost Service shoild be offered in a halpful way and with 8 emils. Both
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management end employess should show interest towards the customer and strive 1o
give them a good superisnces,

Today's companies must strive aven harder than abiding by this golden rule of customer
sEryioe.

WS TErRIRV iR LAY

Is something which 15 dane even afier the product (§ purchased, Many companies are
Imterested In Krowing the reason why consumers have purchased the goods and services
of evien the goods are not purchased. Managers interested in customer care try to collect
B database as to why the customers have purchased the competitors product and servlce
and what will be the level of satisfaction if it is introduced in our product or service. And
alsa to find the lave! of axpectations and thelr level of dissatisfaction,

Cwxlommer [oeus

Is artaimed when everyone in the arganization make efforts to focus the sctivities towards
the satisfaction of the customers right from the stage of new product planning and to
product modification 1o the stage of elimination of the goods and services sverything
revolves around the customars. All the acthvities are focused on the customer satisfaction

CasTamer Service Trafning

Another strategy to improve customer satisfaction s to invest in customer service training.
All employess should be on board with how to treal customers and help themn gain a
valued experience. The guality of custaomer service can easily make or break & business.

The experience the people have received Is the most important aspect in selling pure
services or services with tangible goods, Once the customers & satisfled with the serdce
his loyaity towards that product or company s at [t peak.

Companias today are doing a lot of self- introdpection that they are really giving the said
Erdiees to The cULTOMere,

Companies are spending more money and time to see that the services are evaluated and
improved as per the expectations of the customers. in fact, the companies globally known
for their services are always in the process of finding opportunitiss to improve on the
guality of the services. Better results can be seen when the organizations makes use of
external; Intemal, and interactive marketing.

Con Nt
Communication with customers s also important. It's a good idea to always provids
customners with ways they can contact vou and offer ways to contact them [if they
choose). Offering e-mail, telephane line, web contact or other ways for customers to offer
comments and for complaints is of value.
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Clstormrer Wéelmlropahip Monagemaond Soffweare
Customer Relatianship Management s a process of managing detall informationanout
ndividual elctomer and carefully managing all the customers tauch poinks withthe alm of

maximizng customesr satisfaction and customer loyalty

Cuxtomer Relationship Management Software. Customer relationship manegement (CRA)
software has become a strategy many companies employ to help Inoreste cuslomer
satisfaction, Through using CRM tools and accompanying philosophy, businesses can
examing gnd analyze what customers want and strive to meet this demand befare they
aven walk In the door.

BENEFITS

CAM aims at individual custaomers. It tries to develop customers relationship by

Iooking into his needs and requirements

CAM helps in two way communication by understanding the messages of the

customers and responding to it There by gaining customer loyaity

CEM helps to customize the products and thereby reducing the rate of customer
delection

CRM tells the company what product or service the customer needs today and
what i1 will need In future

:-\.I.-.lfllf Feii Mg
Beimg interestad in customer feedback is always a valuable practice to engage in to
Increase customer satisfaction. What betier strategy and technique o find out how to

watisfy your customers than 1o ask them?

Surveyd, gusstionnaires, talking 1o customers as they shop, and then following up with
calls or emally are ol good ways to get feedback

Uiy Confroi

Quality i important 1o customer satisfaction snd the level of quality directly plays into a
business’ sbility to meet customer expectations. Quality should be monitored for both
ienvice and the type of products offered; as a part of this guarantses and the willingnsss
ta stand behind service and/or products is nocessany.

el ey O Foneeer Deligher

Customer delight ks when the standard of the goods end services are much higher than the
sxpectations of the customers |, this nat anly satisfies thern but surprise and delight them
To create cusiomaer delight the company will not only In crease the stenderd of service but
will traln s personnel bo deliver in 182 bert postible manner the services as expected by

the customers.




Customer delight depends on the reliabllity factor off the company, This is the ability to
perform what has been promised to the customer, Companies who focus on customer
delights should be dependable and have accuracy In delivering the services to the
EUStomers,

Companies with much atttude of smpathy and always paying individual atiention o e
customers which in turn bullds custamer dl!!lih'! The sdvantage s manifold because it
creates brand |oyal and cuttamer foyalty.

CTarrifi aEed af Luttomer srfisfoction Reseorch

in 3 competitive marketplace where buiinesses compete for cusiomers, customer
satisfaction is seen as a key differentiator and Increacingly has become a key element of
business strategy.

Customer satisfaction not only to create lovalty among the customers but It increases the

goodwill of the company by dplifting the market value of the brand, Customer ressarches

are conducted to answer the basic questions e who our customers are? What do they

like 1o buy?,

when do buy and how do they buy?, it examines the taste, preferencss and the atotude
of the customers. Mostly it tends to become qualitative motivational research of customer
behavior. Here, the self concept, ego, personality and life styls of the consumers are
studied, There is an attempt to study beliefs, opinions of the customers

By conducting such researches the company cam minimize its defects in the field of
production and can deliver high quality of sendces in relation to its competitors, Such
recearches can be carried by conducting surveys through interviews and gquestionnaire
maethods, These guestionnaire methods form a path of getting the customers positive and
negalive feedback. The company can then respond to fesdback and can retain the axisting
cuitomers a: we!l preventing them from shifting to other brands.

A customer complaint could be the Insight you have besn sseking to lsarn why a certain
product isn't moving. It can also be an indicator of personnel problems. If @ customer
mentions thai an ltem does not work properly, you can research and try to recreate the
problem, patentially finding a fix that will increase sales. A customer's complaint about an
employee's lack of knowledge may reveal a need for mare extensive training, while 2
grevance about poor custamer sérvice provides the chance ta address it with your staff

By doing za it creatsi confldence armong the customers , leading to word-to-mouth
publicity which is mare effective rather than tv. commercials,
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Why measure the Customer Satisfaction?

Customer satisfaction is thed directly to profitabllity. Well-sstablished research by Baln &
Company found that, for many companias, an increase of 55 in curtamer retention can
increase profics by 25% to 95%. The same study found that It costs <k to Seven thmEs mofe
to gain a new customer than to keep an existing one.

it is important to consistently measure and monitor that input. Without an effective
customer satisfaction research program in place, the company will be losing business,
missing opportunities, and putting tself at a competitive disadvanisge. In order o
measure the customer satisfaction a Customer Satisfaction Survey has to be carded out. A

closer look &t how to formulate survey questions

1. When ta Canduct Customer Satisfaction Research?

The answer depandt on the size of the customer base and the purpose of the ressarch,
There ara two ey types af surveys, and they serve yery dilferent purposes:
*Transactional surveys solicit® feedback directly from the product or service user
about that particular encounter. They are condocted Immediately after each customer
transaction. * Relatonshlp surveys. collect input from peopls who have an ongaing
relationship with the company and have had multipls transactions, The respondants

typleally are responsible Tor deciding whether to continwee the working relationship. in

many cased conducting both transactional and celationship surveys may be

appropriata

2. How 1o digtribute the survey?

The best means of distributing a survey depends on whether it is & transactional or
relationship survey. A transactiona’ survey [conducted &t the point of customer contact
Relstionship surveys, on the other hand, sre mast foet-affectively conducted online
DOnline data collection offers sgnificant advantages over other modes of interviewing
customers, and you should use it whenever passible. The advantages include:

*Speed. Tha imtermet offers instaptaneous distribution of survvey and real-time
sccumulation and tabulation of resufts. This allows for immediate dats analyiis, even
while the survey is sull in progress. The faster responses arrive, the faster they can be
addressed. In contrast, mail surveys suffer from long lag times and low response rates,
*Candar. This (s sesantial Tor research on sangithvé subjact matter where studies indicats
people are more likely Lo answer questions honestly on the Web than they ars on the

phone or in persansl interviews, Such responses provide insight inte what a company is




doing well and frequently provide warning signs about the health of the business
relationship

*Cost. The Internmet 2liminates postage and telephone costs a5 well as baslc materials lke
papar, staples, envelopes, and printing. Because 1t B self-direct=d, there |5 B0 Interviewer
cost. Finally,

I s moie Gonvensent

Promationn! arbivities done by Eafiopoe frevsts for drivimng more cops Faers

into the store:

Relianta trends is doing different types of promotional activities with a main alm of
bringing In mare customers into the stores.

Refiance is focusing on attracting customers through different tvpes of walk-in griven
sctivities, some of the activities done by Reliance trendid in the patt 2 years are as balow.

® Medis plan

Leaflets distribution & balloon distribution
® Guett the price challenge
Evert plans

Trend stylish

Seasonal offers

Spansoring college fests and cofporate [auncheas

1. Media plan:

Media plan invalves communication through different media such as

* Print media
* Loclal madia
* Radic

-

Cinema

Outdoor communication




Print media:

Feliancetrands & wsing the print media as one of |t promotional actwitles, Rellance
spands lot of money In printing ¥z adverticements In the most major news dallizs. The

advertisements will

be printed mosthy on the weekends [Fridays, Saturdays and Sundays) in such a way that
the

advertisemnents will grab the reader's attention and making them 1w come into the stores. which

will not only increase the footfall of the store but also increase the revenue by attracting
the people to make & purchase.

social Media;-

B With the ever increasing usage of internet In the country, mast of the population
using the social netwarking sites such as Facebook, twittor

Reliance is having its own brand pages and groups in the Facebook with tha halp of

wiich
Rellance iz dalng some campaigns in the social natwarking sitas for promoting

its brands, new offers and creating brand awareneis to the people

Reflance trends 1s hawving own radio channel called Radic trends which will
announce the offers in the stores all the time, making the customers who enter the
store to kmow about all the offers.,

Dther than its own radio channel Rzliance trends Is using some other radic
channels for its promotions: In the radio channels like Radio mirchl, big FM, radio

city ete.

Rellance trends |s using clnema plan as one of its promotional activities, they are
selecting the best multipleses and single screen theatres In the catchment areas
where the multiplexes and the single screen theatres are popular and more people
will be visiting these multipleses




Leaflets and balloons distribution:

Reliance use to hire saome guys for distributing the leafliets and balloons in the selected catchment
areas. They will do this mosthy on weekends and at the time of special offers. This leafiets
distribution s basically for increasing the foutfall to the store and thereby converting the pecple
Wi enter the store into the final customers, | have abserved that many peaple whe have taken the

l=afllets have entered into the stores

Guess the price challenge:

Rellance trends will hire two of three volunleers lor engaglng the crowd in the places
whiere this activity is being conducted

The wolunteesrs wiil find the well dressed and good locking peopls, give them a chance to
guess the price of the merchandise. If they guess the price correctly they will be given with
some dlscount coupon

Almost everyone who get the discount coupon will &ater into the stores and try some
apparels im the stones.

it il drive mare walk-ing inta the store and makss them to do & purchase as wall

Seasaonal offers:-

Reliance will #lso do mare promotions far the seasanal festivals ke children
day, Fathers day, Valentine's Day, Mothers day,
independence Day eic with different types of discounis and offers related to that specific
day of festivals for bringing in more customers into the stores,
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Title of the project:

CUSTORMER SATISFACTION AND STUDY OF PROMOTIONAL ACTIVITIES FOR
DRIVING |N MORE CUSTOMERS WITH REGARD TO RELIANCE TRENDS

Objectives:

To study the aatisfaction leve of eustomers with regard of relianes trands,

Ta find aut the Buying behavior of the customers coming m ta Rellance
trends

To identity main competitors of Relianse trends with regard 1o sarviced.

To study different types of promotional actawities done by Beliance trends

far driving more customers

Methodaolooy adoptod for stody

Observing the working of verious departrments like finance;, Human rescurce,
Marketing, purchasing and production

® Discussion with executives, managers and employees

v Visiving and surfing websites of the company

MiEdnmnge

Research Methodology ik a set of various methods to be followed to find
aut varkous INfONMAton s regarding market strata af different procucts
Hesearch Methodology is required in avery ingdustry Tor acguiring
enowledge of their products.

rea of study

The study is exclusively done in the area of marksting, It |5 3 process requiring
care, sophistication, experience, business judgment, and imagination far which
thera can be na mechanical substitubes.
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Primary Sourge- The primary data was collected by means of & survey, O
guestionnaired were prepared and customers of the Rellance trends at two branches
were approached to fill up the guestionnaires. The guestionnaire contains 15
gusstions which reflect on the type and guality of services provided by the Rellance
trends o the customerd. The responie o f the customer is recorded on a grade scale of
stromgly disagree. disagree, uncertain, agree and strongly agree for some questions

Tha filled up information was [ater analyzed to cbtain the required mterpretation and
the findings,

Secondary Source- In order to have a proper understanding of the customer service of
EBellance trends a depth study was dane from the various sources such as books, & ot
of date 15 also collected from the official websites of the Reflance trends ang the
articies from various search engines |ke Google, yahoo s#arch and answers.com,

RESEARCH DESIGNM

The research design ks exploratory till identification of custamer sarvices parameters.
Later it becomes descriptive when it comes to evalusting cusiomer perception of
customer service af the ReEance trends.

Descriptive research, shio known a1 statistical research, describes data and characterstics

gbout the population or phenomencn being studied, Descriptive ressarch answers the
guestions whao, what, where, when and how,

Although the data description is factual, accurate and systematic, the research cannat
describe what caused a situation, Thus, descriptive research earmot be used to create a
causal relationship, whara one variable affects another. In other words, descriptive
rasearch can be said ta have & low Fequlrement for intermal validity

The description Is usad for freguéncies, averages and other statistical calculations, Often
the best approach. prior to writing descriptive research, is to comduct a survey

investigation.

Gualitative research often has the aim of description and researchers may follow-ug with
examinations of why the obserations ewist and what the implications of the findings are.




DATA COLLECTION TOOL

Data i collectmd from various customard through personal interaction, Some other
mfarmation iz collectad through secondary data alio. Data wat eoliected through a
structured guettionnaire,Likert technigue 13 used, Likert sCale 13 simply a statement
which the respondent s asked to evaluste socording to any kind of subjective or

objective critena, generally tha level of agresment and disagreement is maasured

The guestionmalre conslstz of twe parts. Tha Frat part consists of three quéstions
concefning the demographic information of the respondant such a3 the name, ags,
pceupation and gendar. The second part consisting of respondent s perception about
the custemer sarvices Of Rallamce trends and competitors analysis




DATA

| ANALYSIS




| Gender
II :p.ur[icu?:rs. Frequency [ Walid PerEnt ]
1B 58.0
male
fernale 21 440
Tatal S0 el

B male

= feimale

BnalyEis:
Fram the above table and the pie graph it & clearly observed that the number of males
entanng the refiance trends stores are morne when compared Lo that of lemales. But Tram

the taken sample of 50 responde nds, the number 5 guite same

Imberpretation:
From the taken sample of 50 respondents the number of males s higher than the number
of females but the number & quite same, sa reliance should not neglect on any gender a3

bioth are enterng into the stores in almost same numbers




2. Age group
— | i
|| particulars [e—— Valid Perzent
[
L 3030 34 GE 0
I
3040 10 LIk
| s &0 6 1d |:||
{ - i
Tatal 50 | 1000 !
Ige riELE

Analysis:

Fram the above ligure and the table it s clearly ohserved that most of the people
gntering into the reliance trends store belong 1o the age group of 20-30 years

intarpretation:

A% it is clear that the people of age group between 20-30 years ans visiling 1he stores
mostly. 50 refiance trends have 1o concentrate on sttracting more people of this group. All
the promotions should be done In the way to infiuence the people of this age group to
poene into stores, Also people of this age group will follow the fashion trends, and Rellance

trends stands itself as

lindia ‘s Largest § aahion Destnation



3. Ocecupation

jparticulars

Walid Fereeng

oident 4.0

workmg professional id.0

Duaviness 110

Haipse wle

Tatal

accupation

- — - | -
g g i e i EasraFm2 4l

SECuUpATian

Amalysis

From the above bar graph it is very clear that most of the people who were entering the

#lore gre studentd and nest to students ia working professlonals, foliowed by the busingss

pecpie and House wives




tiillllilliiliil-illi-llniigi-..

interpretotion

Hellance wad getting ts targets custosmers and It has to concentrale mofe on doing
differant types of promotions for stiracting the remaining classes of customers.

