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ABSTRACT 

The study was undertaken about the customer perception towards Suzuki motor bikes 

with special reference to NJ Suzuki bikes in erode city. The main objectives of the study 

know about customer perception on Suzuki brand. The study conducted is descriptive 

research is used for the study and sample size used for this study is 200. The sampling is done 

based on convenience sampling. The primary and secondary data are collected to meet the 

requirements. The data required for study is collected through questionnaire and for further 

information secondary data is gathered from the reports of the industry. The tools used for the 

study were simple percentage analysis, correlation method, chi square test, regression 

method, ANOVA method, weighted average method. Various techniques were analyzed, 

tabulated and interpretation of the data, the findings are made and proper suggestions are 

given to the organization for improvement. 
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1.1. INTRODUCTION 

A customer is an individual or business that purchases the goods or service produced 

by a business. Attracting customers is the primary goal of most public-facing businesses, 

because it is the customer who creates demand for goods and services. However subtlety that 

frequently goes undetected by many firms is that is that customer set can be divided into two 

parts, the apparent customer and the user. The apparent customer is the person or group of 

people who decide what product to buy and basically have control over the purse strings. The 

user is a person or group who physically uses the product or is the direct recipient of a 

service. 

PERCEPTION 

In general psychological terms, perception is our ability to make some kind of sense 

of reality from the external sensory stimuli to which we are exposed. Several factors can 

influence our perception, causing it to change in certain ways. For example, repeated 

exposure to one kind of stimuli can either make us oversensitive or desensitized to it. 

Additionally, the amount of attention we focus on something can cause a change in our 

perception of it. 

CUSTOMER PERCEPTION 

A marketing concept that encompasses a customer's impression, awareness and/or 

consciousness about a company or its offerings. Customer perception is typically affected by 

advertising, reviews, public relations, social media, personal experiences and other channels. 

Customer perception refers to an individual's opinion or view of your business by evaluating 

their experience with your company -- from your offerings, to your branding, to your service. 

Consumer perception theory is any attempt to understand how a consumer’s 
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perception of a product or service influences their behaviour. Those who study consumer 

perception try to understand why consumers make the decisions they do, and how to 

influence these decisions. Usually, consumer perception theory is used by marketers when 

designing a campaign for a product or brand.  

Merchants aim to increase their sales by determining what drives their customers' 

purchase decisions. Consumer perception theory attempts to explain consumer behaviour by 

analyzing motivations for buying or not buying particular items. Three areas of consumer 

perception theory relate to consumer perception theory: self perception price perception and 

perception of a benefit to quality of life.  

Consumer perception applies the concept of sensory perception to marketing and 

advertising. just as sensory perception relates to how humans perceive and process sensory 

stimuli through their we senses consumer perception pertains to how individuals form 

opinions about companies and the merchandise they over through the purchases they make. 

Merchants apply consumer perception theory to determine how their customers perceive 

them. They also use consumer perception theory to develop marketing and advertising 

strategies intended to retain current customer and attract new ones. Self perception theory 

attempts to explain how individuals develop an understanding of the motivations behind their 

own behaviour. Self perception by customers relates to values and motivations that drive 

buying behaviour -- which is also an important aspect of consumer perception theory.  

The products and services that an industrial company has to offer are generally 

organized around its customers’ needs in addition to the level of expertise and production 

capabilities of the firm. Creating a strategy for product development is an important and often 

multifaceted segment of running a successful enterprise, and it brings together a range of 
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different principles, such as research and development, marketing, engineering, design, 

materials, and manufacturing. In most cases, an industrial product development strategy will 

depend on two main goals keeping the new product. 

Consumer perception applies the concept of sensory perception to marketing and 

advertising. Just as sensory perception relates to how humans perceive and process sensory 

stimuli through their five senses, consumer perception pertains to how individuals form 

opinions about companies and the merchandise they offer through the purchases they make. 

Merchants apply consumer perception theory to determine how their customers perceive 

them. They also use consumer perception theory to develop marketing and advertising 

strategies intended to retain current customers and attract new ones. 

Customer perceptions are the realities of how customers think and feel about firms, 

brands, products and services. Such realities may differ from the strategic intent of a firm. For 

example, a firm may update a product to improve its quality but customers may perceive the 

new offering as lower quality. 

Brand 

You may position your brand to be luxury but customers may develop their own 

impression that leans more towards budget. 

Prices 

Generally speaking, customers perceive each price as high, low or fair. Some 

customers may also be indifferent to price for certain items. 

Engineering 

Your software engineers may tell you something isn't broken, but customers may 

view it as broken nonetheless. 
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Usability 

Customers often have a strongly formed opinion regarding the usability of tools such 

as mobile devices, software and appliances. 

