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ABSTRACT
i e o e e G e e P T e e S e A T
Adopting the customer viewpoint 15 the essence (7 sUccess In today s businoss
world. because of the continuous and rapid changing environment and dramatic
innovation in the information technology
The purpose of this research study 1s to dentity the factors influencing on
consumer buying behaviour on brands with special reference to Baja) and Hern
Honda in Manmunai-Narth, Batticaloa Distnict The marketers survival depends
on the behaviour of consumers towards particulzr brand. Therefore the study
intended to carry out research in this area
Bajaj and Hero Honda are the best competitors 1mong the number motorcycie
marketers in this research area. Consumer by hahawiour among these user
tend to deviate based on importance and influences of factors they are being
considered Here the consumer buying behaviceur 15 analyzed based on ihe
conceptualization framework given by Kotler (2001), Hence consumer buying
behaviour variables mclude marketing rmix. puver s characienstics and. othor
stimuli. Oul of these vanables, only marketing mix and buyer's charactanshee
have taken to study the consumer buying hehaviour regarding the two typas of
motorcycles
Furtker 200 C{Llﬂstﬁﬁn;‘;r&‘% were issued and admiristrated in all 48 GN dvisians
All the collected data were analyzed and presenied through SRS package fon
convenience and reliability The results indicated that the Bajay matarcycle is the
market leader and the best competitor cmn"{pﬁfrﬂ:c te I-ierm I-1Dr1u._=.fhm'-.ﬂrc~,,*s‘.ln
Though the Baja) is the market leader, a lage number of congumers opt 1o
choose Hero Honda as well Here the marketing o i“',ﬂ-“’“*' |r)}“|iin reason far such
differences and deviations between these two consumers in which more than
sixty percent of people have selected Bajay and the rest was for Hero Honaa
This research gives better understanding of the factors which led lo such
deviation between Baja) and Hero Honda
In addition to the above, the study ofiers suggestions to the marketers of Baia

LN
arid Hero Honda for ther fulure sumvival and sucoe
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