4. How freguantly do you wsit reliance trands itore.

particulars Frequendy Yalid Parpant
4 B
‘Weskly
1
pionifly 14 J8.0
durirg offers 1% 18.q
wilvetever noed s | 13 6.0
| Tuind 50 1000
freguency of viaiting
g0
|
- !
[ |
- | r |
|
§ 2 | |
.
I
| 104
| = :
| |
|
| | {
o ) T ¥ :
....I-.||I ||||III'|J| g lilEs s PR B T R R
Analysis:

From the above graph it is observed that 38% peopls enternng the stores at the time af

special offers , 28% peaple are coming to rebance trends stores monthly and 26% are

coming whenever they need and just B% people were coming into the stores on weekly

Bacls.

Intarpretation

Mast of the people coming into the stores durng special offers and rome zre coming

monthly and when ever need arises for them 50, Relance have o concentrate on

| |

|

| |

fregusncy of wisiging

|
L — e
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maintainimg the relationship with the customers i such a way that # should retain its

CUSTOMErs

5. Are you happy with the focation of rellance trends stores in the city

I particulars
Valid Pereeni

Ko

loc nrlc-_n ] ﬂ_ipfal-l;_ﬂd_:_n

loeation satlisfactlon
Anmalysis!

From the ahove figure it was clear that makimum peopie 50% feel that they were happy
with the locaetion of the stares In the city and remaining 10% were not happy with the

lpcation
Interpretation:
it was clear that mawmum of the respondeanti have told that reliance Erend: stores wars

loczted at the perfect locations In the city Rellance frends can concentrate on bringing

more customers into the stores as they were located in the right locations in the oty




fr. Statf grested you and offered to help vou.

particulars

strongly spree

Analysis; From the above table and figure it i3 cleer thet 66% of prople agreed that staff
greeted them and offered to help them, 28% have strongly agreed, only 6% were disagres

Interpretation: From the total of 50 respondents no one hay glven the response as
strangly disagree and very less have given disagree so, it Is very good that no one have
negative response regarding this. So rellence treénds can concentrate on Kraining the
employess in 3 better way for assisting different types of customers, employeess musl be

mads to communicate in the language which was understandable to the customeni




51aff was available in a timely manner

particulars

werongly agrew

e

=|r Fy e
e
ﬂhﬂn

Analysis: Mare than 60M of the réspondsnts agresd that staff was available 1o assisl tham
in tim=ly manner and 212% of respondents hawe strongly agreed end just 16% of

respondents disagreed

intarpratation:

From the above data it |s clearly undetstood that very few customers feel that staff was
nat avallable in timely manner and The maximum of the respondents feel thar s@aff was

avaliable.




B, Do the stors provides convenient parking for customers.

parmiculars
Frequency Walia Peroent

i

&0

parking epace

parking space

Analysis: BE% of the respondents feel that they have convenient parking space and 34% of
respondents feel they don’t have convemen parking space
IHiefpreiation

Almaost all the rellance frends store are baving ¢ naugh parking space but some people are
feeling

that they don't have convenient parking  This may be because parking vehicles in the parking

space is not properly managed. It the parking space (3 not guallable for customers there
may be chancs that they may get negative impression on entire Refiance trends.
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Howi did you come o know aboul reliance trends.

particudars Witlidd Per pend

newspaper

Emaflers

banness and hoaridngs

Iriencly wnd relaivess

Traal

LE TR T Ity Banmers and friends and
boardings relatefes

Analysis:

From the above cats it was clearly observed that 34% of people came 1o know about
reliance trends through their friends and relatives and 32 % of people through banners
and hoardings, through leaflets s 18% and through newspaper advertisement 15 16%,

Interpretation:

Reflance trends & gatting mauth publicity with out any cost TO company, mMarny Custiomers
came to know about reliance trends from their friends and relatives. Brapness and

hoardings also helps rellance trends to bring customars, We cannot neglect the numbar of
CUSEOmEErs coummg Dy wesing (he adverbisements m nNews papers and by recening

pamphlets, they both confine 3 total of 34%. S0 we can concentratz on doing thess
activities more effectively
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10. Do you like 1o visit reliance trends store again

particulars braqiinnsy Wiilld Paprsi

do ulike to vigit agedn

do uw like to wialt bgasn

Analysis:
From the above figure it i3 clear that maximum of the respondents feel that they wouid

lke to visit relfance trends store again

£5%% of respondents like o visinagain and only 12% of respondents didn’t Bike to visit agiin

interpretation:

From the above analysis it can be observed that almast all the custamars sntering inta the
store |ike to visit the store again. Reliance have to maintain a better refationship with the

eustomers for making them to come into rellance trends stores again and again by training

the employees for sasiating customen




Il Would you lika to recommend rellance trends to your friends and family?

pariculars Fregquency Valid Percent

Anglygae:

EE¥ of respondents said that they would liks o recommend relianee trends 1o their

friends and relatives, only 14 % said that they would not like to recommend refiance
trends

interoratation:

It is very good for réllance trands that BE% of people whe are coming into store like to visit
the sbtore again and aldn they would like ta recommend raliance trends to others: Lo
reffance tremds can concentrate on the remaining peopls whes are rol lkely to recommend
rellance trends to others by assisting them in prondiding what they want.




12 The offsrs avallabis i the store are good valus far mansy,

particular

Frequercy

Vilid Percen

strongly agres

140

Ngrea

L

B =y apies
Bl agres
Ddrwpee

[ R




Analysis:

From the abowe data table it 3 clear that 70% of respondents feel that the marchandizse
pffered by rellance trends was good values for maney and 14% feel that they strongly
agre= and anly 13% of respondants disagree and 4% strongly disagres.

Imteipretation:

Bad% feel that the offers available in the store are good value for money, 50 masimum
peaple fingd the pricing and offers in the raliarnce trends stores was good.

13, where do you usually skop for if not reliance trends

particuilars
Walid PErceng

negs marl

branddaciory

litg giyls

BartH mans

Brharg

Tntal




]

i

]
&
i
i
1]

I I I I I -
Y L .ﬂ:‘ {J.! = -

Lo & - & o &

3 \_‘F‘ A '*_.
f‘ﬁ? 4{‘} - o

e

Analysis:
From the aboee data it is observen that 268 prefer shopping in max, 4% prefer to shap in
brand factory, 16% in Mega mar, 14% in pantaloons, 12% In (festyle and B in other

types of retail appars! storss

imterpretation:

From the above analyeis it is very clear that we can consider Max and Brand factory as the
tlose competitors of Rellance trends, Mega Mart and Pantaloons are also considered as
the compatitors. So, Rellance trends can concentrate on daing promations batter than its

sompetitors for attracting more SUStomMers,

4. How do vau rate your experience in Aelisnce trends with regard to
BlCustomer sErvice

particulars Frasgpesory i Walid Percent |
| 14.0|
encallent | |
gisnad Bl | G0
aerage | i
|.I:' M I'Il
I 1
Tulal LI:I | Lodo|

S ——

LT
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Analysis:
From the total respondents of 50, 62% feel that customer service at rellance trends was

good, 24% of respondents feel it (s average and 14% of respondents feel that it s
axcellent.
I

Imtarpretation:

From the analysls we can understand that no one customer from respondants feel that
customer senece at reliance trends is poor, Maximum of the respondents feel that
customer service at reliance trends (s good. Reliance trends can do better custormer

service for satisfying the remaining customers who feel It it not good,

] Easy navigation

particulars
Iregusncy Walid Percent
sxcalant 1 &0
gua E]a) B0
avarage
[T 3.0
Tetal ] 100

43




sary Nnavigeation in stors

EXI S S

[TLE_T1E)

snay navigatan in stars

Amalkymia;

Fraom the data it is clear that 50% of respandants feaf that =asy navigation In the store is
good, 34% feel that it |¢ average and B% feel It 15 eicallent.

interpretation:
From the analysis it can be interpreted that 0% of respondents leel that they can move ali
around the store to find what they want. No ane customer respanded That #asy navigation

in tha store (& pood but very e number of customers feel that easy nawgation in the

store |s exceilent so, Reliance trends can arrange the store insuch a way that It can allow

the customers to movw around the store in finding what they want.
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|
40

winwal mei e handising

that it & excellent
Interpretation:
From that snalysks it cen fmterpreted that 50% of respondents feel thet the visual

merchandising in rellance trands |z good and it attracts them to come into the store and

try the merchandise. 5o, for the remaining customers who feel visual merchandising is
na so nice In Reliance trends, [t can improve on arranging their merchandise in an

attractive way wihich will bring in more cuslamers.
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@) Visuasl Merchandising
particulars |
Frequency | Walid Percent
excellend 2 I
Eaed 30 11 )
T A
1E R0
Tatal .5¥] 1060.0
Wigliml mﬂ_l:‘hmdllirr_q_ )
el '
| ‘ .
w ‘ ! !
- | [
3 = - l
- |
i : . |
| |
I 1
|
s |
1 B : ' ey |
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Analysis: From the data It can be clearly abserved that the B0 af respondents Tesl Lhat

visual merchandising is good and 36% fesl it s average and |ust 4% of respondenis Teel

= .= = T




di Billing counter experience

particulars
Fragusacy wnlid Peneend

gecd

Average

Bitling cauntar

T
B

Billing counter
Analysis

From the above data it can ba obierved that 50% of respondents fesl that their Billing
experience in reliance trends 15 sverage. 44% of respondents feel it is good and 6% feel It

fair;

nterpretation:
it can be interpreted that not even half of the respondents feel that thelr billing experienoe

in reliance trends |5 good and 50% of people feel it Is average. 5o, it can be clearly

observed that there was negative impression an the billing. Reliance trends can increase

tha number of bllling coiuntere in the stors and ksaping the sxperienced staff for doing the

fagtar biling and to reduce the waiting tma for CUstomeers.
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Summary of Findings

All the Merchandise was not arranged according to their sizes
Many customers feels that extra charge for carry bags must be
winded.

Alteratlon time must be reduced. Many customers are waiting in
the store for alteration,

Staff were busy Due to very few collection or Repetitive
collection customers are unsatisfied to purchase.

doing the arrangement of merchandise in the opening hours,
very few staff available to help a customer on week days.

One more billing counter needs to serve the customaers,
Customers feels that the collection of Half shirts for Men must

be increased.

4B



QUESTIONNAIRE
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1 How frequantly da you visit relance trends store

{a jweekhy (bimManthly {¢] During affers id | Whenever need anses

2. Are you happy with the location of Reliance trends stores in the city .

jaj¥es (blNo

3. Staff greeted you and offsred to help you,

(ajsrongly agres () Agres (el Strongly disagres {d] Disagres=

4 Staff was svailable in e timaly mennar

[ajStrongly agree (b Agrae (e} Strangly disagres i} Cisagres=

5. Do the store provides convenlent parking for customears,

{al¥es (BN

B How did you come to know sbout relianca trends,

{a]Mewspaper [hLeaflets [ciBannersBhoardings  [djfrlends and relatives

700 you like to vist reliance trends store again
(alves (bino

If no Plmase specily reason

B Wauld you ke ta recommend rallance trands to yoor friends or family
{2lyms  [blho

If no Please specily reason

8. The offers sveilable in the store are good value for money

{2/ Strongly agree ib) Agree (¢] Strongly dizsagree  [d] Disagres

10.where doyou ussally shop for If not reliance trends. please mention here

11 How do you rats your experience in Rzliance trends with regard to

1 CLSTEMEr SETVICE
a| Excallent (BiGood  [clAwverage [dIFalr [& |Pear

2jEasy navigation




8] Excallant ibGand lelaverage (d|Falr (e]Poar
gisual Merchandising

a) Evcaliant [bhEond [clAverage  (d)Falr | & |Poor
djBilling counter

2] Excelent (B1Goad [elAverage  [dIFal [elPoor

12 Any suggestions of commaents on how trends can give you 2 better shopping

wxpeflence
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Fram the above findings the following are the conclusion on customer satisfaction with
regards to Rellance Trends. From the study we conciude that sl the customers are not
fully satisfied with not only Rellance Trends but alse with the remaining compstitars of
rediance trends, customerns are finding some faults with every appare! stores

The customers entering inte the etore are happy with the aHers sveilable in the store that

the offers are good value For their moeney. But from my shssrvation | can conclude that
Rellance trends was spending lot of money for different types of marketing and
promotional activittes for driving more customers into the stores, but feliance was not
concertrating on converting the people who entered the store into a final custameds,

After conducting a thorough survey and research on Relisnce Trends it is abserved that i
has baen perceived as & good brand. It has good customer loyalty and also attracts a large
number of new customers, It also offers it custarner 3 unigue shopping sxperience a few
brands can offer

It alwo got an advantage of its locations cituated in commercial locations, Thare are a good
number of Reliance Trends stores located across the city which makes it easy for
CUSTEETE S 20 Acceds the store. Customers seamed o be hapoy when It came Lo the lEvout
of the store, the merchandise, and cleanfiness of the store, ambience, eic

Congumers have high sxpectations from Reliance Trands regarding pricing; they espect
good coflection of clothas at much cheaper price, A lot of awarenass prograrms may help in
getling beiter footfalis.

The future Tor Rekance Trends indeed seems to be bright and @t should continue 1o do wel
a% seems spparent from the responsse of the custament,




ATTENDANCE SHEET

Topic - “ A project Report on Study of Customer Satisfaction factors with
regarﬂs to Reliance Trends, l{andﬂpam

5L Name T Regd No | Signature
| No. | . -
3 5%111 it Saho |1m3nlnﬁuaw1 %'Jd Soha
£ QtLLmuIL Paxida 20030401 40020003 | ({ Ui madd, Parcida
,_i Aj'}"i'.llgf'h- Ex:ml'g_ EwiﬂfﬁFqﬂﬂﬂﬂﬂj Hhhlljfh.h Pevrii b
= | Sosh  Nayar |gmseteryrogend Lins Pf“”“i
" ftronife laan @mmmmﬁm rlpe
5 M Wamar' Qﬂdc#re!lu 40630 [€|yov 200]e
W ANKIT Gibew ol | QoeBol elupalaei Hn'rllr'l: E‘twﬂd
%M& Pocfh | 3003081y po3sss M—Q@ Rorfi.
MGyrbed Bhujay  Qeptelol Yool | Aluarbked Bhwted; .
if_ A, m o803 0l 0] Y3002 Gﬁw’ﬁfp-hﬁ:@é_
il Panscharghs Frohua. 302301014009 0001 t Panshaxadd (hebens.