Senses 

The taste, smell, touch and sound of products and environments. 

Promotion 

Customers may interpret advertising and promotion in ways not envisioned by 

creative teams. 

Quality 

The quality of products and services are interpreted by customers using criteria that 

may differ significantly from one person to the next. One customer may view a beverage in a 

plastic bottle that is easy to open as high quality while another customer may view products 

in glass bottles as inherently higher quality. 

CHAPTER-II 

2.1. STATEMENT OF THE PROBLEM 

The present study is conducted to find out the main problem faced by the customer 

perception, the expectation and opinion towards the company appearance, performance, 

quality, and price about service provided by the company. So, this study is conducted to 

determine the based on the perception and key driving forces to opinions of customers. 

2.2. OBJECTIVES OF THE STUDY 

 To study the customer perception towards the SUZUKI Motor Bikes. 

 To analyze the customers are satisfied with performance of the SUZUKI Motor Bikes. 

 To know the opinion of customer regarding the availability of spare parts, price and 

http://www.ijrream.in/


www.ijrream.in                                            Impact Factor: 2.9463 

INTERNATIONAL JOURNAL OF RESEARCH REVIEW IN 

ENGINEERING AND MANAGEMENT (IJRREM) 

Tamilnadu-636121, India 

Indexed by 

 

 
Scribd impact Factor: 4.7317, Academia Impact Factor: 1.1610 

ISSN NO (online) : Application No : 19702   RNI –Application  No 2017103794 

 

International Journal of Research Review in Engineering and Management 

(IJRREM),Volume -3,Issue -6,June-2019,Page No:69-102-,Impact Factor:2.9463, Scribd 

Impact Factor :4.7317, academia Impact Factor : 1.1610 Page 74 

 

mileage. 

 To study the quality of service provided at Suzuki Motors Bikes.  

 To study the preference of customers on different varieties of Suzuki Motor bikes and 

to suggest the company for future improvements. 

2.3.NEED FOR THE STUDY 

The Suzuki company bikes can achieve the customers expectations or not. The main 

study of this research is to know the customer opinions on Suzuki bikes and awareness levels 

of the customers. This study is been conducted to collect from the Suzuki bikes customers 

only. Customer’s perception plays a very important role in competition market. Every 

company try to achieve the customer satisfaction in order to withstand his huge competition 

in this market segment. And this is the one of the driving force behind company 

development. 

2.4. SCOPE OF THE STUDY 

 The study will help in understanding the customer perception towards Suzuki bikes 

and determine the satisfaction regarding products and services. 

 It is helps to continuous improvement in their customized products and service of 

targeting the needs of customers.  

 To understand the relationship between company and their customer and it is also 

helps to know different facilities provide by Suzuki. 

 To know the quality of product and service about Suzuki bikes service and its 

marketing performance based on their perception. 

 It also helped to analyze the employee attitude towards the service and benefits 

rendered by the company. 
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2.5. LIMITATION OF THE STUDY 

 The present study is confined to a minimum sample size and may not reflect the 

opinion or response of the population in general.  

 The study being a primary one, the accuracy and reliability of data depends on the 

information provided by the respondents. 

 The data was collected only from the customer in Erode. So findings cannot be 

generalized. 

 The results are based on the assumption of the information provided by the 

respondent is correct. 

       CHAPTER--III 

 

3.1. LITERATURE REVIEW 

Bijapurkar, Rama. (2013) Explores the arena of customaries in India and the 

strategies that are developed to please the customer. In this book, the author tries to give 

readers some information about the environment t in which customers live; the way they 

think, their heterogeneous nature and their transformation is discussed. India being an 

emerging market in the world, there are a lot of business opportunities. The author tries to 

teach readers how to be ready to grab these opportunities and use them. A Never before 

World contains major inferences needed to evaluate the business opportunities and figure out 

the current market strategy. As an overall result of various changes, India is now in the third 

decade after liberalization. The structure of consumption and behavior of customers is 

studied.  

Customer perception is affected by several components like grades, education, age, 
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psychological attributes, etc., so these factors should always be considered while 

manufacturing products. Brand name and product quality has also its own importance in 

the society (Sirgy, 1985) and players in the retail industry have identified that according 

to the social and cultural development, people have become more concerned about the 

brand name and quality of the products. Brand name ultimately raises the living standard of 

the people in the society which helps in developing the perception of self-esteem. 

The concept of customer perception has also been defined by various researchers as 

per the needs of the environment. Human psyche is a very complex process because it 

involves not only the economic factors but also the emotional and social factors (Clark and 

Goldsmith, 2006). Thus, it is really very difficult to provide an adequate concept of 

customer perception. It has been observed by the various researchers that the success or 

failure of the product or service is directly related to the human psyche and their preference 

(Kauffman, 1996).  

