
A STUDY ON PROMOTIONAL STRATEGY WITH SPECIAL 
REFERENCE TO HERO TWO WHEELER IN TRICHIRUPPALLI TOWN 

 
Dr.M.Pitchaimani 1        K.Vadivukarasi 2 
 
 

Abstract 
The execution of promotional strategy, looked by the decision of bike brands to accomplish promotional goals, need 
a formal structure for choosing which to utilize and which not, and how much load to provide for every one picked. 
A general limitation on decision will obviously be forced by the funds appropriated for the reason, the subject of the 
area, and an impact unavoidably applied by the business wide patterns announced in the one preceding. The 
investigation was directed utilizing evidence gathered from Hero MotoCorp and KRT Motors customer want to buy 
a new two wheeler. Based on the assessment of the respondents the researcher proposes best promotional strategies 
which help to support deal. 
Keywords: Promotional Strategy, Promotional goal, customer. 
Introduction 
Promotion is the piece of showcasing where you publicize and advertise your item, otherwise 
called a promotional strategy. So as to persuade them to purchase your item, you have to clarify 
what it is, the way to utilize it, and why they should purchase. The trap in advancing is giving 
consumers a chance to feel that their necessities can be fulfilled by what you are moving.  
A viable promotional exertion contains a reasonable message that is focused to a specific 
gathering of people and is done through suitable channels. The objective customers are 
individuals who will use, just as impact or choose the buy of the item. Recognizing these 
individuals is an essential piece of your statistical surveying. The promoting picture that you're 
endeavoring to extend must match the ad's message. It should get your objective customers' 
consideration and either persuade them to purchase or possibly express their assessment about 
the item. The promotional strategy you pick so as to pass on your message to the objective 
customers may presumably include more than one showcasing channels. 
The idea is to promote your brand and put your logo and name in front of the public rather than 
make money through a hard-sell campaign. People like to win prizes. Sponsoring contests can 
bring attention to your product without company overness. 
Review of literature    
Aker (2009) In this regard, states that Marketing Strategy includes different operations such as 
positioning, pricing, distribution and global strategies, that their success rate need Sustainable 
competitive advantage and their development need to a proper understanding of the target market 
and its requirements 
Subramanian, (2010) in a study, investigate the relationship between market orientation and 
Business Performance in the hundred and fifty-nine hospitals the intensive care as studied in the 
United States; after testing the hypothesis the results of research represents a positive 
relationship between market orientation and business performance in this hospital. 
In the banking system customers are the central axis and in fact, all actions are done to seek 
satisfaction and attract their attention (Zanjirchi et al., 2013). 
Banks have a decisive role in economic and social development of the country and one of the 
basic ways that can be the distinction factor of the competitors in the financial and service firms 
is quality of service (TaghiHeydari, 2015) 
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Statement of the Problem 
The two wheeler usages around the Trichy are facing dramatic increase in their conscriptions. 
The increase will not directly affect the sale the competition affect the quantity of sales of 
particular brand, but will also have an effect on the rapidly expanding showrooms. The is need to 
find better ways to market their products in order to successfully implementation of promotional 
strategy. The study was to identify the promotional strategies currently being used by showroom 
around the United States. The researcher sought to determine whether the activities being used 
have been effective in attracting more customers to their place. 
Objectives of the Study  
 To identify the promotional strategies utilized by hero showrooms in Trichy.  
 To analyze the adequacy of the promotional marketing strategies being used. 
 To offer recommendations increment the business volume. 

Research Methodology 
Research design selected here is descriptive research, which is concerned with describing the 
characteristics of a particular individual or of a group.  It includes surveys and fact-findings 
inquiries of different kinds.  The major purpose of descriptive research is description of the state 
of affairs, as it exists at present.  The descriptive study is typically concerned with determining 
frequency with which something occurs or how two variables very together.The sample design 
of the project report is simple random sampling. The sampling design the taken for the study is 
probability sampling. The sample size is120 was chosen for the study. 
 