Pranoléfe. Malik _|2003010110030023 | Prandida.  Hatix .
13
lTE;ﬂM Belara iﬂj&q.tuqmm_@'_&@_
= Aohigh Ruway Pas,  [99070| sMo 0900 13 ABish Yrwy Pag
= - -
®m |
£y o
= |

J

Kenjan

o wrar  |Beben o
Signature of Guide



PROJECT REPORT ON

SALES PATTERN OF AMUL DAIRY PRODUCTS WITH
REFERENCE TO RETAILERS AND DISTRIBUTORS

PATTAMUNDAI COLLEGE
PATTAMUNDAIL KENDRAPARA
ODISHA-7T54215

SESSION: 2022-23



REPORT

A project on "Sales Pattern OF Amul Dairy Products With Reference
to Retailers and Distributors” was undertaken by student of Commerce
department during the month of March in 2023 No of students
participated in the project work. The study has relied upon both primary
and secondary data. Primary data were collected randomly from so
respondents. The Supply Chain of Amul eliminates middlemen and
directly engages farmer with the processor (dairy). The model has
linked rural dairy producers to wrban consumers through dairy
cooperatives, (rucking networks, chilling plants and processing plants,
Secondary data were obtained from various sources such as reports,
journals, and books. Simple percentage analysis was used to interpret the
data, The project work was supervised by Miss. Subhalaxmi Pradhan ,
Lecturer in Commerce. After completion of the project students presented

their report before the external and internal examiner for valuation.
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A farmer's lile in Kara District was very similer o thai of his counterpart
everywhere else in Indin over seven decades sgo. Their eamings were nesrly
completely based on seasonal crops. Milch buffaloes provided unreliable imcome,
The milk marketing and disimbution system was controlled by private traders and
middlemen. e to the perishability of milk, farmers were forced o sell it for
whatcver they could get. They had 1o scll cream and ghee for very less price on &

regular basis. The private dealer was the winner in this instance,

Farmers gradually realised that the only way 1o stop the trader from exploiting them
wits bo markel ther milk themselves. They neoded o organise some sort of
organisation in arder 10 do so, The Kaira District Cooperative Milk Producers’ Uinton

Limited (commonly known as AMUL) was formally registersd on December 14,

946, a5 a result of this realisation,

Tribhuvandas Patel was the driving force behind AMUL, which was led by
SardorVallabhbhai Patel. Kara District Milk Union Limited was established as a
result m 1946, [ Later renamed to AMULL Tribhuvandas was the organization’s first
chamrman and led it until his retirement in the 19702 In 1949, he enlisted the help of
Dr. VergheseKurien. Dr. Kurien agreed 1o stay and assist with the mission once he
persuaded him fo do so. Dr. Kurien served as the general manager of AMUL under
Tribhuvandas Patel's chsirmanship, guiding the company’s technological mnd
marketing imitintives, Afier Tribhuvandas Patel died in 1994, Dr. Kurien became
chairman of AMLIL.

Kuren, the GOMMEFS founder and chaimman from 1973 w0 2006, &5 credited with
AMLUL's marketing success. AMUL has expanded its business into intemational
mirkels. AMUL has 2.28 million producer members gnd collects 5.08 million litres
of milk per day on average. Today, AMUL stands for numerous things. (Highguality
goods at cheap rates, the birth of a broad cooperative network, and a succeseful dairy
development model )

[Dunng the peak season, AMUL collects, processes. and distributes over & million
litresof milk and milk products on beball of over a thousand village cooperatives
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with 300,000 furmer members. AMUL haz become a symbal of millions of farmers’

gonls, setting an example of freedom and salf-reliance for all farmers 1o follow

Amul

The Taste of India
e —

Fig. 2 Amul logo

1LIMAIN BUSINESS:-

AMUL specinhises in merketing, delivenng, and distnbuting mulk and milk products
produced by its owners. It has helped 1o give farmers with & sustainable rural
emplayvimient programme, in addition o producimg urban obs n dairy  plants,
marketing, transportation, and distribution. AMUL has alwavs attempied o stay one
step ahead of the competition. [t has alwavs served a5 an example and source of
msparation For other cooperatives, as well 25 a model from which many have profited.

AMUIL was one of the first large Indian companics 1o launch a website. This site
was whilised to create an mimnet for AMUL distmbutors as well a8 6 consumer
cyberstore, one of India's first examples of e-commerce activity.

Durga Agencies 15 o firm which s a suppber of AMUL dairy products.

.44 P's of AMUL Company:

L4AProduci: Consumer reguirements and chamgng lifestyles are tracked, and
products are developed 10 meet those needs, Froduct gquadity, o well as

packaging, are critical.

L4 2Pricing: Amul's key selling point 5 ils inexpensive proice. It takes aim al
miultinational compombions by lowerng the prices of its proaduct portiolio.
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products, Amul enjoys a significant market share. As a result, these Amaul
poods ane stars

| S.6Distribution strategy—Amul focuses on breaking down the bulk. It provides
massive gquantities to s CEF, who must make the necessary
mrrangements o keep Amul items in bulk. As & result, distribution is
another strength of Amul's marketing strategy.,

1.5.78rand cquity-Amul 5 n a very good position in erms of brand equity
because 1w s superb  products, lop-of-mind posnioming, Tantastc
distribution and supply cham channels. and lastly the pomnt-of-purchase
branding and advertising of the Amul girl.

LS. BCompetitive analysis—Amul s up against some powerful competitors that
have entered the market in the previous decade and are constantly
inereasing. The majority of these iee ercams began in a regional markel
and then maintained their regional market share. Bumer and cheese, as
well as other dairy products, face significantly less competition,

1. 5.9C ustomer analvsis-Amul's typical consumers are from the Sec B and Sec C
scgments, and are cither middle class or low-income. Amul uses mass

marketing in general. therefore it primarily tarpets these two groups.

LeRESEARCH CTIVES
L1 T'o study the market demand of AMUL dairy products,
1.6.2 T'o study the consumption pattern of AMUL products.
63 T'o annbviee sales of competitive brands in the market.
1.6.4 To determmne the change in distribution channel during Pandemic.

1.7 Research Problem:

1.7.15eck the general perception of consumer towards Amul.

1.7.2To know the consumer psyche and their behavior towards Amul prodocts.,

1.7.3T0 know awareness of people towards Amul products,

1.7.4T0 know the preference of Amul products with comparison to Otber
compelitive brands.

L.7.5T0 know the factors which affects consumer’s buying behavior 1o purchase
milk




1L.3DATA COLLECTION

[here are two types of data used m this resesrch namehy:-

IEIPRIMARY DATA:

Promary Data myoebved i the rescarch 5 the surveys from the customens

{vanous retailers) and potential customers of Thirga Agencies

LEZSHCONDARY DATA:

Secondary Datii involved i the research is the information and contact details of the

customers [vanous retailers ) of Durga Apencies.

LYRESEARCH TECHNIOLUE
L9.11he research technique followed is Descriptive Research.

L3 25ervey lechnigue used in the research is Probability Sampling

L9 35ratified Random Sampling was further used in the research

LIOSAMPLE SIZE

| DILTEGA AOEMUCIES 50
HOMNEY ENTERPRISF I
) Table | z

Honey Enterprises sells multiple companies product namely:-

ARILI

= Brlannia

*  Cpca-Coln

= Cadbury
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CH-2:

LITERATURE

REVIEW




Various researcher researched abowt Amul and gave a lot of views about the

company and its product.

2. 1SalunkhePravinPandurang (2013) examined the distribution svsiem of Amaul,
India is ome of the worlds major milk producers, with 127 million
tonnesproduced in 20011-2012, up 4.25 percent from the previous vear. Indin
remaimed the world's rgest milk producer in 2011-12. And it accounts for
roughly | 7% of global milk production. In India, dairy cooperatives collected
105 million onnes of milk, an menesse of oaghly 1% over 2000-11, The
cooporatives sold 8.6 million tonnes of milk last vear, up around 4% from the
Previaus Vear,

2.2 Ashish Kunmuar [sher, SudhakarDwiwedi and Kajiv Sharma (200 7) examined
“The retailer”s satisfaction towards distribution channel of AMUL products i
Jammu™, In Jamimu, convenence sampling was ased 1o choose stores and
distribmtors from vamous locations throughout the city. The data was
examined using descriptive statistics, pic charts, and percentages after it was
collected from wvarious retmil outlets snd wholesalers otilising » well-
struciured pré-tested routine. Two AMUL product distribution channels in
Jarmmy were found in this study. (1) Company — Distributer — Retailer —
Consumer and (11} Company — AMUL retail cutlet — Consumer.

2 3Hammna Prakash { 2006) exammed the dstribubon channel of effectiveness of
ice cream market (Amul, Kwality Walls, eic) in Hyderahad. lee cream, a
delicious and healthful dish that was long considered a sophisticated item, is
growing increasingly popular across all demographics i recemt years,
MNabody is happier than ice cream manufacturers, who are alrendy filling their
icehoxes with dollops of new,. delectable favours as (e emperatune
increases. Amuol 15 Indiw's largest food brand, with o revenve of Rs, 3800
crores cach vear. They use the most sophisticated plants and effective
distribution systems to manufocture and market perishable dairy products,
The study's main goal was o figure oul what clements are impacting the
effective distribution of Amul ice creams made by Gujamat Cooperative Milk
Marketing Federation 1td. (GCMMFL) by comparing with the Kwality
Walls, the leading plaver in Hyderabad marke

LAVenkatakrshoa V., Soraswathi P, and RadharsoChaganti (April  2002)
examingd the whie revolution- How Amul brought milk 1o India. A
develaping country’s most prominent mspect is the emergence of & number of
organizations—organizations oriented to  satisfy the demands of, and
vpporunitics given by, that development. The development process’ success
iz dependent on how successfully those new organisations mature and serve
the demands of society a5 a whole, However, not all stariup businesses
mature and grow. Some will have a rapid drop. What defines companies that
thrive and survive” This swdy proposes a framework for answering this
guestion and demonstrates # using the history of a well-known  Indian

coOperalive’s corporitle stralegy.




25Pankaj Chandra and DevanathTirupati (April 2003) Business Strategies for

Muanaging Complex Supply Chans in Larpe Emerging Economies, A case
siudy of o dairy cooperstive, AMUL, in western India, that has built a
succesaful model for doing business in a major nsmg coonomy = discussed n
this paper. It was significantly responsible for India being the world's greaicst
producer of milk, thanks © s innovative procedures. This siudy drws a
number of lessoms from AMUL's experiences that will be valuable 1o
conperatives around the world as well as companies looking to conduct
business in huge rising markets like Indiz and China.

260, Bowonder. BB _RaoghuPrasadand AnupKotlal July 2005} examined the ICT

application madairvindustrvithee-experienceof

Amul GujaratCooperativeMilk MarketingFederationLt
d.IGCMMFLIhasrevolutionizedthedawrybusinesshby
implementingmiormationandcommuanicaiioniechno logy |
ICTjimronralparisolGujpral. Whiltithasbnghbeensaidt
hatliCTinvestmensmrurallndisareineffective the Amu
lstorvdemonstratesthat"whercthereisawillLthereisawa
v."Amulhnsbecomethefaceoftheinformationtechmolog
¥ilT)yrevolutioninruralindia . TheGCMMFL suseolICT
imthedairybusinesssexaminedinthisresearch.Farmers
cunrcceivecashpavmentassoonas themilk i
delivercedthankstothissystem, The Amul expericnce shows that
ICT platforms can benefit the ruml poor if property developed and executed,
Customization of IT systems for moral areas is emerging as a significant
truns formation opportuniry

LIMITATION of the studies conducted so far:

Ihe sampling design used was Convenience sampling, which & a
nonprobability sampling method.

The convenicnce factors were the availability and approachability of the
respondents.

Since dwiry products are psed daily hence there i a need 1o trace the market
amd segment il for current scenario,
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I'he main information needsd is the various types of brands available in the

muarker. and varnows other fncs

Ihe curreni studhies focus on the current stale of the management svstem. including

company  support,  distribotion  petwork,  distributor-  retailer  relstionships,

promotional activibies, and so on




3.1.6.2 AMUL Yellow Cow Ghee

i1.63 AMLUL Paneer

1164 AM LIL Drah

LMLTAMUL Range of Chocolates

=
A

7.1 AMALIL Drark Chocobes

1371 A MU Chooomimmis
11.73 AMUL Asriado

3.1.74 AMUL Checolate Syrup
1.1.7.5 AMUL Almond Bar

31Y1090H)
AN WD

Fig. 5 Amul Choealates

J.2BUSINESS MODEL

Ihe firm follows B2B Business model, { Business to Business)
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CUSTOMER
BUSINESS 2 |
(Retailer) ’
BUSINESS 1 CUSTOMER
(Wholesaler)
BUSIMESS 3
CUSTOMER
(Retailer)

Busimess-to-husiness (B2B), also callsd B-to-B, is a form of transaction bebveen
businesses, such as one mvolving & manulacturer and wholesaler, o a wholesaler
and a remiler. Business-io-business rofers o business that = conducted between

companies, rather than between o company and mdividual consumer.

Durga Agencies receives dairy prodocis from AMUL manufacturing unit i large
quantity. These producis are then demanded by various retmilers [(customers)
depending upon their estimated sales. Then these products are distributed in

comparatively smaller quantities to different retailers
Durgs Agences operates with both cash and credit transactions. The period of credit
depends upon various factors like:-

*  Different Retailers

*  Dhuantity Ordered

*  Past Experience, e,
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33AREAS OF OPERATION OF THE
FIRM{TARGET MARKET)

= Pahadganj

» CP(Cannaught Place)
Crol Market
Ramesh Nagar

*  Ilan Nagar

JACOMPETITORS OF THE PRODUCT OFFERED

PRODUCT | COMPETITIVE LOGO

BRAND

ERITAHHIA

| BUTTER HLUTTER
[
|
AMLIL CADBLIRY
CHOWOLATES CHUOCOLATES

AL BRRITAMMIA
CHEESS CHEES] |




ARLIL |
BEVERAGES COC&-COLA |
AMUL MESTLE
OHEE {HEE

Table 2: Amul and its compelilons
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CH-4:

DATA ANALYSIS/
LEARNING




The explanatory rescarch has been condocted through both prmary data and secondary

dita
The dats both gualitative as well 45 quantitative, The dam had been collected through

surveys and Data of Durga Apencies.

4.1 Market Constitution of Durga Agencies:-

MARKET RETAILERS ‘
_ ) (CUSTOMERS)
Cannsught Place 15 |
Pabadgan, i E
Gol Market ; i
Ramesh Nagar 5
= Mot Nagar ' 10 B
Table 3 o
Sales

B Cannaught Ploce  WPahadgan) @G0l Market B Ramesh Nagar Bt Magar

Fig 6
s clearly visible through the survey that majority of the customers are from

Pahadganj market area,




As the business isell s located in Pahadgani marker, it attracts a greater number of

CUSTMETR

4.2Customers of Durga Agencies:-

DURGA AGENCIES

COMPETITORS

Table 4

CUSTOMER BASE

B Competiton M Durga Agency

The survey was conducted from the abready exisbng customens of Durga Agencies.
Comparatively a smaller number of potentisl customers were contacted due o lack

of information in times of pandemic.

4.3Tenure in dealing with AMUL Products:-

TIME PERIOD NUMBER OF RETAILERS

-5YRS

21

= 10% RS

More than 10YHRS
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M 1iME PERIOD

B osves W o5 goves W oovRs

From the survey conducted it was found out that almost 80% of retilers are dealing
in AMUL products from muore than 5 vears. 35% of retailers are dealing in AMUL
prixfucts from maore than 10 vears,

As AMUL = a very renowned brand mnd have maintained their market share in
different products, this has motivated the remilers to continue with sales of the

prodoet.

4.4Most Preferred Amul Product:-

PRODUCTS " RETAILERS
PREFRENCE
AMILIL Butter | 15
AMLIL Cheese 15
= AMUL Chocolutes l | —

-'.'i-':ﬂi-”f ll:.'l':.';l.lll Jik
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AMUIL Bewerages - 5
AMLIL Cooking Range 1
Tuble 6 .
MOST PREFERRED AMUL

B il Batter B oamuchose & aMiAL Chooolaes

B AMLUL Cream B AMUL Bevernges @ AMUL Cooking
Range

2%

Fig. 9

Acvcording (0 the survey conducted through various remailers in differemt markets
AMUL butter, AMUL ghee and AMUL cheese are the most preferred products in the

mnrket.

I'hese three mems are demanded by almost every retailer in the marker, AMUL
butter and checse is regularly used in both houschold as well as commercial use, this

led 1o the increase sales of particular product

4.5Least Preferred Amul Product:-

PRODUCTS RETAILERS
PREFRENCE

AMUIL. Butter |

"~ AMUL Cheese |

Ied
Tk
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—_—_ ———
AMLUIL Chocolaies 40
AMLIL Cream 7 =
' AMUL Devernges 3
— .-"| ’|'|.|.|-|“'_-I}I:Iﬁ.ll1g R_ngl: 5
- Toble 7
LEAST PREFERRED AMUL
o AMLIL Bomer B AMLL Cheess B AMUY, Chocolagos
i AMUL Craim W AMNILA Itﬂﬂ‘-.lga_-\. a AN ['-,'l-nk|r||:|_
Rornpe
%1%

Fig. 10

In comparison, Amul chocolates and beverages are less preferred products among the
wide range of Amul products.