In the words of Foxall (1998), Customer buying behavior is the study of intrinsic  

qualities of customers, such as, motivators, perceptions, personality and learning  patterns. 

According to various theorists, it is the branch of knowledge, which  studies behavior of 

an individual and its mental state (Hausman, 2000).  

According to  Sheth  and  Parvatiyar (1995),  evaluation  of  various  factors  

related   to the customer perception and behavior allows the business firms to strengthen 

the relationship between business and customers. There are many factors which  

influence  the  perception  of  a  human  being  and  the  buying  process,  which  essentially 

begins from early childhood, remains through the teen years and adult  life also (Lal et al, 

1996). The evaluation of perception comprises many factors to  understand the psychology 
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of customers. These factors belong to culture, values,  family, society, feelings, thinking, 

attitude, personality, etc. These factors also vary  from customer to customer and shape their 

buying behavior. 

A marketer should be able to produce a product that will capture the need and 

demands of the customers. Following social and cultural factor affect the buying 

behavior of customers. in a society, the interaction of persons with the family, groups, and 

social classes is highly responsible for the influence on the perception of customer’s 

(Tanja and Piri-rajh, 2003). The term attitude, values and buying process are generally 

influences by social class. Social class can be defined as a group of people in which all 

members have the similar  social status, which is generally overlooked by the people. The 

classification of  target market falls into four groups, i.e. upper class, upper middle, middle 

class  and lower class (Mourali, et al, 2005). 

Different Geographic region have different culture and values that lead to the 

perception of customers in different manner. Diversity is the main concept in the different 

geographical areas and it is popular in every cultural and geographical area. In these 

geographical areas, the marketers always look at various aspects such as customer’s 

personal values language social behavior, income level, etc. that are directly related to the 

external environment of geographic area (Clark and Goldsmith, 2006). 

In today’s environment according to the customer’s perception companies are 

competing not only to attract new customers but also for loyalty and retention. Helgesen, 

(2007), describe that companies are developing strategies to maintain and grow average 

revenue per user through customer retention, process improvement and product 

innovation. 
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Companies are looking to drive value from the customer management, value chain 

and cost reduction strategies, which can provide highest level of customer service 

(Miocevic, 2008). 

Effective Communication System and innovative information tools with the 

customers, is a successful business model to retain them (Meyer-Waarden, 2008). In order 

to establish and maintain a long term relationship with customers, companies develop two-

way communication model and presently it has become multisided communication model. It 

is helpful in  exchange of thoughts, feelings and reaction of customers with the companies  

(Egan, 2000). 

Product or services offered by the companies are the key element of the business. 

These products and services also show the concern of the companies towards the society. 

Highest quality and minimum cost of the products and services are preferred by the 

customers. According  to Adebanjo (2001), in less developed countries, in Retail and 

Grocery stores, people want all the products and services under one roof. This in both 

developed and newly industrialized countries, by offering high quality products the firms 

can  retain customers for long time. High quality product attracts new customers and  

builds brand loyalty. 

Customer Loyalty programmers are also one of the main strategies to retain and 

attract customers for long time. These kinds of programs are held by almost all the 

Multi-national Retailers or small stores to maintain long term relationships with the 

customers. These loyalty programs also provide an opportunity for the companies to create 

competitive advantage. Helgesen (2007) asserted that the main aim of these kinds of 

programs and strategies is to provide incentive for relevant customers to attract them 
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for participating in buying process from a particular store. 

Along with product quality, cost is one of the main features to attract and retain 

the customers for long term. According to the marketing concepts given by Kotler and 

Keller (2009), retailers should always concentrate  on  the  pricing  strategies to 

maintain a balance  between  the competitor’s prices and profitability. An effective 

pricing strategy allows them to keep similar prices or lesser price as compared to other 

stores. 

In order to get success and increased sales, retailers also need highly motivated and 

talented employees. Employee’s communication skills, right and positive attitude, strong 

will power, good manner, strong communication skills are essential to attract customers. 

According to Miocevic (2008), these employees supply quality services to the customers 

and produces higher rates of sales. Motivated employees can deal more effectively with 

customers and customers are affected by those persons who give a positive and polite 

response to the customers. 

One of the main driving forces to attract and retain customers is reference group. 

Frow and Payne (2007), described in their research that customer perception and 

buying behavior is affected by some reference groups also such as friends, family 

members and peers. They create publicity of the company by spreading their words and 

perception is influenced by words also. This driver of success enables the companies to 

increase number of customers as many retailers provide a local environment to their 

customers. This affects their social and cultural values and thus they are attracted. 