Table – 1 Reliability and validity of data 
Cronbach's AlphaN of Items 
.749 7 

Source: Output generated from SPSS 21 
 
As the Cronbach’s alpha of one parameters (Promotional Strategy) reveal 0.749 alpha. So, it is 
confirmed that the data are highly reliable and valid for analysis. The above table shows that, the 
Cronbach’s alpha value of promotional strategy for two wheelers. 
4.5.1MEAN AND STANDARD DEVIATION FOR FINANCIAL PROBLEMS FACED BY 
WOMEN ENTREPRENEURS 

Table – 2Mean and standard deviation for promotional strategy 
 
 N Mean Std. Deviation 
Sales Representative 120 4.1417 .75921 
Advertisement 120 4.1417 .79172 
Special offer 120 4.1250 .55855 
Brand related offer 
 

120 4.0667 .85733 

 
                    After sales service 
 

       120 4.3500 .71772 

Availability  120 3.2583 .84511 
Features of two wheeler 120 4.1333 .86901 
Valid N (listwise) 120   
Source: Output generated from SPSS 21 
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In respect of the promotional strategy, the mean values seem to be more volatility. The 
maximum value of mean is 4.35 (forAfter sales Service) and the minimum value of mean is 
3.2583 (forAvailability). The maximum value of SD is 0.86901 (forfeatures of two wheeler) and 
the minimum value of SD is .55855 (for special offer). 
 
Chi-square test for marital status of customers and promotional strategy. 
Null hypothesis: H0- There is no significant association between marital status of customers and 
promotional strategy. 
Alternate hypothesis: H1- There is significant association marital status of customers and 
promotional strategy. 
 

Table – 3Chi-square test for marital status of customers and promotional Strategy 

Factor Value Df 
Asymp. Sig. 
(2-sided) 

Sales Representative 1.431a 2 .489 

Advertisement 4.951a 3 .175 

Special offer .453a 2 .797 

Brand related offer 1.732a 3 .630 

After sales Service 9.028a 2 .011* 

Availability  11.745a 4 .019* 

Features of two wheeler 5.371a 3 .147 

 
All the cases of the values of the promotional strategy (Except after sales services and 
availability), the significant values are greater than 0.05. So, the Null hypothesis is accepted. 
Hence, There is no significant association between marital status of customers and promotional 
strategy. 
 
FRIEDMAN RANK TEST FOR SIGNIFICANT DIFFERENCE BETWEEN MEAN 
RANKS TOWARDS PROMOTIONAL STRATEGY. 
Null Hypothesis: There is no significant difference between mean ranks towards promotional 
strategy.  
Alternative Hypothesis: There is significant difference between mean ranks towards 
promotional strategy. 
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Table – 4 Friedman test for significant difference between mean ranks mean ranks towards 

promotional strategy. 

Factor Mean Rank N 
Chi-
Square 
value 

Degrees 
of 
freedom 

Asymp. 
Significant 

Sales Representative 4.23 

120 155.015 6 .000 

Advertisement 4.26 
Special offer 4.17 
Brand related offer 4.18 
After sales Service 4.84 
Availability 2.15 
Features of two wheeler 4.18 
Source: Output generated from SPSS 21 
 
From the above table, it is found out that all the variables related to the promotional strategy had 
significant values are lesser than 0.05 at 1 per cent level of significance, thus the null hypothesis 
is rejected. Thus, it is concluded that,There is significant difference between mean ranks towards 
promotional strategy.Out of the seven promotional strategy variables, the “after sales service” 
has the highest rank (4.84). So, that the main promotional strategy is after sales services.  
 
Findings 
 The maximum of mean value is 4.35 for after sales Service & the minimum of mean 

value is 3.2583 for Availability.  
 The maximum value of SD is 0.86901 (for features of two wheeler) and the minimum 

value of SD is .55855 (for special offer). 
 It is found from Chi-square test there is no significant association between marital status 

of customers and promotional strategy(except after sales service &availability). 
 It is found from friedman test out of the seven promotional strategy variables, the “after 

sales service” has the highest rank (4.84).  
 
Suggestions 
 To increment the viability of promotional strategy the accompanying prescribed provide 
for the showrooms to better practices.  
 For all models with difference colors should constantly ready for the conveyance of 

vehicles order.  
 Timely after sales services as to be enhance and documentation handling time for 

services as to limit.  
 After service test ride as to fundamental and approval the obscure issue to the vehicles 

 
Conclusion: 
A promotional strategy is something that always advances, adjusting to changing economic 
situations. Inside Enterprise, the results from its a wide range of sorts of business are always 
checked on and assessed. Decisions are then encouraged into the basic leadership process. This 
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empowered new methodologies to be created to enhance advancement. In any case, while 
techniques change, one part of the business has stayed set up. This is a proceeded with spotlight 
on large amounts of client service. This strategy has empowered Enterprise to appreciate 
proceeded with development for more years and the possibility of further development later on. 
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