This is mostly due to variety of alternatives that pre-exist in market. AMUL
chocolates  face o tough competition from Cadbury Chocolates and Nestle
chocolates. It has comparatively less customer base compared 10 customer base of
compelilive product.

4.6 Change in demand of product with increase in
prices:-

CHANGE IN

r PRODUCTS
DEMAND




—

AMUL Buster 5

AMUL Uheese 7

AMUL Chocolates n

[ AMUL Cream 9 ' i

AMIUL Bevertiges T

AMUL Cooking Range 4

il Fable 8
DEMAND CHANGES DUETO
INCREASED

o AMUL Butter ¥ AMUL Cheese & AMLIT
Lhocolmles

AMULCream — AMUL ™ AMUL Cooking
Bevemages Range

Fig 11

It 15 chear from the survey conducted thas, if the prices of the AMUL duiry products
increase, the demand of AMLUL ghee and beverages would decline sharply. From the
number of retailers surveyed, 40% of the retailers expected that demand of AMLIL

ghee would fall.

4.7 Change in demand of product with decrease in
prices:-



PRODLUCTS CHANGE IN
— .- DEMANH
AMUL Buner 5
AMUL Checse = 1 ¥~
[ AMUL Chocolates ' 4
ﬁ'.'-‘!m-'l_mn - ']
AMLUIL Beverages i
AMUL Cooking Hange

DEMAND CHANGES DUE TO INCREASED
PRICES

B AMUL Butter & AMUL Cheese W ~AMILI
‘.-hlﬂ:(blml."h

“AMULCream ™ AMUL ™ AMUL Cooking
Bevernges Range

Fig §2

It 15 clear from the survey conducted that, if the prices of the AMUL dairy products
decrease, the demand of AMUL ghee and beverages would mise at higher pace

From the number of retatlers surveved, 40% of the remilers expected that demand of
AMUL ghee would mcrease,

From the survey il is clearly visible thai incrense or decrease in prices of AMUL
ghes would affect its demand accordingly. The demand &5 highly elastic in this
particular producl. The reason behind the highly elastic demand of AMUL ghee is
lue 10 the shready existing price of the product.




4.8 Competitive brands products sales is done or not:-

YES '= 19
MO I
l'sble 100
COMPETITIVE BRAND SALES
o ypg Wy

Fig. 13

From the survey conducted through retatlers, 82% of the retailers also sell the products

of compeiitive brands

I'he sales of competitive brand products arc camied out because (he refailers have

heterogensous customer hase, s0 aocording 1o their demand they sell the products

== e




4.9 Name of the other competitive brands sold:-

i COMPETITIVE BRAND ] NUMBER OF RETAILERS

BRITANNIA I8

—

NESTLE 15

CADBLIRYS !
' OTHER |
Table 11

COMPETITIVE BRAND SALES BY RETAILERS
] [ ] il l

BRITANMNLA NESTLE CADBLURYS (THER

Fig. 14

According 1o the survey 25% of retallers sell Britannia dairy products along with
AMUL dairy products, Nestle and Cadburys are also popular competitive brands in
the market.

AMUL butter and cheese faces competition with Britannin butter and cheese, and
AMUL chocolates faces a tough competition with Cadburys chocolates. Nestle ghee

also gives competibon lo the AMUL ghee i the market.




4. 10Regular Customer base of Amul Dairy Products

NUMBER OF CUSTOMERS | NUMBER OF RETAILERS
(= ik 3

[=-2] 20

<21 )

Tuble 12

Regularity of Customers

Hp1n Sypzn <o Il

Fig 15

It wias concluded rom the survey that AMLUL products enjoy a loval customer base,

As almost 61% retatlers have more than 10 customers weekly buying Amul produscis

Regulurity of customers reflect their liking wowards a product, hence repeated purchase

of the product is there.

“IEI'-II‘I".'lllil'l...il.ll..'l'l
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4.11Change in demand of product with change in season:

Fﬁ_ﬂDUETS RETAILERS

- PREFRENCE
AMUL Bufter 13
il AMUL Cheese 15
AMUL Chocolagzs 1
AMLUIL Cream ]
AMUL Beverages | 33
AMLUL Cooking Range 1l

lable I3 -

CHANGE IN DEMAND WITH CHANGE IN

SEASON
o AL Putler B LR Cheese AR Chocolses
B OAMUL Cream EOAMUL Beverspes ) AMLUL Corkimg

Kange

Fig. 16

According 10 the survey conducted it was known that sales of AMUL beverages depend
upen change i season.
44% of rewilers said that sales of bevemges reduce in winters whencas increases in

surnmers. The sakes of butter and ghee also boosts up in winter season.

EL 1]




4.125atisfaction with sales of AMUL dairy products:-

SATISFACTION (OUT OF S)]  NUMBER OF RETAILERS

5 o

4 11

3 i 5

[

i z

~ Tebk 14

SATISFACTION (QUT OF 5)

HoE 43 E

Fig. 17

According to the survey conducted. almast 50% of retailers have mated 5 out of 5 m

satisfaction gamed by sabes of AMUL dairy products.

i1
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8% retiibers have rated 4 owt of 3 in satisfaction gained by sales of AMUL dairy

products

(32}

Chn the other hand, retnilers rating | or 2 owt of 5 are almos negligible constituting to

onkby 5% of total retsilers surveved

4.13Amul sales contributing to what amount of total
sales:-

AMUL SALES FERCEHT.&EE- NMUMBER OF RETAILERS
(APPROXIMATE)
15 [ 0
555500 = 13
i <504 ' 7

Tahle 15

I was concluded from the survey conducted that, 33 out of the total retailers surveved

said that 25%-50% ol toml sales contbites 1o the sale of AMUL products



AMUL SALES PERCENTAGE

Wooow Mooy cpx ooy

Fig. 18
Sales contribating 10 AMUL products out of toal sales depend upon varions factors

namiely

313, IMature of Business
313 250 of business operations

L3 AMumber of goods, retailors deal in, efc.

Sales of AMUL products take place regularly, varying differently i market

wocording to the redwibors and their oporations.

4.14Unsubscribe to AMUL products in future?

PREFEETIEHCE ] NUMBER OF HETAILEﬁS
YES 3
Wi i 4K
MAYBE ' o
Table 16
EE!




UNSUBSCRIBE AMUL PRODUCTS IN FUTURE

Byey ppn Wparvpe

Fig. 19
During the survey when it was asked sbout if retailors would unsubscribe AMUI

dasry products in futare, 80% of retallers were inleresied in carrving the sales of

AMUL dairy preducts in future,

Oy 5% of the retailers sod they will discontinue the sales in future and 15% of the

retailers were nol sure about the future scenario.

This portrays that most of the retailers are happy and satisfied with the sales of

AMUL dairy products.

4.150mline order in times of pandemic:-

ONLINE ORDERS PREFEERED| NUMBER OF RETAILERS
e -
W) = =
fahle 17
14
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ONLINE ORDERS PREFERRENCE

Noyps s

Fig. 20

Distribution patiern undérgone deastic changes, more and more (2lephonic orders

were entertained in times of pandemic,

4.16 Competitor Analysis using ANOVA

Null Hypothesis: The quality and price are comparatively affordable of Amul

Dairy products as that compared w it other competions.

Hypothesis: The quality and price are comparatively alfordable of Amul Diiry

products a5 compared 1o is competiior’s product. To test the above hypolhess,
OneWay ANOVA test is applied taking most prefermed brand as fixed facior and
satisfaction from Quality and Price as dependent varmbles, where following results

wire obtmingd,

35
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Table 19: ANOVA

Inttrprtulinn:lh.: above table shows that, the significance value of F iesi
vbiained in case of quality and price is less than the alpha value of 0.05 (p < 0.05),
which stmies that there 15 significant association between quality & price of Amul and
affordability by comsumers. Hence, the hypothesis ie. The guality and price are
comparatively affordable of Amul Dairy products as compared @ ils competiio: s

product s accepied,




CH-5:

CONCLUSION
ANDSUGGESTIONS




5.1 CONCLUSIONS FROM THE RESEARCH

5.1 Objective 1: The market demand of AMUL dairy products, it
was found thar:

S.1.1.1 Amul Buotter is the undisputed market leader,

301 2Amul’s all-India volume share in cheese rose 1o 70% during the period from
March 2020 1o February 2022 from 63% in the previous yvear, Britannia’s
violume shame shrunk o |6% from 19%,

.10 3Amul products have loyal customer base and goods are demanded regularly
due to qualiy provided

5.1 L 4Most of the retaibers are satisfied with the sales of the Amul dary products.
Most of the retailers prefer 1o sale the produocts in future as well.

5.1 20bjective 2: The consumption pattern of AMUL products, it
was fonnd that:

12 1AMUL Buiter, Ghes, Cream and Cheese are i most popular products and
e dermnanded regularly.

5.1 2 2ales of AMUL Buotter and Ghee boogts doring winters and AMLUL
Chovolales are atso demanded more during winter season.

5.1 23AMUL Buttermilk and other Flavoured Milk are in huge demand dunng
summers and its demand reduces significantly during winlers.

5.1 30bjective 3: Analysis of sales of competitive brands in the
market, it was found that:

5.1 3.1 Substitutes of AMUL Ghee are preferred when the retatlors focus on low
priced product ignoring the quality perspective.

2.0132Amul chocolates and AMUL beverages are less popular products in
comparison of other products due o tough competition in the market,
AMUL Chocolates face tough competition from Cadbury and Mestle

£.1.33 ABLIL lee Creams faces towgh competition from Mother Dairy, Kwality
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1.3 AAmul faces wough competition in the market with brands like Britannia, nestle,
Cadburys. Eic.

i1 40bjective 4: Determination of change in distribution channel
during Pandemic, it was found that:

5.0 A 1 Dsabunion pattern saw drastic change but the orders saw no change. So,
retadlers prefermed 1o give orders by online modes 10 reduce the contact in
times of pandemic.

L

LA Telephonic orders inerensed and are now  the primary source of order
genetation after pandermic.

5.2 SUGGESTIONS FROM THE RESEARCH

5.2 1 Dustributors should search for online markets for distribution o morease reach
and sakes,

5.2 2Credir facility peniod shoild be exiended (o attract more customers and orders.

1aq
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REPORT

A project on "Consumer Satisfaction towards Bikes of Royal Enfield,
Special Relerence to Royal Enfield (Pratap Automebiles)” was
undertaken by student of Commerce department during the month of
March in 2023 No of students participated in the project work. The
study has relied upen both primary and secondary data. Primary data
were collected randomly from so respondents. The Royal Enfield bikes are
most preferred by middle aged and younger generation dominated by
male. Their perception towards bike is muscularity, strong
performance, mileage, and status, It is available everywhere and its
parts are available everywhere. Secondary data were obtained from
various sources such as reports, journals, and books. Simple percentage
analysis was used to interpret the data. The project work was supervised
by Mr. Jitendra Malik, Lecturer in Commerce, After completion of the
project students presented their report before the external and internal

examiner for valuation,
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Introduction

Introduction

A motorcycle may be defined as a sell-propelled, engine-powered, two-whecled
vehicle. A steam velocipede buill by inventor Sylvester H. Roper may be the earliest
known motorcycle

In the present er. customer is the conire poini of all the marketing activities. The
objectives of the marketers have shifted from “maximization of profits” 1o
“maximization of customer satisfaction”™, Business firms not only retain their cumrent
customers, but also inereased their market share by satisfving customers through high
quality after sales service. After —sales service availability is a critical deciding factor
while choesing an automohbile.

The Two wheeler industry is facing new challenges. Globalization, individualizations,
digitalization and increasing competition are pressing the face of the indusiry. In
addition, increasing safety requirements and voluntary environmental commitments
by the Two wheeler industry have also contributed to the changes ahead. Size is no
longer a guarantee of success. Only those companics thet find new ways to create
valoe will prosper in the future.

Driving the most luxurious Bike has been made possible by the stiff competition in
the Awtomobile indusity m India, with overseas players pathering the same
momentum as the domestic participants.

Every other day, we have been hearing about some new launches, some low cost
Bikes - all customized in # manner such that the common man is not left behind. In
2015, the Automobile industry is expected to see a growth rate of around 9%, with the
disclaimer that the agto industry in India has been hit badly by the angoing global
(inancial crisis.

The Awtomobile industry in India happens to be the ninth largest in the world.
Following Japan, South Korea and Thailand, in 2013, India emerged as the fourth
largest exporter of Automobiles, Scveral Indian Automobile manufacturers have

Department of Commerce Page 2
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spread their operations globally MNC’s are making more investments in the Indian
Automobile secior.

Review of Literature

K. Recnarecicha etc at all{2019), in their article about “A Stwdy On Customer
Satisfaction Towards Reyal Enfield Bike In Tiruppur Cify” stated that The purpose of
this study on customer satisfaction will help us to understand the needs & Wants of
the customers towards Royal Enfield. The study could provide appropriate and timely
information about the position of preference level of customer towards Royal Enfield.
As the objectives of this study is to analyze the customer satisfaction and to find out
the consumer preference lowards the fronic brand Royal Enfield. This study also
investigate the services and factors which influence the customers to purchase the
Royal Enficld bikes and also identify what customers are expecting from the Roval
Enfield. To know abowt the customer satisfaction and factor which influence the
customer's preference in buying decision process. Customer satisfaction is influenced
strongly by culture, social, personal and psychological factors. For this purpose, 75
customers were selected and obtained the wvarious responscs based on  the
questionnaire method. By and large it was found that most of the customers are
choosing Royal Enfield vehicles because of its Vehicle Appearance, pickup, good
maodels and engine appearance eic.

SR Sony Mariva & Dr. K Amutha (2018), in their study about “Cusiomer
satisfaction level towards roval Enfield bikes fwith special reference to Coimbatore
city)”, stated that This study is 1o analyze the customer satisfaction, towards Royal
Enficld bikes in Coimbatore city. The objective ol the study helps to know
demographic factors, buying behnvior, of the customers. This study is about the
preference for the Royal Enficld and it is done through questionnaires from the
customers. The tools and techniques used were simple percentage, chi-square. The
achicved result of the study reveals that ulimate users are the students who uses
Koval Enheld Bike and most of the respondents prefer Roval Enfield duve to company

Department of Commerce Page 3
Pattumundai College, Pattamundai




}I.l«llll...l.'l-IIIIIII'IIIIIIIIIIII'

Consumer Satisfaction towards Royal Enfield Bikes with

Sﬁﬂil.l Heferenee to wnl Enfield !FTI‘IIE A:tnnml:ilnt

image and comfortable, The company must improve their mileage, model and colour
in their Royal Enfield Bike

Ms. Ameer Asra Ahmed ete at all (2014) in their article about “A Sy O
Customer Sartisfaction Level OF Roval Enfield Bullet® stated that This study on
customer satisfaction is being associmed with one of the leading two wheeler
company the Roval Enfield in the following paragraph a brief note on the problem
that has been undertaken as the subject matter is explained. In this project report, we
will find out the satisfaction level of the Royal Enfield Bullet owner in Bangalore
city, The problem it is facing in the present market scenario. This project evaluates the
various factors that keep the customer satisfied. It also evaluates the various factors
that influence a customer to buy the bullet. While selecting a bullet various aspects
that have 1o be given a thought with respect to Brand image, Colour, Foel-efficiency,
Technology used, ete. A questionnaire was designed to conduct a survey and the dats
s0 collected from appropriste respondents was analysed using a statistical package
called SPSS and 2 One-way Anova lest was done to test the hypothesis,

G. Gopalakrishnan & R. Rengarajan(2017), in their article about “A Siudy On
Service Quality In Royal Enfield Showroom, Chennai™ stated that This research
examines service quahty perceptions in the showroom. First, it analyses the theory
about service quality concepiualization. Then & modified SERVQUAL imstrument is
developed, and applied to the showroom using as subject one of the companics. Five
service dimensions are identified: READINESS RELIABILITY, TRUST,
COMFORT, SECURITY, and ACCESS. They arc examined in terms of their impact
of customers' overall quality perception and their willingness to recommend the firm
to & fnend. These varables are found to be affected heavily by two dimensions: trust
and comiort. The present investigation’s main conclusion is that SERVOQUAL is a
good starting base to quantify service quality, but it is neither of general nor of direct
application. The SERVQUAL instrument would need some adjustments to fit each
particular situation. No marketing is needed if it simply means discounting. Sell
services through quality

e —
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Ashokkumar M & Dr. R. Venkatesh (2017), in their article about “A Study on
Customer Sahsfaction towards Royal Enfield in Dharmapun™ stated that The world
was very different in those days and there must have been a feeling of great
excitement. Marketing research is the systematic collection of information from sours
outside the business {or) research organizalion. Royal Enfield was doing quite well in
south India, especially in the city of Bangalore:

Statement of the problem

Royal Enfield 15 called as king of two wheeler bikes. These are the bikes which are
well defined for off road rides. The royal Enfield craze is among almost all aged
group of customer. There are many bullet clubs present all over the world which goes
for off road ride and explore the new adventures places. In this study it throws a light
on the customer attitude and satisfaction level towards Royal Enfield bikes in
Shivamogga city.

