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ABSTRACT

Adoptime the customer viewpoint is the essemce of success i today’s business world.
becanse of the continnous and repid changing environment and dramatic inmovation in
tthe infemration tectmalegy.

The purpose of this research study is to identify the factors mfluencing on consumer
Buying belaviour on brands with special reference 1o TVS and Hero Eonda in Matale
Districl. The marketers’ survival depends o the bshavieur of consumers: fowards
particullar beand. Therefors, the smdy imtended to carry eun research i this arsa.

TVS amd Heso Hondla are the best competiiors among the nummber ene motoncycle
marketers n this research area. Consumer bayving behaviour among these users temds
to devizte based on importance and imfluences: of factors they are being considered.
Here. the consemer buying behaviour was analyzed bassd oo the comceptnalization
fremeworls siven.by Eatler (2000). Henc: consmmer buying beherviour variables
inclinde marketimg mix. Only merketing mix has been talien to study the comsumer
buying behavicur regerding the twin types of motorcycles.

3
Furtker. 100 questiormaires were issued and admimistrated in 2]l 45 GN dvisions. The
mmh&mdmﬁadﬁﬂiaﬂﬁhrﬂt‘?ﬂmdwmk mt[nﬁmhatlmdﬂramimgbﬂ
compentor c:ﬂmgamd tio Hers Hendz motoncycle. _

|

Thowgh the TVS were tlhe market leader, a large oumber of comsumers option tio
s Tt st i will, Flere e iarketings i wwits e mi: r2asin Gov such
differences mnd deviations between these two comswmers i which mare than sixiy
percent of paople have selected Hero Hoada and the rest was for TVS.

This sesezrch pives better understanding of the faetors, which led 1o such desiation
Between TVS and Here Honda, In addition 1o the above, the study offers supgestions
tto the markesers of TVS and Hero Homdla for thewr fisture survival amd sucosss.
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