As it has been very clear that customer relationship process is a process of 

developing  long-term  relationship  with  customers  by  knowing  more  about customers 
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need and about their thinking pattern (Reynolds,2002), it has a direct relationship with the 

perception of customers. In the words of Ahuja,et al (2003), with the help of CRM , 

businesses know about their customers by using different technology and human resources. 

The main objective behind implementation of CRM process is to develop a long 

term relationship with the customers and understand those factors that influence their 

perception in a particular region (Sarlak and Fard, 2009). This is because customer 

perception is a process through which customers make decision regarding their selection, 

purchase and use of goods and services (Dibb and Simkin, 2001). So, by analyzing this 

process of customer perception, CRM manager can plan, organize and control the customers 

according to their product offering. Thus,both CRM and customer perception are linked 

with each other and also affect operation of each other (McMahon, 2008). 

3.2. RESEARCH METHODOLOGY 

INTRODUCTION 

Research is a common place refers to a search for knowledge. Research is defined as 

systematic and scientific search for pertinent information on specific topic or area of study. 

Research means the systematic enquiry to find out the truth. It involves systematic, 

collection, analysis and interpretation of data to answer a certain question or solve a problem.   

RESEARCH METHODOLOGY 

The methodological aspects related to the research conducted in the present study are 

given in this chapter. It begins with a development of the research framework. Then, it 

provides the hypothesis developed in this study. Thereafter, the design of the research 

instrument, scales and measurements, and the data collection procedure will be discussed. 

Finally, the data analysis techniques used are also presented. 
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RESEARCH DESIGN 

  The research design refers to the overall strategy that you choose to integrate the 

different components of the study in a coherent and logical way, thereby, ensuring you will 

effectively address the research problem; it constitutes the blueprint for the collection, 

measurement, and analysis of data.  

Descriptive research 

Descriptive research can be either quantitative or qualitative. It is involves gathering 

data that describe events and then organizes, tabulates, depicts, and describes the data 

collection. 

DATA COLLECTION  

Data is recorded measure of phenomena. While deciding about the method data collection 

the researcher should keep in the mind about two types of data. They are 

1. Primary data 

2. Secondary data 

Primary Data 

Primary data means original data that has been collected specially for the purpose in 

mind. It means someone collected the data from the original source first hand. Data collected 

this way is called primary data. 

Secondary Data  

Secondary data was collected from all published items such as books, company 

records, and websites. 

SAMPLING METHOD 

The used the Questionnaire method as a tool of collecting the required data from the 
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samples. “A Questionnaire is a list of questions sent to a number of persons for them to 

answer. The researcher adopted the Questionnaire method for data collection as and all the 

respondents Are educated and it helps the respondents to give well thought out answers. In 

this method the identity of the respondents are kept anonymous and so the respondents will 

answer truly. The sampling method is used as non probability sampling. 

Convenience Sampling 

  Convenience Sampling is a non-probability sampling technique where subjects are 

selected because of their convenient accessibility and proximity to the researcher. 

Sample Size 

Sample size refers to the number of items selected from the universe to constitute and 

sample. A sample of  200 respondents was taken for study. 

TOOLS FOR DATA ANALYSIS 

1. Percentage analysis 

2. Correlation method 

3. Chi - square method 

4. Regression method 

5. ANOVA analysis 

6. Ranking analysis 

PERCENTAGE ANALYSIS: 

The percentage method was extensively used for findings various details. 

It is used for making comparison between two or more series of data. 

It can be generally calculated  

                         No. of Respondents 
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Percentage = ------------------------------ × 100 

                         Total Respondents 

 

CORRELATION METHOD 

Correlation is another way of assessing the relationship between variables. To be 

more precise, it measures the extent of correspondence between the ordering of two random 

variables. There is a large amount of resemblance between regression and correlation but for 

their methods of interpretation of the relationship. For example, a scatter diagram is of 

tremendous help when trying to describe the type of relationship existing between two 

variables.  

 

 

CHI - SQUARE METHOD 

The chi square statistic is commonly used for testing relationships between 

categorical variables. The null hypothesis of chi square test is that no relationship exists  on 

the categorical  variables in the population, they are independent.     

 

Degree of freedom = (R-1) (C-1) 
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Whereas,  O= Observed frequency 

E= Expected frequency 

R= No. of rows 

C= No. of columns. 

REGRESSION METHOD 

Regression analysis is a statistical technique used to describe relationships among 

variables. The simplest case to examine is one in which a variable Y , referred to as the 

dependent or target variable, may be related to one variable X, called an independent or 

explanatory variable, or simply a regresses. If the relationship between Y and X is believed to 

be linear, then the equation for a line may be appropriate; 

The equation has the form Y=a+bX,  

                   Y- is the dependent variable  

                   X -is the independent variable  

                    b -is the slope of the line and  

                    a -is the y -intercept. 