Objectives of the study

® To gather information aboul Consumer satisfaction toward Royval Enfield
Bikes in the geographic region of Shivamogga (KAR),

@ To know the customer satisfaction towards the afler sales service offers by
Royal Enfield Company.

® To assess the needs, requirements and expectations of the customer in order to
assess their current satisfaction levels.

® To study perception and buying behavior of customers towards Roval Enficld
in India

® To provide suggestions, in improving the customer satisfaction and the
company sales and profitability

Scope of the study

The scope of the study is to find out the customer satisfaction with reference to Royal
Bikes. The study covers the different aspeects of customer satisfaction. This has been
conducted in Shivamogga. The scope of study is to judge the level of satisfaction of

Department of Commerce Page 5
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consumer with respect 1o awarcness and perception of Royal Enficld Bikes. This
study 15 miming for converting unsatisfied customers into satisfied customers into
delightful customers.

Need for the study

Increase market share requires an understanding of customer and their satisfaction
towards the product. Customer satisfaction survey of Royal Enfield leads to examine
the efficient factor to excel in the market.

The best way to establish revenue goals and sales quotas for products, territories or
stores/hranches is 10 base them on the true customer satisfaction within the area

With a realistic picture of customer satisfaction you can focus resources intelligently,
mainiaining a présence where you're strong and investing heavily where opportunity
is greatest.

These days il is very clear that market is having drastic changes and all the companies
are scting according to it because to survive in the market and this should be
gchieved by studying about the cusiomer options and analyzing their future
requirements,

This study is definitely poing to help to analyze the customer and can take necessary
steps for the improvement of the services by the company.

Because customers are the real advertisement for any product so the company
should be in position o meet the customer requirements and also should maintain the
Customer Relationship.

Research Methodology

The research design 1s probability research design and 1s descriptive research.

The important point for the validation of any research study is based on what type of
methodology is adopted.

Project report is based on following data.

Sources OF Data

Diata are facts, figures and other relevamt matenals, past and present, serving as basic
study and analysis.

Department of Commerce Page 6
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The data serves as the bases for analvsis. Without an analysis of actual data on

specific inferences can be drawn on the question under study, Inferences based on
imagination or guess work cannot provide correct answers to research questions. The
relevance, adequacy and reliability of data determine of quality of findings of a study.
For the purpose of present study data from two sources have been pathered namely
primary and secondary daia.

Primary data

Primary data are enginal data collected for the purpose of a particular study. In the
present study primary data have been collected by personal interview method with the
help of questionnaire,

Secondary data

These are the sources contmining data, which have already been collected and
compiled for other purpose by other researchers. The sccondary sources consist of
readily ovailable materials and already compiled statistical statements and reports
whose data may be used by researcher for his / her studies.

Secondary data for the present research collected the major sources of secondary data

are given below,
- MNewspaper & Articles
. Business line
- Various wehsites

- Different marketing journals

sampling Design
The research was designed to achieve the sbove mentioned objectives and the
lollowing tools were used 1o collect the required data,
Sampling Method
A sample is considered during a rescarch when the size of the population is very large
and a set is chosen 1o represent the whole population, this set is called a sample is a
representative of the population under study.

e e e e e ———————
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There are two methods of sampling i.e., probability and non probability sampling. To
carry oul this project [ have used non probability sampling method.

Sampling Frame

The sample frame represents the groups of respondents that were contacted during the
survey it also represents the profession of the respondents that were connected for
data.

Sampling Technigue

To carry out this project Convenience technique has been used

Sample Size

The total sample size for the data collection for the research was 100 respondenis.
Toaols for data collection:

Structured Questionnaires were the tools for data collection. The Questionnaine was
neatly desipned and constructed for the purpose in line with the objective of the study.

Limitations of the study

However we tried our best in collecting the relevant information for our research
report, yet there are always some problems faced by the researcher. The prime
difficulties which we faced in collection of information are discussed below:
I. The time peried for carrving out the research was short as a result of which
many lacts have been left unexplored.
2. Lack of time and other resources as il was not possible to conduet survey at
large level.
3. Only 100 respondents have been chosen which is a small number, lo represent
whaole of the population
4. The study was constrained only 1o Shivamogga city. A more intensive study

wimld be necessary to armive at exact conclusion.

Department of Commerce Page &
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Industry Profile

Introduction

India became the fourth largest auto market in 2018 with sales increasing 8.3 per cent
vear-on-year to 3.99 million units. It was the seventh largest manufacturer of
commercial vehicles in 2018,

The Two Wheelers segment dominates the market in terms of volume owing to a
growing middle class and a young population. Moreover, the growing interest of the
companies in exploring the rural markets further aided the growth of the sector.

India i also 4 prominent auto exporier and has strong export growth expectations for
the near future. Automobile exports grew 14.50 per cent during FY 19, It iz expected
to grow at a CAGR of 3.03 per cent during 2016-2026. In addition, several initiatives
by the Government of India and the major automobile players in the Indian market arc
expected to make India a leader in the two-wheeler and four-wheeler market in the
world by 2020,

Market Size

Owerall domestic automobiles sales increased at 6.71 per cent CAGR between FY 13-
19 with 26.27 milhion vehicles getting sold in Y 19, Domestic automebile production
increased at 6.96 per cent CAGR between FY13-19 with 30.92 million wehicles
manufactured in the country in FY'19.

In FY19, year-on-year growth in domestic sales among all the categories was
recorded in commercial vehieles at 1755 per cent followed by 10.27 per cent year-oii-
vear prowth in the sales of three-wheelers.

Premium motorbike sales in India erossed one million units in FY 18, During January-
September 2018, BMW registered a growth of 11 per cent year-on-year in ils sales in

India at 7915 unis. Mercedes Benz ranked first in sales satisfaction in the luxury
vehicles segment according 1o J D Power 2018 India sales satisfaction ndex (luxury}.

Sales of electric two-wheelers are estimated to have crossed 55,000 vehicles in 2017-

18,

I —
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Investments

In arder fo keep up with the growing demand, several aute makers have starled
investing heavily in various segments of the industry during the last few months. The
industry has attracted Foreign Direct Investment (FDI) worth US$ 22.35 billion
during the period April 2000 to Junc 2019, according 10 data released by Depariment
for Promotion of Industry and Internal Trade (DPIIT).

Some of the recent/planned investments and developments in the automobile scctor in

India are as follows:

Audi India plans to launch nine all-new models including Sedans and SUVs
along with futuristic e-tron electric vehicle (EV) by the end 1o 2019,

MG Motor [ndia to launch MG ZS EV electric SUV in early 2020 and plans to
launch affordable EV in mext 3-4 years.

BYD-Olectra, Tata Motors, Ashok Leyland to supply 5,500 electnie buses for
different state departments.

Premiom motorbike sales in India recorded seven-lold jump in domestic sales
reaching 13,982 units during April-September 2019, The sale of luxury cars
stood between 15,000 1 17,000 in first six months of 2019,

In H1 2019, automobile manufacturers invested US$ 501 million in India's
auto-tech companies start-ups, acconding to Vemure intelligence,

For self-driving and robotic technology star-ups, Toyots plans to invest
USS100 million.

In India, 7 Series face lift lnunched by BMW and the new X7 SUV has been
introduced at Rs 98,90 lakh (UUSE 0.14 million).

Ashok Leyland has planned a capital expenditure of Rs 1,000 crore (LSS
15520 million) to launch 20-25 pnew maodels across various commercial
vehicle categonies in 2018-19,

Hyunda is planning to invest USS 1 billion in India by 2020, SAIC Moior has
also announced to invest USS 310 million in India.

Mercedes Benz has increased the manufacturing capacity of its Chakan Plant
to 20,000 units per year, highest for any luxury car manufactuning in India,

Department of Commerce Page 11
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As of October 2018, Honda Motors Company is planning to set up its third
factory in India for launching hybrid and clecinc vehicles with the cost of Rs
9,200 crore (LJSS 1.31 billion), its largest investment in India so far.

In November 2018, Mahindra Electric Mobility opened its eleciric technology
manufacturing hub in Bangalore with an investment of Rs 100 crore (US$
14.25 million) which will increase its annual manufacturing capaeity 1o 25,000
units.

Government Initiatives

The Government of India encourages foreign investment in the sutomobile sector and
allows 100 per cent FDI under the automatic route.
Some of the recent initiatives taken by the Government of India are -

Under Union Budget 2019-20, government announced to provide additional
income tax deduction of Bs 1.5 lakh (US§ 2,146) on the inferest paid on the
loans taken to purchase EVs.

The government aims to develop India as o global manufacturing centre and
an R&D hub.

Under NATRIP, the Government of India is planning to set up R&D centres at
g total cost of USS 388.5 million to enable the industry to be on par with
global standards.

The Minisiry of Heavy Indusinies, Governmen! of India has shorilisted 11
cities in the country for introduction of electric vehicles (EVs) in their public
transport systems under the FAME (Faster Adoption and Manufacturing of
(Hybrid) and Electric Yehicles in India) scheme. The government will also sel
up incubation centre for start-ups working in electric vehicles space.

In February 2019, the Government of India approved the FAME-] scheme
with a fund requirement of Rs 10,000 crore (I7S§ 1.39 billion) for FY20-22.

e ——— e —
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Achievements

Following are the achievements of the government in the past four years:

On 29th July 2019, Inter-ministerial has sanctioned 5,645 electric buses for 65
cities.
NATRIP's propesal for “Grant-In-Add for test facility infrastructure for
Electric Vehicle (EV) performance Certification from NATRIP
Implementation Society” under FAME Scheme which had been approved by
Project Implementation and Sanctioning Commitiee (PISC) on 3rd January
2019.
MNumber of vehicles supporied under FAME scheme increased from 5,197 in
June 2015 to 192,451 in March 2018. During 2017-18, 47,912 two-wheelers,
2,202 three-wheelers, 185 four-wheelers and 10 light commercial vehicles
were supported under FAME scheme.
Under National Automotive Testing And R&D Infrastructure Project
(NATRIP), following testing and research centres have been established in the
country since 2015

= Iniernational Centre for Automotive Technology (1CAT), Manesar

o National Institute for Automotive Inspection, Maintenance & Training

(NLAIMT), Silchar

o National Auwtomotive Testing Tracks (NATRAX), Indore

o Automotive Research Association of Indin (ARAT), Pune

o Global Awtomotive Research Centre (GARC), Chennm
SAMARTH Udyog — Industry 4.0 centres: ‘Demo cum experience’ centres are
being et up in the country for promoting smart and advanced manufacturing
helping SMEs o implement Indostry 4.0 (automation and data exchange in
manufacturing technology).

Road Ahead

The automobile industry is supported by various factors such as availability of skilled
labour m low cost, robust R&D centres and low cost steel production. The industry
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also provides great opportunities for investment and direct and indirect employment
to skilled and unskilled labour,

Indian automotive industry (including component manufacturing) 1s expected to resch
Rz 16.16-18.18 frillion (USS 251.4-282.8 billion) by 2026. Two-wheelers are
expecied to grow 9 per cent in 2018,

References: Media Reporis, Press Releases. Department of Indusirial Policy and
Promotion (DIPP), Awlomotive Componenr Marmifociurers Association of [ndia
fACKA). Sociery af Indian Auwromobile Manufacturers (SIAM), Union Budger 200 5-
16, Union Budger 2017-18
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Company profile
About Royal Enfield:

Royal Enficld is an Indian motorcycle company which has created a huge impact in
the automobile industry. Royal Enfield has been able to create an image in the market
such that by fis name only every consumer creates an image of a luxunious, strong
motorcycle, Royal Enfield have been manufacturing the classic amtomobiles like
Bullet, Electra, and Thunderbird series from 1909. Royal Enfield is also distinctive in
its logo with a cannon and a tagline of “Made like a gun”™. This logo shows the
heritage of the Enfield Company. Vehicles manufactured under Roval Enfield are
prevalent for lough looks, incomparable dependability and enormous power.

Introduction (Global)

Royal Enfield was the name under which the Enfield Cyele Company made
motorcyeles, bioycles, lavnmowers and stationary engines. The legacy of weapons
manufacture is reflected in the logo, a cannon, and their motto "Made like a gun, goes
like a bullet”. Use of the brand name Roval Enfield was licensed by The Crown in
1890. The criginal Redditch, Worcestershire based company was sold to Noron-
Villiers-Trinmph (NYT) in 1968,

Roval Enfield produced bicycles at its Redditch factory until it closed in early 1967,
The company's last new bicycle was the Revelation' small wheeler, which was
released in 1965, Production of motorcycles ceased in 1970 and the company was
dissolved in 15971

In 1956 Enfield of Indin started nssembling Bullet motorcyveles under licence from
UK components, and by 1962 were manufacturing complete bikes. Enfield of India
bought the rights to use the Royal Enfield name in 1995, Royal Enfield production,
based im Tiruvottivur, Chennai, continues and Royal Enficld is now the oldest
motoreyele brand in the world still in production with the Bullet model enjoying the
longest motorevele production run of all time. In May 2013 & new assembly facility
was started of Cragadam, Chennai.
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Introduction (India)

Royal Enfield is a motorcyele manufacturing company based in Chennai, India,
Originally, a confluence of the British Motorcycle company, Royal Enfield and
indigenous Mudras Mofors, 1t is now a subsidiary of Eicher Motors Limited, an
Indian sutomaker. Along with its flagship motorcycle Royal Enfield Bullet, the
enterprise is notable for its Mid-premium motorcyeles with the characteristic
thumping engine sounds and high capacity engines,

History (India)

Royal Enfield motorcycles made in England were being sold in India from 1949, In
1955, the Indian government looked for a suitable motoreycle for its police and army,
for patrolling the country’s border. The Bullet was chosen as the most suitable bike for
the job. The Indian povernment ordered 800 350 cc model Baullets. In 1955, the
Redditch company partnered with Madras Mators in Tndia 1o form Enfield India’ 10
assemble, under licence, the 350 cc Royal Enfield Buller motoreyvele in Madras (now
called Chennai). The first machines were assembled entirely from components
shipped from England, In 1957, the tooling was sold 1o Enfield India so that they
could manutacture componenis. By 1962, all componenis were made in India. The
Indian Enfield uses the 1960 engine (with metric bearing sizes), in the pre-1956
design frame.

An independent manufacturer since the demise of Royal Enfield in England, Enfield
India still makes an essentially similar bike in 350 cc and 500 ¢c forms today, along
with several different models for different market segments.

