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ABSTRACT 

This study investigates customer preferences for Hero bikes, focusing on factors influencing purchasing 

decisions. Utilizing a mixed-method approach, data was gathered through surveys and interviews with current 

and potential customers. Key findings reveal that reliability, fuel efficiency, affordability, performance, 

comfort, design/style, technology/features, and after-sales service significantly impact consumer choices. 

Additionally, demographic factors such as age, income, and geographic location play a role in shaping 

preferences. Understanding these preferences is essential for Hero to tailor its marketing strategies and product 

development to meet the evolving needs of its target market. 

 KEYWORDS: Reliability, Fuel efficiency, Affordability Performance, comfort, design/style Technology/features, and 

after-sales services 

INTRODUCTION 

A customer sometime known as a client, buyer or purchaser is the recipient of good, service, product, or idea 

,obtained from a seller, ivendor, ior isupplier ifor ia imonetary ior iother iconsideration. iCustomers iare igenerally 

icategorized iinto itwo itypes: 

 An iintermediate icustomer ior itrade icustomer iwho iis ia idealer ithat ipurchases igoods ifor ire-sale. 

 An iultimate icustomer iwho idoes inot iin iturn ire-sell ithe ithings ibought ibut ieither ipasses ithem ito ithe 

iconsumer ior iactually iis ithe iconsumer. 

A icustomer imay ior imay inot ialso ibe ia iconsumer, ibut ithe itwo inotions iare idistinct, ieven ithough ithe iterms 

iare icommonly iconfused. iA icustomer ipurchases igoods; ia iconsumer iuses ithem. iAn iultimate icustomer imay 

ibe ia iconsumer ias iwell, ibut ijust ias iequally imay ihave ipurchased iitems ifor isomeone ielse ito iconsume. iAn 

iintermediate iconsumer iis inot ia iconsumer iat iall. I 
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REVIEW OF LITERATURE 

 V. iDevki i& iDr. iH. iBalakrishnan i(Nov i2015) istudied iof i“Customer iPreference itowards iHero 

itwo-wheeler iafter itermination iif iHero iHonda” iusing iprimary idata iand ifound ifrom isurvey ithat 

ithe ipurchase iof itwo-wheeler iis iindependent iof ithe iannual iincome iof ibuyer; ithis icould iperhaps 

ibe idue ito ithe ieasy iloan iavailable iand icustomer ifriendly. iMajority iof ithe irespondents igive 

imore iimportance ito iprice iand iprefer ithe imiddle-ranged ibikes ilike, isplendor iand ipassion. iIt iis 

iperceived ithat imost iof ithe ipeople iconfirmed ithat ithey iwill imiss ithe iHero iHonda iand iskeptic 

iabout ithe iHero. iThe ifuture ichoice iof iHero iis ionly i36 i% iof ithe iexisting icustomer iwho iprefer 

ito istay iwith iHero. 

 Sharma, iKiran iSharma iand iKhan i(2017) istudied ion i"analysis iof icustomer isatisfaction iof 

iTata imotors iin iJaipur, iRajasthan iwith ithe iobjectives ito ifind iout ithe isatisfaction iamong ithe 

icustomers, imarket iperformance iand imarket iposition iof iTata imotors. iThey ifind ithat i73% 

ipeople ifeel ithat isafety iare iaffordable iwhereas i12% ido inot iagree, i74% ibelieve ithat iattractive 

idiscount iare ioffered ibut i26% iare inot isatisfied iwith ithe idiscount ioffered, ibut ithe ioverall 

iopinion iabout iTata iMotors iis ivery igood. 

OBJECTIVES OF THE STUDY 

To know the factors influencing the customer while purchasing the hero bikes with reference to Surendra 

motors ,rly Kodur. 

To identify various segments of customers base on their preferences for hero bikes with reference to Surendra 

motors. 

To evaluate the competitive context of hero bikes by comparing customer preferences with other major 

motorcycle brands. 

To asses the levels of customer satisfaction and loyalty towards hero bikes. 