ANOVA ANALYSIS:  

Analysis of Variance (ANOVA) is a hypothesis-testing technique used to test the 

equality of two or more population (or treatment) means by examining the variances of 

samples that are taken. ANOVA allows one to determine whether the differences between the 

samples are simply due to random error (sampling errors) or whether there are systematic 

treatment effects that cause the mean in one group to differ from the mean in another.  

 RANKING ANALYSIS: 

The weighted average ranking score analysis is the technique used to find the ranking 
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of the factors. The ranks given to each factor will be assigned weights and the total score is 

computed with the formula. 

Weighted average=E f(x)/N 

               f(x)=weight for each factors 

                 N=no of the respondents    

 

CHAPTER – IV 

DATA ANALYSIS AND INTERPRETATION 

 

The data after collection has to be processed and analyzed. This is essential for a 

scientific study and for ensuring that we have all relevant data for making contemplated 

comparisons and analysis processing implies editing, coding, classification and tabulation of 

collected data. 

4.1 ANALYSIS AND INTERPRETATION USING CHI SQUARE 

MARITALSTATUS OF THE RESPONDENTS AND MOST WHILE PURCHASING 

RESPONDENTS 

Aim: To test the significance relationship between marital status of the respondents and most 

while purchasing respondents. 

Null hypothesis H0: There is no significance relationship between marital status of the 

respondents and most while purchasing respondents. 

Alternate hypothesis H1: There is significance relationship between marital status of the 

respondents and most while purchasing respondents. 

TABLE NO: 4.1.1.CHI-SQUARE TESTS 
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 Value Df 
Asymp. Sig. (2-

Sided) 

Pearson Chi-Square 9.383a 5 .095 

Likelihood Ratio 10.428 5 .064 

Linear-by-Linear Association 5.040 1 .025 

N of Valid Cases 200   

3 cells (25.0%) have expected count less than 5. The minimum expected count is 4.02. 

INTERPRETATION: 

 There is relation between the marital status of the respondents and most while 

purchasing of the respondent. The significant value is .095 therefore the null hypothesis (H1) 

is accepted and rejected (H0). 

GENDER OF THE RESPONDENTS AND COME TO KNOW SUZUKI 

RESPONDENTS 

Aim: To test the significance relationship between gender of the respondents and come to 

know Suzuki respondents. 

Null hypothesis H0: There is no significance relationship between gender of the respondents 

and come to know Suzuki respondents. 

Alternate hypothesis H1: There is significance relationship between gender of the 

respondents and come to know Suzuki respondents. 

TABLE NO: 4.1.2.CHI-SQUARE TESTS 
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 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 5.293a 4 .259 

Likelihood Ratio 5.145 4 .273 

Linear-by-Linear Association .667 1 .414 

N of Valid Cases 200   

a. 2 cells (20.0%) have expected count less than 5. The minimum expected count is 2.03. 

INTERPRETATION: 

 There is relation between the gender of the respondents and comes to know Suzuki 

respondents. The significant value is .259 therefore the null hypothesis (H1) is accepted and 

rejected (H0). 

AGE OF THE RESPONDENTS AND FACTOR CONSIDER WHILE BUYING 

RESPONDENTS 

Aim: To test the significance relationship between age of the respondents and factor consider 

while buying respondents. 

Null hypothesis H0: There is no significance relationship between age of the respondents 

and factor consider while buying respondents. 

Alternate hypothesis H1: There is significance relationship between age of the respondents 

and factor consider while buying respondents. 

TABLE NO: 4.1.3.CHI-SQUARE TESTS 

http://www.ijrream.in/


www.ijrream.in                                            Impact Factor: 2.9463 

INTERNATIONAL JOURNAL OF RESEARCH REVIEW IN 

ENGINEERING AND MANAGEMENT (IJRREM) 

Tamilnadu-636121, India 

Indexed by 

 

 
Scribd impact Factor: 4.7317, Academia Impact Factor: 1.1610 

ISSN NO (online) : Application No : 19702   RNI –Application  No 2017103794 

 

International Journal of Research Review in Engineering and Management 

(IJRREM),Volume -3,Issue -6,June-2019,Page No:69-102-,Impact Factor:2.9463, Scribd 

Impact Factor :4.7317, academia Impact Factor : 1.1610 Page 88 

 

 

Value Df 

Asymp. Sig. (2-

Sided) 

Pearson Chi-Square 8.756a 16 .923 

Likelihood Ratio 9.723 16 .881 

Linear-by-Linear Association .091 1 .763 

N of Valid Cases 200   

a. 7 cells (28.0%) have expected count less than 5. The minimum expected count is .84. 