In 1986, a British civil servant, Raja Narayan, returned to India and organised an
export arm for the company to market the Bullet in England. Starting with a Bullet
350 m 1986, he was soon giving fecdback that led to mprovements. By 1989, the
Enfield Bullet appeared in UK motoreyele shows.

In 1994, Eicher Group bought into Enfield India. In late 1995, the Enfield India firm
acquired the rights to the name Royal Enfield. Roval Fnfield of India now sells
maotoreyeles inover twenly countries.

R ——
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Global history

The Beginning

The Enfield Cycle Company made motorcycles, bicycles, lawnmowers and stalionary
engines under the name Roval Enfield out of its works based at Redditch,
Worcestershire. The legacy of weapons manufacture is reflected in the logo
comprising the cannon, and the motto "Made like a gun®, Use of the brand name
Royal Enficld was licensed by the Crown in 18S90,

The Early Years

In 1909 Royal Enfield surprised the motoreveling world by introducing a small
Motorcycle with a 2 ' HP V twin Motosacoche engine of Swiss origin. In 1911 the
next model was powered by a 2 % HP engine and boasted of the well known Enfield
2-speed gear. In 1912 came the JAP 6 HP 770 CC V twin with a sidecar combination.
It was this motorcycle which made Enfield a household name, 1914 saw the 3 HP
motorcycles this time with Enfield’s own engine which now had the standardised
Enfield paint scheme of black enamelled partz and green tank with gold trim.

Between the Wars

At the time of the outbreak of WW 1 Royal Enfield supplied consignments of their 6
HP sidecar Outfil motorcycles with Stretchers to the Crown. This same motorcyele
also came with a Vickers machine Gun sidecar attachment which could also be turned
skywards and used agninst low flying aircraft. Roval Enficld supplied large numbers
of motoreyeles to the British War Department and also won a molorcyele contract for
the lmperial Russian Government.

Az the factory developed in the 20's the range of models also increased and in 1924
Royal Enficld was offering four versions of the 2 ¥4 HP two-stroke motorcyele, two
new JAP engined 350 cc motoreveles and two versions of the 8§ HP Vickers engine
sidecar combinations. During the great depression of the 30's Roval Enfield was also
affecied ond the demand for motorcyeles waxed and waned but the bicycle
manufacturing continued at the same pace and the company trudged on. The Cycar, a
fully enclosed motoreyele model appeared in the early 30°s.
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During World War IL like other manufacturers of thai ime Royal Enficld was also
called wpon by the British authorities o develop and manufacture miltary
motorcycles. The models produced for the military were the WINC 350 ce SV,
WD/CO 350 cc OHV, WD/D 250 cc SV, WD/G 350 cc OHV and WD/L 570 cc SV.
One of the most well-known Enfields was the Royal Enfield WD/RE, known as the
Flying Flea, a lightweight 125 cc motorcycle designed to be dropped by parachute
with airborne troops.

After the war the factory continued manufacturing the models developed during the
war and the legendary J 2 model appeared which went on to be the ancestor of the
legendary Bullet. The same motorcycle which perhaps had the honour of the being the
one with the longest production run in the world,

The India Connection

Royal Enficld motorcycles were being sold in India ever since 1949, In 1955, the
Indian government started looking for a suitable motoreyele for its police forces and
the army for patrolling duties on the country's border. The Bullet 350 was chosen as
the most suitable bike for the job. The Indian government ordered 800 of these 350 ¢c
maotoreyeles, an enomous order for that time. Thus In 1955, the Redditch Company
partnered with Madras Motors in India to form what was called 'Enfield Indig’ 1o
assemble these 350 oc Bullet motorcyele under licence in erstwhile madras (Now
called Chennai}. As per their agreement Madras Motors owned the majority (over
50%) of shares in the company. In 1957 tooling equipment was also sold to Enfield
India so that they could manufacture components and start full-fledged production.
The Enfield Bullet dominated the Indian highways and with cach passing year its
populanty kepd rising.

Closeout in the Uk

Royal Enfield UK continued manefacturing motorcycles and came out with some
more inonovative and powerful machines notably the Royal Enfield Meteor,
Constellation and finally the Interceptor 700, before being sold to Norton-Triumph-
Villiers (NVT) in 1968, Production ceased in 1970 and the company was dissolved in
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1971. Remaining tooling and equipment of the Redditch works were auctioned off.
Meanwhile the Bullet 350 continued to be manufactured in India and by the 1980°s
the motorcycles were even exporied to Europe out of India. Even after the motorcycle

manufacturing closed down the precision engineering division ran for some more ime
and even bhicycles were produced until quite late,
The Eicher Chapter

In 1990, Enficld India enicred into a strategic alliance with the EBicher Group, and
later merged with it in 1994, It was during this merger that the name Enfield India
changed to Roval Enfield. The Eicher Group is one of India's leading automotive
groups with diversified interesis in the manufacture of Tractors, Commercial
Vehicles, Automotive Gears, Exports, Garments, Management Consultancy and
Motorcyeles. Since then, the Company has made considersble investments in
modemizing its manufacturing technology and systems. In 1996, when the
Govemment decided to impose stringent norms for emission Roval Enfield vwas the
first motoreycle manufacturer to comply, 8 tradition which has stuck on thus making
emisgion norms being one of the most important factors the company focuses on

OUR MISSION

Our migsion 15 1o build and maintain 2 fleet of Royal Enfield's and 1ts variants for our
clients who are looking for hassle-free rentals for their road tnips,

OUR CORE VALUE

We are & bunch of adventure travelers ourselves and we understand the joys of ke
expeditions. We believe in providing the best-in-class services for our clients who are
looking to explore destinations in India via Roval Enfields.

OUR PRODUCTS AND SERVICES
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We render services that help motorcycle enthusiasts, adventure holiday travelers and
destination explorers to travel and explore locations via the road medium, We offer
different variants of Royal Enfield for rent. to accompany you on your journcy,

OUR SPECIALISATION

We provide showroom condition Royal Enfields which are available for cusiomers to
rent for short trips, weekend getaways or longer road expeditions. We also plan
customized trips to meet your specific needs.

Owr services agre for those who want to discover amd explore. Our customers are
people who look to challenge themselves- doing things they might have not done in
the past, who seck travel experiences that are out of the ordinary, who want 10
experience and explore places and not just visit it. The sporty, adventurous explorer
who constantly seeks challenges is our kind of mraveler- one who connects with us and
our brand.

Snap Shots
B~ B W - SEE
Parent Compamy Madras Motors & Royval Enfield
Category Motoreveles, Scooters
Sccior Two-wheeler
Tagline/ Slogan Handcrafted in Chennai; Trip
Make bike like their motio “Made like a gun, goeslikea
uspe bullet”

Middle-class people who wani a bike that is stylish and
Segment powerful

Target Group Middle class vouth from the age bracket of 25-35

e
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Positioning A powerful motorcycle for bike adventurers

I. Royal Enfield Bullet
1.Royal Enfield Classic
Brands 3. Royal Enfield Thunderbird

The practice of Corporate Governance in Royal Enfield group takes place at
threc interlinked levels:

1. Strategic supervision: By the board of Directors
1. Strategic Management: By the Corporate Management Committes
1. Executive Management: By the Divisional / Strategic Business Unit

(SBU} Chief Executives asmsted by the
respective  Divisional / SBU  management
Commitiees.
The Corporate functions provide support and assistance to both the corporate and
divisional Manapemem committees.
This three-tier governanee struciure ensures that:
1, Strategic supervision (on behalf of the sharcholders), being free from
involvement in the task of stralegic management of the Company, can be
conducted by the Board with objectively, thereby sharpening accountability of

munggement.

I

Strategic management of the company, unclutiered by the day to day tasks of
executive management, remains focused and energized;

3. Executive management of a Division or @ Business free from collective
strategic responsibilities for Royal Enfield as 4 whole focuses on enhancing
the quality, efficiency and effectiveness of the business.

Sales service for the benefit of customers:
Royal Enficld country wide auto financial service Limited. li takes | order fo
supplement its after sales network and after new value for added services for it. Royal
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Enfield service master will provided world class quality service at its state of the art
workshops, Delighted and developed on per Royal Enficld Guidelines friend
professionals 10 take personalized care of all ikes mainienance need less than one
roof. The workshop will also have all the latest wols and equipment for diagnosing
and testing vehicle parameters. The company will also facilitate sales and purchase of
used bikes.

Marketing Mix Of Royal Enfield

Rovyal Enfield is an Indinn company of British origins. [t is a public company that
deals in two-wheelers and 15 associated with the automotive industry, Vehieles related
to this brand are popular for rugged looks, matchiess stability and sheer power. The
brand has been a favourite amongst Police and Army personnel. Royal Enfield was
founded in the year 1909 and merged with Madras Motors in the year 1955
Currently, it 15 a subsidiary of its Indian parent company Eicher Motors Limited.
Some of iis competitors are as follows-

» Ducati Superbike

* Yamaha

« [Harley Davidson

o Suzuki

« TVS

« Hero Motor Corp

+  Bajaj Auto Limited
Produet in the Marketing Mix Of Royal Enfield :

Roval Enficld 15 associated with manufacturing and marketing of motorcyeles as it
deals in the automobile sector. It started its operations as a manufacturer of
motoreyeles for Indian Army. I is also involved in producing lawnmowers, stationary
engines, bicveles and rifles. Some of i well-known models are as follows-
Standard Street

= Bullet Elecira 55

« Bullet 350
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« Bullet Machismo 500
Retro Street

« Classic 300

» Classic Battle Green

« Classic Chrome

« Classic Squadron Blue

» Clazsic 350

+ Classic Desert Storm

» Thunderbird 500

s Thunderbird 300
Café Racer

« Continental GT
Royal Enficld Himalaysn

Place in the Marketing Mix Of Royal Enfield :

Royal Enfield is an Indian company with iis headquarters base at Chennai in Tamil
Madu. It has spread its product presence to  India as  well as
severdl inlernational markets in more than fifty countries like Spain, Switzerland,
Singapore, Netherlands, Russia, Malaysia. Korea, Canada, Brazil, France, Germany,
Italy, United Kingdom, Japan, Argentina, Australia and the United States. At its onset
company imporied kits for 350¢cc bikes from the United Kingdom and assembled
them in its plant at Chennal, A new manufacturing plant was opened at Oragadam in
Chennai by the year 2013 and its factory located at Tiravottiyur became a secondary
production plant that continued with its manufacturing of several models and engines.
In the year 2015 company established a dealership and its headquarters for the North
American division st Milwaukee in Wisconsin, It started 1is retail operations in
Indonesia in the year 20135, August. Royal Enfield has & strong distribution network
that includes services of dealers and stockists so that it reaches consumer markets

Depariment of Commerce Page 23
Pattamundai College, Pattamundai

R T pp—




(O NN N NN NN N N N NN N NN NMNMNEERZSNMBEH-NRHMNNNHMEBHEMNNNN

—Iﬁ"_'o{.el"ﬂ'___'--_-—-"ﬂ_'i.ruﬂl.hl-lll_ T T T ST T e—

Consumer Satisfaction towards Hoyal Enfield Bikes with

Eﬁill Reference to M Enficld SPTIIIE hﬂlnmuhllesl

casily. Its channel in India includes 394 dealership outlets spread over every Indian
state and three Union territories.

Price in the Marketing Mix Of Royal Enficld :

Royal Enfield has the distinction of being an iconic company as it is one of the oldest
in the field of two-wheelers. It belongs 1o the luxury segment and has become a status
symbol to motoreycle lovers. Royal Enfield has targeted bike adventurers and youth's
belonging to n middle-aged group s s target customers that believe in quality
over pricing at any given time. It has adopted a premium pricing policy for its high-
quality producis, The company offers a powerful and stylish product with an
established and high-profile brand name and hence its target customers do not hesitate
in making a purchase irrespective of high prices.

Promotions in the Marketing Mix Of Royal Enfield :

Royal Enfield has the distinction of being the first two-wheeler manufacturing
company to obtain WVTA certificate for meeting norms and standards set up by
European Community. It has adopled several promotional policies 10 market its
products successfully in the consumer market. The company has launched innovative
ad campaigns with help of electronic and print media. Iis ads are viewed wvia
television, magazines, newspapers and billboards. Roval Enfield has also
launched brand AWATCnEess Campaigns al social media portals
like Facebook, Twatter and YouTube., [t takes part in several shows to increase
its brand visibility.

It revealed itz custom bikes in Buarrite, France at Wheels and Waves custom bike
show. Royal Enficld has been a recipient of several sccolades and awards in
recognitton of ks works, It won Business Standard Best Company of the Year 2015
and has even been hailed by previous President Barack Obama as one of the best

bikes he had come across. One of its popular taglines is Made like a gun, poes like a
bullet.
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SWOT Analysis

Weaknesses

Opportunities

1. Size and scale of parent company
2. Effective Advertising Capability
3. High emphasis on R and D
4, Established brand name in the cruiser market

5, Established market distribution channel
6. Exports motorcycles to 31 countries like the USA, Japan,
UAE, Korea, Bahrain, UK, France, Germany, Argentina
and many other countries

1. Weight of the motor ¢cycle can be an issue for few
CUSIOMIErs,
2. Mileage of high cc bikes is an issue

I. Two-wheeler segment is one of the most growing
industries
2. Export of bikes is limited i.c. untapped international
markets

1. Strong competition from [ndian as well a5 intemational

brands

2. Dependence on govemment policies and rising fuel
prices

3. Better public transport will affect two-wheeler sales

S —
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Chapter— 3
Conceptual Frame Work= Customer Satisfaction
Introduction
Purpose

Meaning of Customer Satisfaction
Definition of customer satisfaction

Importance of Customer Satisfaction

Measuring customer satisfaction
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Conceptual Frame Work= Customer Satisfaction

Introduction

Customer is the king; this is all the more apt for today's business environment where,
all other factors remaming more or less constant, it is the value addition to the
customer that is muking all the difference.

Today's companies are facing their toughest competition ever. These companics can
outdo their competition il they can move from product and sales philosophy to a
marketing philosophy. We spell ow in detail how companies can go about winning
customers and outperforming competitors, The answer lics in doing a better job of
meeting and satisfyving customers’ needs. Only customer-centered companies are
adept at building customers, not just building produet. They are skilled in market
engineering, not just product engineering.

Too many companies think that it is the marketing/sales depariment’s job to procure
customers. I that department cannot, the company draws the conclusion that its
marketing people aren’t very good . but in fact, marketing is only one factor in
attracting and keeping customers. The best marketing department in the world cannot
spell products that are poorly made or fail to meet anyone’s need. The marketing
department can be effective only in companies whose various departments and
employees have designed and implemented a competitively superior customer value-
delivery system.

Although the customer oriented firms seek to create high customer satisfaction, ils
main goal is to maximize customer satisfaction first the company can incrcase
customer satisfaction by lowenng its prices, but results may be lower profits sccond
the company might be able to increase prices. Third the company has many stake-
holders including employees, dealers, suppliers and stock holders spending more to
increase customer satisfaction might divert funds from incressing the satisfaction of
ather partner, Estimate the company must operate on the philosophy that it is trying to
deliver a high level of satisfaction to the other stake-holder within the constrains of its
resources, From the past studies of last three decades we observed that the company’s

e —————————————
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first task is (o create and satisfy customers. But today's customers face a vast array of
product and brand choice prices and suppliers.

[t is gencrally belicved that customers estimate which offer will deliver the most value
customers are like value maximizes, within the bounds of search costs and limited
knowledge, mobility income, they form an expectation of value and act on it, whether
or not the offer lives up to the value expectations affects customer’s satisfaction and
their repurchase probability.

Whether the buyer is satisfied afier purchase depends on the offers performance in
relation 1o the buyer expectation. In general satisfaction are a person's feelings
of pleasure or disappoinimen: resuliing from comparing a  producis
perceived performance relation to hisher expectations. If the performance falls short
of expectation, the customer is dissstisfied. If the performance maiches the
gxpectation customer is satisfied. If the performance exceeds the expectation the
customer is highly satisfied.