NEED FOR THE STUDY 

iAs ithe icustomers iare iregarded ias ithe isuperiors iin itoday’s imarket, ithe ilevel iof isatisfaction iand itheir 

ipreferences ishould ibe ikindly istudied. iThe itwo-wheeler iindustry ihas ibeen iexpanding irapidly. iGone iare 

ithe idays iwhen ipossessing ia itwo-wheeler iwas iseen ias ia iluxury. i iNow idays, iit iis iviewed ias ia imere 

inecessity. I 

SCOPE OF THE STUDY 

 The istudy iis iconfined ito ithe icustomers iwhile ipurchasing ithe ihero ibikes iwith ireference ito iSurendra 

imotors, iRLY iKODUR ionly iand idoes inot ihave iany irelevance iwith iany iother ibrand. 
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iRESEARCH iMETHODOLOGY 

  

The iinformation irequired ifor ithis istudy iobtained iwas ibasically ithrough itwo isources. 

Primary iData: 

Primary iData ihas ibeen igathered iby ia isurvey ithrough ia istructured iquestionnaire. 

Secondary iData: 

Secondary iData icomprises iof iinformation iobtained ifrom iannual ireports, ibrochures, imanuals iwebsites ietc. 

 

Research idesign : Descriptive iresearch 

Research iapproach i i : iSurvey iMethod 

Research iinstrument : iStructured iQuestionnaire 

Sampling iUnit i i i i i i :Customer ipreference itowards ihero ibikes, iAt iSurendra imotors, irly iKodur. 

Sample isize  : 150 

Statistical itool i i i i i i i i i ii: iBar ichart, ipercentage iAnalysis. 

 

 

 

 

DATA ANALYSIS 

1.What irole idoes ithe ireputation iof iSurendra iMotors iplay iin iyour idecision-making iprocess? i 

Response No iof iRespondents % iof iRespondents 

Major iRole 43 29% 

Minor iRole 70 47% 

No iRole 37 24% 

Total 150 100% 
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GRAPH i1 

 

INTERPRETATION: 

From ithe iabove igraph i29% iof irespondent said that ithe ireputation iof iSurendra iMotors iplays ia imajor irole. 

i47%, istated ithat ithe ireputation iof iSurendra iMotors iplays ia iminor irole iin itheir idecision-making iprocess. 

i24% iof irespondents iindicated ithat ithe ireputation iof iSurendra iMotors iplays ino irole 

2. How iinfluential iare ionline ireviews iand icustomer itestimonials iwhen iconsidering ipurchasing ia 

iHero ibike ifrom iSurendra iMotors? i 

Response No iof iRespondents % iof iRespondents 

Very iinfluential 44 30% 

Moderately iinfluential 
69 46% 

Not iinfluential 37 25% 

Total 
150 100% 
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GRAPH i2 

 

 

 

INTERPRETATION: 

From ithe iabove igraph i30% iof irespondents said that ionline ireviews iand icustomer itestimonials iare ivery 

iinfluential iin itheir idecision-making iprocess. i46%, istated ithat ionline ireviews iand icustomer itestimonials 

iare imoderately iinfluential. i25% iof irespondents iindicated ithat ionline ireviews iand icustomer itestimonials 

iare inot iinfluential iin itheir idecision-making iprocess. 

 

 

3. Are iyou iprimarily iinterested iin ipurchasing ia iHero ibike ifor? i 

Response No iof iRespondents % iof iRespondents 

Personal iuse 18 12% 

Family iuse 43 29% 

Business iuse 56 38% 

Others 33 22% 

Total 150 100% 
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GRAPH i3 

 

 

INTERPRETATION: 

From ithe iabove igraph i12% iof irespondents isaid that ithey iare iprimarily iinterested iin ipurchasing ia iHero 

ibike ifor ipersonal iuse. i29% iof irespondents istated ithat ithey iare iprimarily iinterested iin ipurchasing ia iHero 

ibike ifor ifamily iuse.38%, iHero ibike ifor ibusiness iuse. i22% iof irespondents iselected i"Others" ias itheir 

iprimary ireason ifor ipurchasing ia iHero ibike. 