INTERPRETATION: 

 There is no relation between the age of the respondents and factor consider while 

buying respondents. The significant value is .923 therefore the null hypothesis is accepted 

(H0) and rejected (H1). 

4.2ANALYSIS AND INTERPRETATION USING REGRESSION 

GENDER & AGE & OCCUPATION OF THE RESPONDENTS AND RATE OF THE 

QUALITY OF SERVICE RESPONDENTS 

TABLE NO: 4.2.1.ANOVA 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 1.723 3 .574 .673 .570a 

Residual 167.232 196 .853   

Total 168.955 199    
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a. Predictors: (Constant), Occupation of the respondents, gender of the  respondents, age 

of Tt6he respondents 

b. Dependent Variable: rate the quality of service respondents   

COEFFICIENTS 

Model 

Un standardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 2.360 .298  7.933 .000 

gender of the 

respondents 
-.095 .189 -.036 -.503 .615 

age of the respondents -.047 .046 -.076 -1.021 .308 

Occupation of the 

respondents 
.057 .051 .083 1.131 .259 

Dependent Variable: rate the quality of service respondents 

INTERPRETATION:  

 It is stated from above that the occupation and rate of the quality service respondents 

has a positive relationship. The gender and age has a negative relationship. In this negative 

relation especially the gender has the highest negative value. So there is no relationship 

between the gender and rate of the quality service. The second highest negative value is age. 

So there is no relationship between the age and rate of the service quality. 
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The equation is Y=2.360-.095X1-.047X2+.057X3. 

QUALIFICATION & INCOME & AGE OF THE RESPONDENTS AND LEVEL OF 

SATISFACTION REGARDING SERVICE RESPONDENTS. 

TABLE NO: 4.2.2.ANOVA 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 5.085 3 1.695 1.770 .154a 

Residual 187.710 196 .958   

Total 192.795 199    

a. Predictors: (Constant), age of the respondents, qualification of the respondents, Income of 

the respondents 

b. Dependent Variable: level of satisfaction regarding service respondents  

COEFFICIENTS 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.769 .234  7.570 .000 

qualification of the 

respondents 
.104 .064 .126 1.625 .106 

Income of the respondents .051 .062 .065 .815 .416 
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age of the respondents -.023 .049 -.035 -.475 .635 

a. Dependent Variable: level of satisfaction regarding service respondents   

INTERPRETATION:    

 It is stated from above that the qualification and income has a positive relationship. In 

this positive relation especially the qualification has the highest position value. So there is 

relationship between the qualification and level of satisfaction regarding service. The second 

highest positive value is income. So there is relationship between the income and level of 

satisfaction regarding service. The age has a negative value. So there is no relationship 

between age and level of satisfaction regarding service. 

 The equation is Y=1.769+.104X1+.051X2-.023X3. 

MARITAL STATUS & QUALIFICATION & INCOME OF THE RESPONDENTS 

AND COMPARING EXPECTATION THE QUALITY OF PRODUCT 

RESPONDENTS. 

TABLE NO: 4.2.3.ANOVA 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 13.789 3 4.596 5.506 .001a 

Residual 163.631 196 .835   

Total 177.420 199    

a. Predictors: (Constant), Income of the respondents, marital status of the 

respondents, qualification of the respondents 
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Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 13.789 3 4.596 5.506 .001a 

Residual 163.631 196 .835   

Total 177.420 199    

a. Predictors: (Constant), Income of the respondents, marital status of the 

respondents, qualification of the respondents 

b. Dependent Variable: comparing expectation the quality of product 

respondents 

COEFFICIENTS 

Model 

Un standardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.844 .261  7.060 .000 

Marital status of the 

respondents 
-.181 .138 -.093 -1.317 .189 

qualification of the 

respondents 
.235 .061 .297 3.883 .000 
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Income of the 

respondents 
-.049 .058 -.066 -.855 .394 

 

INTERPRETATION:   

 It is stated from above that the qualification and comparing expectation the quality of 

product respondents has a positive relationship. The marital status and income has a negative 

relationship. In this negative relation especially the marital status has the highest negative 

value. So there is no relationship between the marital status and comparing expectation the 

quality of product. The second highest negative value is income. So there is no relationship 

between the income and comparing expectation the quality of product. 

 The equation is Y=1.844-.181X1+.235X2-.049X3 

4.3. ANALYSIS AND INTERPRETATION USING ANOVA 

AGE OF THE RESPONDENTS AND RATE BODY STYLE, DESIGN, LOOK OF 

SUZUKI RESPONDENTS 

Aim: To test the significance relationship between age of the respondents and rate body style, 

design and look of Suzuki bikes of the respondents. 