Customer satisfaction cannot be very difficult. After all you either satisfied with the
services you receive or you are not. If you don't yvou are not. If it 15 that casy, then
obtaining people’s opinion about how satisfied they are with relatively straightforward
matter- or is it? Customer satisfaction 15 a marketing tool and a definite value-added
benefit. 1l is ofien perceived by cusiomers as imporlanl as the primary product or
service your organisation offers.

It looks at what is involved from 3 different angles, the first is from the view of an
organisation wishing 1o understand, ond measures, how satisficd its customer are with
the products and services they receive from it, The second is from the perspective of a
rescarch agency that has been asked o obtain feedback from customers and abowt
their expeniences when dealing with companies. Finally it considers the issue from
the perspective of consumers who participate in surveys, including both businecss
customers and members of general public

Customer satisfaction, a tenn frequently used in marketing, is a measure of how
products and services supplied by a company meet or surpass cusiomer expeciation.
Customer satisfaction is defined as "the number of customars, or percentage of total
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customers, whose reporied experience with a [inm, its products, or ils services
{ratings) exceeds specified satisfaction goals.”

It is scen as a key performance indicaior within business and is often part of a
Balanced Scorecard. In a competitive markeiplace where businesses compete for
customers, customer satisfaction is seen as a key differentintor and incressingly has
become a key element of business strategy.

Within organizations, customer satisfaction ratings can have powerful effects. They
focus employees on the importance of fulfilling customers® expectations.
Furthermore, when these ratings dip, they wam of problems that can affect sales and
profitability. These metrics quamify an important dynamic. When a brand has loyal
customers, it gains positive word -of-mouth marketing, which is both free and highly
effective.

Therefore, it is essential for businesses {o effectively manage customer satisfaction.
To be able do this, finms need reliable and representive measures of satisfaction.

In researching satisfaction, firms generally ask customers whether their product or
service has met or exceeded expectations. Thus, expectations are a key factor behind
satizfaction, When customers have high expectations and the reality falls short, they
will be disappointed and will likely rate their experience as less than satisfying. For
this reason, a luxury resort, for example, might receive a lower satisfaction rating than
a budget motel even though its facilitics and service would be deemed superior in
“gbsolute” terms.

The importance of customer satisfaction diminishes when a firm has increased
bargaining power. For example, cell phone plan providers, such as AT&T and
Verizon, participate in an industry that 15 an oligopoly, where only a few supplicrs of
a ceriain product or service exist. As such, many cell phone plan contracts have a lot
of fine print with provisions that they would never get away if there were, say, o
hundred cell phone plan providers. because customer satisfaction would be way too
low, and customers would casily have the oplion of leaving for a betier contract offer.

There is & subsiantial body of empirical liveramre that eswblishes the benefits of
customer satisfaction for firms.
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A business ideally is continually secking feedback to improve customer satisfaction.
Customer satisfaction provides a leading indicator of consumer purchase intentions
and lovalty. Customer satisfaction data arc among the most frequently collected
indicators of murket perceptions. Their principal use is twofold:
1. Within organizations, the collection, analysis and dissemination of these data
send 8 message about the importance of tending to customers and ensuring

that they have a positive experience with the company’s goods and services

o

. Although sales or markel share can indicate how well a lirm 18 performing
cwrently, satisfaction is an indicator of how likely it is thet the firm's
customers will make further purchases in the future. Much research has
focused on the relationship between customer satisfaction and retention.
Studies indicate that the ramifications of satisfaction are most strongly realized
al the extremes. On a five-point scale, individuals who rate their satisfaction
level as 5" are likely to become retumn customers and might even evangelize
for the firm. (A second importani metric related to satistaction is willingness
to recommend. This metnc 5 defined as "The percenmtage of surveyed
customers who indicate that they would recommend a brand to friends.”" When
a customer is satisfied with a product, he or she might recommend it to
friends, relatives and colleagues. This can be a powerful marketing
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advantage.) Individuals who rate their satisfaction level as *1,” by contrast, are
unlikely to return. Further, they cun hunt the firm by making negative
comments about it to prospective customers. Willingness to recommend is a
key metric relating to customer satisfaction.

Meaning of Customer Satisfaction

Customer satisfaction is a business term, is a measure of how products and services
supplied by a company meet or surpass customer expectation, It is seen as a
key performance indicator within business and part of the four prospective of
balanced score card.

TN a2 competiive market place were businesses compete  for  customers,
customer satisfaction is scen as & key differentiator and increasingly has become a key
clement of business stralegy customer satisfaction drives successful private sector
business. High performing businesses have developed principles and strategies for
achieving customer satisfaction. This paper presents a framework or set of ideas for
using cusiomer safisfaction principles and stralegies to improve the quality
responsiveness, and possibility of public sector privately provided services in
vulnerable communities. The framework supgested that resident who live in tough
neighborhoods can be supported through customer satisfaction strategics 1 become
empowered individuals who informed perspectives influence decisions about what,
how, when, and where services arc available w them. Customer satisfaction 15 the
customers’ response to the evaluatien of the perceived discrepancy between prior
expectation and the sctual performance of the product as perceived afier its
consumplion

The concept of cusiomer satisfaction has attracted much attention in recent years.
Organizations that try o analyze this concept should bepin with an understanding of
various customer satisfaction models Such medels clarify various theories about
customer satisfaction, making research and analysis in this topic more focused and
less wasteinl of research resources.
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According to the Department of Marketing at Washington University, there is no
single definition of consumer satisfaction. However, all the definitions in the literature
and from consumers describe consumer satisfaction as a reasomed or emotional
response to a product, service or consumer experience at a particular time.

According 1o BNET, customer satisfaction is "the degree to which customer
expectations of a product or service are met or exceeded.” Each person has their own
set of expectations. so customer satisfaction is unique to the individual.

Features

Businesspeople who work with customers or clients should exhibit professionalism,
patience, respect and pood commumication. Also, going the extra mile for your
customers is & good way 1o enhance customer satisfaction, because it increases your
chances of excesding their expectations,

Function

Companies want their customers to be happy because happy customers bring in more
business and add 1o a company's vizbility, When customers are dissatisfied they are
likely to stop returning as a client, and may tell friends and family about the poor
experiences they had with your company.

Satisfaction Surveys

You can provide satisfaction surveys to your customers to continuously measure their
level of satisfaction. Satisfaction survevs will give customers a chance to let you
know how things can be done better to enhance customer service.

Definition of customer satisfaction

According 1o Philip Ketler. “Satisfoction is a person’s feelings of pressure or
disappointment resulting from product’'s perceived performance (outcome) in relation
o his or her expectations. Customer satisfaction is the level of o person’s fell state
resulting from comparing a product’s perceived performance (outcome) in relation o
the person’s expectations™.

This satisfaction level is a function of difference between perceived performance and

expectations. I the product's performance, exceed expectation the customer highly
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satisfied or delighted, If the performance matches the expectations the customer is
satisfied. If the products performance fall shons of expectations the customer is
dissatished.

1 Muany companies are aiming for high satisfaction because customers who are just
satisfied still find it easy to switch when a better offer comes along. High satisfaction
or delight creales an emotional affinity with brand.
2 Variety of factors that affect customer satisfaction includes product quality, product
availability amd after sales support such as wumanties and services. Customer
satisfaction is seen as a proof of delivering a quality product or service. [t is believed
that customer satisfaction brings sales growth, and market share. A company can
always increase customer satisfaction by lowering its price or increasing s services
but this may result in lower profits. Thus the purpose of marketing is (o generate
customer value profitability,
3 India is on the threshold of a new millennium. India chose for global economy,
exposing her to winds of change in the market place, which has expanded vastly and
become fiercely competitive. In the changed environment, decision makers view the
marketing concept as the key lo success. Marketing in practice has to manage
products, pricing, promotion and distribution.
4 A successful product can be developed by exploding these opportunitics. While
delivering the value of the consumer we make use of marketing suppori. This support
is based on the knowledge of consumers and distribution, Marketing support both at
the introduction of products and maturing is considerad.

5 Marketing, as suggested by the Amercan Marketing Assogiation is "an
organizational function and a set of processes for creating, communicating and
delivering value 1o ¢ustomers and for managing customer relationships in ways that
benefit the organization and its stakeholders”.

6 The two major factors of marketing are the recruitment of new customers
{acquisition) and the retention and expansion of relationships with existing custonvers
(base management). Marketing methods are informed by many of the social,

e
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particularly psychology. sociology, and economics, Anthropology is also a small, but
growing, influence. Market research underpins these activities. Through advertising, it
is also related to many of the creative ars.

7 For a marketing plan to be successful, the mix of the four "Ps"1 ie. product, price,
place, promotion must reflect the wanis and desires of the consumers in the target
market. Trying to convince a market segment to buy something they don't want is
extremely expensive and seldom successful. Marketers depend on marketing research,
hoth formal and informal, to determine what consumers want and what they are
willing to pay for. Marketers hope that this process will give them a sustainable
competitive advantage Marketing management is the practical application of this
process. The offer is also an important addition to the 4P's theory.

Importance of Customer Satisfaction

Companies regularly adveriise in magazines. newspapers, television and on the radio
to conmeet with the public. While advertisements certminly help, word-of-mouth is
alse & valuable tool, If a customer 15 satisfied with the company, she 13 more likely to
recommend the company to a friend. But if she is not, she will speak negatively and
could potentially hurt your business. The cusiomer may not always be right, but the
customer does need to be content.

Survevs

Distribute surveys either online or in print 1o customers afier the company has
fimished the task that it swas hired for 2o you can find out what worked and what didn'e.
Cuostomer feedback can be discussed the next time your company does an evaluation.
Contact Features

Provide a "Contact Us" link or phone number so customers can tlk to customer
service representatives 1o pet their questions eassily answered. Be careful with
automated systems. While some people don't mind touch-tone responses, others just
want 1o speak to a real person, so if yvour company uses automated system, record a
spol in the svslem so customers can speak ITeely and press pound after the tone.

e e e
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Effects

Monitor how your company is doing with complaints on the Better Business Bureau
site. Other customers may check this out to see if there are outstanding complaints
and how your company handled them. If there are too many complaints, the customer
could be hesitant to work with your company.

Repent Business

Return cusiomers ofien come back because they enjoved doing business with you or
were satisfied with the service they received the first time. It is rare for a customer o
pay for a service when the customer was dissatisfied the first time, unless the location
18 50 small that this company is the only one they can work with. Even then, you want
your customers to be satisfied so they won't spread the word to outside Jocations in
case your company adds new branch locations.

Return Calls

Respond to customer complaints and cvaluate issues in a timely manner. If the
customer feels ignored, this gives him too much time to let his imagination run and
assume your company docs not carc, The company loses business if the customer
cancels the service because he doesn't want to wait on the company to respond if the
time frame is too long.

Word of Mouth

Encourage cusiomers to iell a fnend about the company. Providing take-home
paraphemalia like magnets, brochures, e-blasts and pens are ways for the company 1o
remember you. Even if you don't get the business at that moment, the customer using
a commion preduct with your company name will keep it on her mind,

Sponsars

Sponsors pay attention to how satisfled your customers are because if they distribute
money to & company with a bad reputation, it makes them look bad as well. If the
custormner is satisfied and the company can provide quotes and other proof from those
customers, sponsors may find the company more attractive.

Costs

I —
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Customers that arc not happy with a product or a service can increase business costs
in many areas. For example, if a customer is not happy with a product, technical
support may be required, which increases business operation costs. The customer may
choose 1o return the product, which impacts warmanty costs. The company may also
incur additional costs in shipping out a new product. This situation creates a negative
profit.
Free Marketing
When a customer is happy with a product or service, she will likely buy from the
business again. An added benefit is that the customer likes to share her good
experience with fnends. Abildtrup states that the customer will tell an average of eight
pecple about her positive experience. This is word-of-mouth marketing and is vital to
# business, because it doesn't cost any adventising dollars but increases business. On
the flip side, a negative customer experience is shared by the customer with
approximately 22 other people.
Up Sales
When a customer is pleased with a transaction, he is open to other suggestions for a
product or service, Many times. a business can sell more io the same cusiomer due 1o
loyalty and customer confidence in the business. This is called a cross-sell or an up-
sell. However, a poor customer experience climinates the opportunity to make this
type of offer.

Measuring customer satisfaction

Organizations need fo retain existing customers while targeling non-customcrs.
Measuring customer satisfaction provides an indication of how successful the
orgamzation 15 at providing products and/or services 1o the marketplace.

Customer satisfaction is measured at the individual level, but it is almost always
reported at an agpregate level. It can be, and ofien is, messured alonp various
dimensions. A hotel, for example, might ask customers to rate their experience with
its from desk and check-in service, with the room, with the amenities in the room,
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with the restaurants, and so on. Additionally, in a holistic sense, the hotel mught ask
about overall satisfaction “with your stay.”

As research on consumption experiences grows, evidence suggests thal consumers
purchase goods and services for a combination of two types of benefits: hedonic and
utilitarian. Hedonic benefits are associaied with the sensory and expenential anributes
of the product. Utilitarian benefits of a product are associated with the more
instrumental and functional attributes of the product (Batra and Athola 1990).
Customer satisfaction is an ambiguous and abstract concept and the actual
manifestation of the swate of satisfaction will vary from person 1o person and
product/service 10 product/service. The state of satisfaction depends on a number of
both psychological and physical variables which correlate with satisfaction behaviors
such as retum and recommend rate. The level of satisfaction can also vary depending
on other options the customer may have and other products against which the
custorner can compare the organization's products.

Waork done by Parasuraman, Zeitham! and Berry (Leonard L) between 1985 and 988
provades the basis for the measurement of customer satisfaction with o service by
using the gap between the customer’s expectation of performance and their perceived
experience of performance, This provides the measarer with a satisfaction “gap”
which 15 objective and quantitarive i namre, Work done by Cronin and Tavlor
propose the "confirmation/disconfirmation” theory of combining the "gap" described
by Parasurazman, Zeithaml and Berry as two different measures (perception and
expectation of performance) into a single measurement of performance according to
expectation.

The usual measures of customer sstisfaction invelve a survey with & set of statements
using a Likent Technique or scale. The customer 15 asked to evaluate each statement
and m term of thewr perception and expectation of performance of the organization
being measured. Their satisfaction is generally measured on a five-point scale.

Samewhal Somewhal
dissmliafled wnlistimd
F 4
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Customer satisfaction data can also be collected on a 10-point scale

Regardless of the scale used, the ohjective Is to measure customers’ perceived
satisfaction with their experience of a firm's offerings. [t is essential for finms to
effectively manape customer satisfaction. To be able do this, we need accurate
measurement of satisfaction,

Good quality measures need to have high satisfaction loadings, good reliability, and
low ermor vanances. In an empirical study comparing commonly wsed satisfaction
measures it was found that two multi-item semantic differential scales performed best
across both hedonic and utilitarian service consumption contexts. According to
studies by Wirtz & Lee (2003), they identified a six-item 7-point semantic differential
scale {e.g. Oliver and Swan 1983), which is a six-item 7-point bipolar scale, that
consistently performed best across both hedonic and utilitarian services. It loaded
most highly on satisfaction, had the highest item reliability, and had by far the lowest
ermor variance across both studies. In the study, the six items asked respondents’
evaluation of their most recent experience with ATM services and ilce cream
restaurant, along seven points within these six items: “please me to displeased me™,
“contented with to disgusted with®, “very sanisfied with (o very dissarisfTed with®,
“did a good job for me to did a poor job for me™, “wise choice to paor choice™ and
“happy with to anhappy with™.