 

 

 

 

 

 

 

4. What ifeatures ido iyou iprioritize iwhen icomparing iHero ibikes iwith iother imotorcycle ibrands? i 

Response No iof iRespondents % iof iRespondents 

Fuel iefficiency 32 21% 

Stylish idesign 57 38% 

Performance 42 28% 

Comfort 19 13% 

Total 150 100% 
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GRAPH i4 

 

INTERPRETATION: 

From ithe iabove igraph i38%, iprioritize istylish idesign iwhen icomparing iHero ibikes iwith iother imotorcycle 

ibrands. i28% iengine ipower, iacceleration, iand ioverall iriding iexperience. i21% iof irespondents iprioritize ifuel 

iefficiency. i13% icomfort iwhen icomparing iHero ibikes 

5.How ilikely iare iyou ito irecommend iHero ibikes ito ifriends ior ifamily? i 

Response No iof iRespondents % iof iRespondents 

Very ilikely 29 20% 

Likely 48 32% 

Neutral 53 35% 

Unlikely 20 14% 

Total 150 100% 

 

GRAPH i5 
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INTERPRETATION: 

From ithe iabove igraph i20% iof irespondents  said that ithey iare ivery ilikely ito irecommend iHero ibikes ito 

ifriends ior ifamily. i32%, istated ithat ithey iare ilikely ito irecommend iHero ibikes. i35%.This isuggests ithat ifor 

ithis isegment iof irespondents, i14% iof irespondents iindicated ithat ithey iare iunlikely. 

 

FINDINGS 

 47% of respondents said stated that Surendra Motors' reputation plays a minor role in their decision-

making process. 

 46% of respondents said stated that online reviews and customer testimonials are moderately 

influential 

 38% of respondents said use the bike for commercial purposes, such as delivery services or 

transportation for business-related activities. 

 38% of respondents said prioritize stylish design when comparing Hero bikes with other       motorcycle 

brands. 

 35% of respondents are neutral about recommending Hero bikes to friends or family. 

SUGGESTIONS 

 Since ionly i47% iof irespondents said iconsider iSurendra iMotors' ireputation ito iplay ia iminor irole, iit 

imight ibe ibeneficial ifor ithe icompany ito ifocus ion ienhancing iits ibrand iimage iand ireputation ithrough 

imarketing iand icustomer iservice iinitiatives. 

 With i46% oof  respondents  said isstating  that ion line previews viand itestimonials iare imoderately 

iinfluential, iit's iimportant ifor iHero ito iactively imanage iits ionline ireputation iand iencourage isatisfied 

icustomers ito ileave ipositive ireviews ito isway ipotential ibuyers. 

 Considering i38% iof respondents said use ibikes ifor icommercial ipurposes, iHero icould iexplore 

itailored imarketing istrategies ior ieven ispecific imodels idesigned ifor icommercial iuse ito icater ito ithis 

isegment imore ieffectively. 

 Given ithat i38% iof irespondents said prioritize istylish idesign, iHero icould iinvest iin idesign iinnovation 

iand imarketing icampaigns ito ihighlight ithe iappeal iof iits ibikes, ipotentially iattracting imore 

icustomers iwho ivalue istyle. 

 Since i35% iof irespondents said iare ineutral iabout irecommending iHero ibikes ito ifriends ior ifamily, 

iHero icould ifocus ion iimproving icustomer isatisfaction iand iafter-sales isupport ito iencourage imore 

ipositive iword-of-mouth irecommendations. 

 

 

CONCLUSION 

Customer ipreferences itowards iHero ibikes iat iSurendra iMotors, iit's ievident ithat icertain imodels istand iout ias 

ifavorites iamong icustomers. iThe idata isuggests ithat ifactors isuch ias iprice, iperformance, ifuel iefficiency, iand idesign 

iplay icrucial iroles iin iinfluencing icustomer ichoices. iUnderstanding ithese ipreferences ican iguide iSurendra iMotors iin 

ioptimizing itheir iinventory iand imarketing istrategies ito ibetter imeet icustomer idemands iand ienhance ioverall isales 

iand icustomer isatisfaction 
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