Null hypothesis H0:  There is no significance relationship between age of the respondents 

and rate body style, design and look of Suzuki bikes of the respondents. 

Alternate hypothesis H1: There is significance relationship between age the respondents 

and rate body style, design and look of Suzuki bikes of the respondents. 

TABLE NO: 4.3.1.ANOVA 
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 Sum of Squares Df Mean Square F Sig. 

Between Groups 2.247 4 .562 .650 .628 

Within Groups 168.548 195 .864   

Total 170.795 199    

INTERPRETATION: 

 There is no relation between the age of the respondents and rate of body style, design, 

look of Suzuki bikes respondents. The significant value is .628 therefore the null hypothesis 

(H0) is accepted and rejected (H1). 

QUALIFICATION OF THE RESPONDENTS AND FEATURE ATTRACTION ON 

SUZUKI RESPONDENTS 

Aim: To test the significance relationship between qualification of the respondents and 

feature attraction on Suzuki respondents. 

Null hypothesis H0:  There is no significance relationship between qualification of the 

respondents and feature attraction on Suzuki respondents. 

Alternate hypothesis H1: There is significance relationship between qualification the 

respondents and feature attraction on Suzuki respondents. 

TABLE NO: 4.3.2.ANOVA 

 Sum of Squares Df Mean Square F Sig. 

Between Groups 18.954 4 4.738 3.175 .015 
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Within Groups 291.026 195 1.492   

Total 309.980 199    

 

INTERPRETATION: 

 There is relation between the qualification of the respondents and feature attraction on 

Suzuki respondents. The significant value is .015 therefore the null hypothesis (H1) is 

accepted and rejected (H0). 

OCCUPATION OF THE RESPONDENTS AND FEEL RIDING SUZUKI BIKES 

RESPONDENTS 

Aim: To test the significance relationship between occupation of the respondents and feel 

riding Suzuki bike respondents. 

Null hypothesis H0:  There is no significance relationship between occupation of the 

respondents and feel riding Suzuki bike respondents. 

Alternate hypothesis H1: There is significance relationship between occupation of the 

respondents and feel riding Suzuki bike respondents. 

TABLE NO: 4.3.3,ANOVA 

 Sum of Squares Df Mean Square F Sig. 

Between Groups 2.777 4 .694 .835 .504 

Within Groups 162.098 195 .831   

Total 164.875 199    
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INTERPRETATION: 

 There is no relation between the occupation of the respondents and feel riding Suzuki 

bike respondents. The significant value is .504 therefore the null hypothesis is accepted (H0) 

and rejected (H1). 

4.4 ANALYSIS AND INTERPRETATION USING WEIGHTED AVERAGE 

TABLE NO: 4.4.1,IMPORTANCE FACTORS PURCHASING A BIKE 

 

FACTORS 
Very 

Important 
Important Normal 

Least 

Important 
None TOTAL RANK 

Price 685 188 48 0 0 4.605 1 

Quality 510 340 36 0 1 4.435 2 

Engine 

Capacity 
495 236 123 2 0 4.28 4 

Comfortable 400 272 114 22 3 4.055 5 

Mileage 620 176 57 10 8 4.355 3 

Performance / 

Style 
355 292 96 26 11 3.9 7 

Service 465 216 96 22 10 4.045 6 

Source: Primary Data 

INTERPRETATION:  

 From the above table reveals that, the respondents has given weighted as level of 
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factors for  “Price” is “4.605” and ranked it as first, for “Quality” is “4.435” and ranked it as 

second, for “Mileage” is “4.355” and ranked it as third, for “Engine Capacity” is 4.28 and 

ranked it as fourth, for “Comfortable” is “4.055” and ranked it as fifth, for “Service” is 

“4.045” and ranked it as Sixth, for “Performance / Style” is 3.9 and ranked it as Seventh. 

TABLE NO: 4.4.2,OVERALL RATING ON SUZUKI BIKE 

FACTORS 1 2 3 4 5 TOTAL RANK 

Price 180 216 105 72 39 3.06 3 

Appearance 115 160 147 106 35 2.815 5 

Quality 315 148 165 56 17 3.505 1 

Performance 253 168 66 104 37 3.14 2 

Service 155 104 120 62 72 2.565 4 

Source: Primary Data 

INTERPRETATION:  

 From the above table reveals that, the respondents has given weighted as level of 

factors for  “Quality” is “3.505” and ranked it as first, for “performance” is “3.14” and 

ranked it as second, for “Price” is “3.06” and ranked it as third, for “Service” is “2.565” and 

ranked it as fourth, for “Appearance” is “2.815” and ranked it as fifth. 