A semantic differentinl (4 items) scele (e.g., Eroglu and Machleit 1990) , which is a
four-item 7-point bipolar scale, was the second best performing measure, which was
again consistent across both contexts. In the study, respondents were asked 1o evaluate
their experience with both products, along seven points within these four items:
“sarfsfled to dissotitsfied”, “faverable to anfavorable™, “pleasamt to nnpleasant™
and “T like it very muckh to I didn °t fike i af all”.

The third best scale was single-item percentage measure, a one-item 7-point bipolar
scale (eg. Westbrook 1980). Apain. the respondents were asked to evaluate their
experience on both ATM services and ice cream restsuranis, along seven poinis
within “defighted to ferrible”.
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It s2emes that dependent on a trade-off between length of the questionnaire and quality
of satisfaction measure, these scales seem to be good options lor measuring custiomer
satisfaction in academic and applied studies research alike. All other measures tested
consistently performed worse than the top three measures, and/or their performance
varied significantly across the two service contexts in their study. These results
suggest that more careful pretesting would be prudent should these measures be used.
Finally, all measures captured both affective and cognitive aspects of satisfaction,
independent of their scale anchors. Affective measures capture a consumer's attitude
(liking/disliking) towards a product, which can result from any product information or
experience. On the other hand, cognitive element is defined as an appraisal or
conclusion on how the product’s performance compared against expectations (or
exceeded or fell short of expectations), was useful (or not uscful), fit the situation (or
did not fit), exceeded the requirements of the situation (or did not exceed ).
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Chapter - 4
Analysis of data and Interpretation

% Tables
% Graphs
% [Interpretations
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Analysis of data and interpretation

Table No:4. 1
Table showing on the basis of Gender factor

Gender ' No ol Respondents Percentage
Male 0 6l
Female 20 40
Total S0 100%
Source: Field E;:lF\'l'.'}’ -
Chart Ne: 4.1

35

25

Male Female

Interpretation

The ahove Table and char shows that, 6% of respondents are Male and remaining
4% of respondents are Female.
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N Table No: 4.2
Table shows on the basis of Respondent’s Marital Status
Marital Status No of Respondents Percentage
Married 10 20
Un married 40 80
Total S0 100%
Source: Field Survey
Chart No: 4.2

Interpretation
The above Table and chart shows that, 20% of respondents arc mamied and 80% of
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respendents are marmed
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Table No: 4.4
Table shows on the basis of Respondent’s Educational Qualification
Educational Qualifications No of Respon dents Percentage
5.5.LC 3 G
PUC Al 7 15
Graduate 35 69
Post Graduate 5 1o
Orther specify 0 ]
Total 50 100

Soeurces: Field Survey
Chart No: 4.4

Graduate Pact
Graduate

L

Interpretaiion

The above Table and charr shows tha, 6% respondents belongs to SSLC, 15%
respondents belongs PUC, 69% respondents Educational qualification Belongs to
Graduate, % respondents Belongs 1o Post graduate.
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Table no. 4.5
Occupation of respondents is presented
Occupation No of Respondents Percentage
Professional 3 6
Business 5 10
Government Employee 6 12
Student 35 T0
Orthers specify 2 4
Taotal 50 100%
Source: Field Survey
Chart No: 4.5

i
P
=
%
L
¥
A

>

Lo

Professional Business  Gowernmvent  Student

Interpretation

The above Table and chart shows that. 6% respondents have the occupation like

professional, 0% respondent having the occupation like busmess, 12% respondent
having the occupation hkes Government Employee, 70% respondents having

Emplowen

occupation like students and 4% respondent having occupation like Others.
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Interpretation

Talle No: 4.6
Table shows on the basis of Respondent’s Monthly Income
a Monthly Income in(INR) | No of Respondents I’erceut:#
Less than 10000 30 &0
Rs 1(HH0- Rs | 5000 4 8
 Rs 15000- Rs 20000 6 ST
Above Rs. 20000 10 20
i Total 50 100%
Source: Field Survey
Chart No: 4.6

B | g55 than 10000
B fs_10000- Rs 15000

B Rz 15000- Rs 20000
8 Abhove Rs. 20000

The above Table and chan shows that, 60% of the respondents belongs to income
group less Bs. 10,000 per month, 8% of the respondents Belongs w0 Rs 10,000 —
15,000 per month, 12% of the respondents belongs to Rs. 15,000 20,000 per month. &

20% of the respondents Belongs to 20,000 & above
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Table No: 4.7
The table shows on the basis of respondents have own two wheeler bike
Particular No of Respondents Percentage
Yes 35 75
~ No 15 25
Total 50 100%a
Source: Field Survey
Chart No: 4.7

B0
]
a0
=0
40
30
]

The above Table snd chart shows that, 75% respondents are own two wheeler bike
and 25% respondents not own two wheeler bike.
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Table No: 4.8
The tnble shows on the basis of respondents which company two wheeler have
 Particular Mo of Respandents Percentage
Royal Enfield 13 26
Hero & 12
Honda 5 10
Bajuj 6 12
Yamaha 8 16
Others 12 24
Total T A 100%,
Source: Ficld Survey
Chart Na: 4.8

Int:rp'ﬁlﬁul

The above Table and chan shows that, 26% respondents have Royal Enfield, 12%
respondents have Hero, 10% respondent have Honda, 12% respondents have Bajaj,
16% respondents have Yamaha and 24 respondents have others.
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Tahle No: 4.9
Table shows un the basis of Respondent’s aware of Royal Enfield bike
Marital Status No of Respondents Percentage
Yes 39 78
No 11 22
Total 50 100%,

B0
Fit!
B0
S
40
0
n
10

i}

Interpretation
The above Table and chart shows that, 78% respondents aware of Roval Enfield Bike
and 22% respondents are not aware of Roval Enfield Bikes.
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Table No.: 4.10
Respondents having Royal Enfield Bike Model
Particular No of Respondents Percentage

Thunderbird 12 24
Classic 9 I8
Bullet 18 36
Other modal 6 12
Contmental G T 5 10

Total 50 100%

A= 3 Source: Field Survey

Chart No: 4.10

Oher model

Interpretation

Out of 100 respondents, 24% of respondentz have thunderbird model, 18% of
respondents have Classic, 36% of respondents belongs to Bullet, 12% of respondents
belongs to other model and 10 % of respondemts belongs 1o Continental GT.
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Table No: 4.11
Table shows How did respendents come to know about Roval Enfield

e m—

Particular No of Respondents | Percentage
Advertisement 9 ' I8
Friends & relatives 24 48
Ohbservation 3 ' 6
] Brand image B j 15
Publicity 7 13
T Total 50 100%

Source: Field Survey
Chart No: 4.11

B Achertisement
B Frignds & relatives
8 Jb=ervation

H Brand imaga

® Publicity

Interpretation

The above table and chart states that, 18% of the respondents come to know Royal
Enfield through Advenisement, 48% of the respondents belongs to Friends &
Relatives, 6% of the respondents belongs 1o Observation, 15% of the respondents
belongs 10 Brand image and 13% respondents belongs to Publicity
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Table No: 4.12
Table shows media of advertisement that have you been introduced Respondents
to Royal Enfield
Particular No of Respondents FPercentage
Television 28 57
Magazines 7 15
MNews paper 4 9
Posters | Stuckers 4 -
Others T 14
Total 50 100%%
Chart No: 4,12

Interpretation

The above table and chart states that, 57% of the respondents come to know about
Royal Enfield through Television Media, 15% of the respondents belongs to
Magazine, 9% of the respondents belongs to Newspaper, 5% of the respondents
belongs to Posters / Stickers and 14% of the respondents belongs to Others,
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Table No: 4.13
Table shows from past how many vears did respondents know about Royal
Enfield Company
. Particular No of Respondents Percentage
One year 7 15
Two year 14 27
Three year L ) G
Dan’t know Exactly 12 25
Total 50 100%
1 Source: Field Survey
Chart No: 4.13

Thraa yosr Don't know Exactly

Interpretation
The above table and chart states that, 15% of respondents know about Royal Enficld
Company from Ome year, 27% of respondents belongs to Two vears 33% of
respondents belongs to Three years and 25% of respondents belongs to Don't know
exactly,
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Table No: 4.14
Table shows plan to buy Royal Enfield Bike in luture
Marital Status No of Respondents Percentage
Yes 33 66
No 17 34
Total 50 1080%a
Source: Field Survey

Chart No: 4.14

Interpretation

The above table and chart states that, 66% of respondents are having planned to buy
the Roval Enfield bike in future and 34% of respondents are not having planned to
buy the Roval Enficld bike in future.

Department of Commerce

Pattammndai College, Pattamundni

Page 54




Consumer Satisfaction towards Royal Enfield Bikes with
Special Reference to Royal Enfield (Pratap Automabiles)

""'""'."...‘.......‘......‘.‘..W

Table No: 4.15
Table shows Respondent’s preferred Model
Particular No of Respondents Percentage
Thunderbird 12 24
Classic 9 18
Other model 18 e
Continental GT 11 2
Total S0 100 %
Soorce: Field Survey
Chart No: 4.15

40
a5
an
25
Fatl
15
10

Interpreiation

The above table and chart states that 24% of respondents are prefes Thunderbird, 18%
of respondents are prefers classic bike, 36% of respondents are prefers other model
and 22% of respondent are prefer Continental GT Bike
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Table No: 4.16
Respondent” think abent Royal Enfield bike Technelogy
Particular Na ol Rﬂpﬂﬂd-tllﬂ. Pm |
Magnificent 10 20
Superb 22 Ea
Delightimg 13 25
Ordinary 5 o R
Total 50 100%
Sownrce: Field Survey =
Chart No: 4.16

Interpretation
The above table and chart states tha, 20% of the respondents belongs 1o Magnificent,

44% of the respondents think that Royal Enfield bike technology is Superb, 25% of
the respondenis belonge w Delighting and 11% of the respondents belongs to
Ordinary.
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Table No: 4.17
Respondent's opinions about the price of Royal Enfield Bike
Particular No of Respondents Percentage
‘Worth 14 28
Reasonable I8 6
Low 0 0
High 18 36
Taotzl S 100%%
Source: Field Survey
Chart No: 4.17

The above mble and chart states that 28% of respondents belongs 10 Worth, 36% of
respondents opinions that the Price of Royal Enfield bike is reasonable and 36% of

respondents belongs 1o High

Depurtment of Commerce

Pattamundai College, Pattamundai

Page 57




9000000000000 OOOPOOOOOPOOOOOOOSNOIOONONOETDOEO®ES

Consumer Satisfaction towards Royal Enfield Bikes with
Special Reference to Rnﬂﬂnﬂtlﬂ {Pratap Automobiles)

Table No: 4.18
Respondent’s think about Roval Enfield pickop
Particular No of Respondents Percentage
Excellent 6 12
Good 23 46
Sansfactory 11 22
Worst 10 20
Total 50 100%%
Chart No: 4,18
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Interpretation

The above table and chart states that, 12% of respondents opimion that the Royal
Enfield Bike pickup is Excellent, 46% of respondents” opmions that the Royal
Enfield bike pickup 13 Good, 22 % of respondents belongs 10 satisfactory and 20% of
respondents belongs o Worst.
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Table Na: 4.19
Respondent’s think about Royal Enfield Bikes Road grip
Particular | No of Respondents Percentage |
Excellent T 20
Good 19 39
Adequate 11 21
Inscl vent 10 20
Tatal 50 100%
Source: Field Survey
Chart No: 4.19

45
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Interpretation
The above table and chart states that, 20% of respondents belongs to Excellent, 39%

of respondents opimions that the Royal Enfield Bike road grip is Good, 21% of
respondents belongs to adequate and 20% of respondents belongs to Insolvent.
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Table No: 4.20
recommend buying Royal Enfield Bike to others

Particular No of Respondents Percentage

Defimtely 17 35

Probably % 0 38

Might or Might not 11 21

Definitely not 3 6

Total 50 100%s
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Interpretation
The above table and chart states that, 35% of respondents ready to recommend Hoyal
Enficld bikes to others, 38% of respondents belongs to probably and 21% of
respondenis belongs to might or might not and 6% of respondents belongs to
definitely not

Department of Commerce Page 60
Pattamundai College, Pattamundai




Consumer Satisfaction towards Royal Enfield Bikes with

EEchl Reference to Rﬂ:ll Enfield !;""'E ﬁulumuhilﬁz

Chapter— 5
Findings, Suggestions And Conclusions
Findings
Suggestions
Conclusion
Department of Commerce __m

Fattamundai College, Pattamundai




—_— e il - - - - - - - e e i - - b | e ey o L

Consumer Satisfaction towards Roval Enfield Bikes with
Eﬁhl Heference to ﬂ‘ll Enficld !PTIIIE Antnmul:'i[ul
Findings, Suggestions And Conclusions

Findings

e Majority of the respondents are Male,

» Majority of the respondents are unmarried

s Majornty of the respondents are in the age group of Below 20.

e  Majority of the respondents Educational gualification Belongs to Graduation,

»  Majority of the respondents are students.

» Majority of the respondents monthly income is belong to less than Rs. 10,000
per month

o Majority of the respondents are own two wheeler hike.

s  Muajority of the respondents are having Royal Enfield Bike.

* Majority of the respondents are aware of Roval Enfield Bike.

»  Majority of the respondents are Having Royal Enficld Bullet.

* Majonty of the respondents are come to knew Roval Enfield through Friends
& Relatives.

«  Majority of the respondents come to know about Royal Enfield through
Television Media.

# Majority of the respondents know about Royal Enfield Company from Three
yiars,

« Majority of the respondenis are having planned to buy the Royal Enfield bike
in fusmure.

*  Majority of the respondents are prefer Continental GT Bike,

s  Majority of the respondents think that Roval Enficld bike technology is

superh
+  Mzjority of the respondents opinions that the Price of Royval Enfield bike 1s
High.,
s  Majority of the respondents opinions that the Royal Enfield bike pickop is
Good.
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*  Majonty of the respondents opinions that the Royal Enficld Bike road grip is

Good.
Majority of the respondents ready to recommend Roval Enfield bikes to
others..

Suggestions

v The price of Royal Enfield is very high when compared to competition. The

company has will esablished can provide some gifts and discounts to the
Customers.

v The dealer is also required to provide discount on cash purchase.
¥ The company also tries to give certain offers to the dealer so as improve his

efficiency in the selling the Royal Enfield products which other company also
give to their dealer,

As television as the common media for advertising frequent advertisement
musi be shown i local city cable.

As the dealer has ammanged the neon bulbs for advertising in the showroom in
the same way.

The company should provide the warranty for some parts like clutch plaes
rark.

The dealer is promotional strategy should provide test rides in colleges and
after some special gifis like diaries pens, bags etc.

The dealer is required 10 mainiain all colors of Royal Enficld Sport at all 1ime
& it is available to customer at right him.

Give more advertisement in Shimoga City,

To come with different color of the bikes with new modes.

Royal Enfield Company should take of resale value of bike. Resale value is
high compere 1o other bikes.

All spares, accessories should be available a1 the service stalions on proper
tinse,

To improve the desipn for wheels for a better road with and safety driving,
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Suggest towards product:
L] MNew age styling for a stunning look.
-1 The new Royal Enfield exhibits international styling at its best. A part from a
classy double tail lamp and masculine fuel tank.
! Mono suspensions for better stability and comfort.
| Body getting graphics and Sporty along wheels,
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Conclusion

A variety of two wheelers have entered into the two wheeler market, This has
increased the competition Because of competition Sales of two wheelers might have
decreased. Therefore, the Enfield Company has to keep in mind the latest
competition preveiling in the market while fixing the price of its two wheelers
particularly Royal Enfizld Bike.
Because of Koyal Enfield Company believes in excellence in the technology it has
achieved more than one million customer satisfaction within part of the years from its
launch No other India two wheeler company has achieved its progress within short
period.
As per the market research carried out by Enfield Company it is found them it is the
number one company in two wheeler segment. By considering all the findings of is
hope that the company & dealer will sing a sweet song of profit’s in future years.
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Consumer Satisfaction fowards Royal Enfield Bikes with
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