CHAPTER – V 

5.1 FINDINGS 

CORRELATION: 

 It is evaluating from that, the Pearson correlation value is .192 so there is positive 
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relationship between age of the respondents and expect mileage of vehicle 

respondents. 

 It is clear that, the Pearson correlation value is .037 so there is positive relationship 

between gender of the respondents and technical features preference respondents. 

 It is inferred that, the Pearson correlation value is -.050 so there is negative 

relationship between incomes of the respondents and feel price charged Suzuki bike 

respondents. 

CHI - SQUARE: 

 The study reveals that, there is relation between the marital status of the respondents 

and most while purchasing of the respondent. The significant value is .095 therefore 

the null hypothesis (h1) is accepted and rejected (h0). 

 It is found that, there is relation between the gender of the respondents and comes to 

know Suzuki respondents. The significant value is .259 therefore the null hypothesis 

(h1) is accepted and rejected (h0). 

 The analysis shows that, there is no relation between the age of the respondents and 

factor consider while buying respondents. The significant value is .923 therefore the 

null hypothesis is accepted (h0) and rejected (h1). 

REGRESSION: 

 It is stated from above that, the occupation and rate of the quality service respondents 

has a positive relationship. 

 It is found that, the qualification and income has a positive relationship to level of 

satisfaction regarding service. In this positive relation especially the qualification has 

the highest position value. 
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 It is noted that, the qualification and comparing expectation the quality of product 

respondents has a positive relationship. 

ANOVA: 

  It is observed that, there is no relation between the age of the respondents and rate of 

body style, design, look of Suzuki bikes respondents. The significant value is .628 

therefore the null hypothesis (h0) is accepted and rejected (h1). 

 The study shows that, there is relation between the qualification of the respondents 

and feature attraction on Suzuki respondents. The significant value is .015 therefore 

the null hypothesis (h1) is accepted and rejected (h0). 

 It is noted that, there is no relation between the occupation of the respondents and feel 

riding Suzuki bike respondents. The significant value is .504 therefore the null 

hypothesis is accepted (h0) and rejected. 

RANKING ANALYSIS: 

 From the above study reveals that, importance factors of purchasing a bike 

respondents has given weighted as level of factors for  “ Price” is “4.605” and ranked 

it as first, for “Quality” is “4.435” and ranked it as second, for “Mileage” is “4.355” 

and ranked it as third, for “Engine Capacity” is 4.28 and ranked it as fourth, for 

“Comfortable” is “4.055” and ranked it as fifth, for “Service” is “4.045” and ranked 

it as Sixth, for “Performance / Style” is 3.9 and ranked it as Seventh. 

 From the above study shows that, overall rating Suzuki bike respondents has given 

weighted as level of factors for “Quality” is “3.505” and ranked it as first, for 

“performance” is “3.14” and ranked it as second, for “Price” is “3.06” and ranked it 

as third, for “Service” is “2.565” and ranked it as fourth, for “Appearance” is 
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“2.815” and ranked it as fifth. 

5.2 SUGGESTIONS 

 The company can improve performance and style so the company can retain the 

existing customers and satisfy new customers. 

 The customers feel about the breaking system, features and storage space of Suzuki 

are not up to their level of satisfaction, so the company may take adequate steps to 

improve their feature of the bikes.  

 Most of the customer not satisfied the appearance of the company so they could 

develop their appearance.  

 The company may provide attractive offers to the customers to survive in the 

competitive market and attractiveness to build long run relationship with the 

customers 

 Customers feel that not have wide ranges of models availability so further may to 

provide more models and design. 

5.3 CONCLUSION 

 Automobile market today is very dynamic &competitive with a range of players and 

products. There are many reasons for the impressive growth of the Indian passenger two 

wheeler industries. Some of these are easy availability of vehicle finance, attractive rate of 

interest and convenient installments. In today’s cut, throat competition it is very difficult to 

survive. Competition has forced manufactures to be innovation and responsive to customer 

demands and needs. Suzuki is a leading company in Indian Automobiles sector which 

occupies prominent place due to its innovative strategic marketing, promotional, brand 

positioning, and advertising strategies. In today’s scenario the success of company lies in 
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structuring and restructuring the marketing strategies and continuous innovation of product 

and services. The Suzuki has a huge market and has left on stone unturned to satisfy the 

customers. It has models in every segment of the automobile market. Suzuki stands for value 

as much as it stands for performance. In spite of rising input costs, the company tries their 

best to keep prices down. Their running costs and resale values are unbeatable too 

competitive strategy of this company facilitated healthy profit and customer satisfaction and 

its recognition as a company which stands for environmental concerns.  
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