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ABSTRACT

The result shows that there are 5 factors which influenced the consumer buying behaviour of two-wheeler owners of 

Delhi-NCR. Further some very important issues came out like post purchase satisfaction depends upon maintenance 

cost, fuel consumption or parts availability which forces the young consumers to switch from one brand or variants to 

others

Though the sales of motorised two-wheeler are growing all the corners of the country, there are safety risks and galloping 

fuel price burden. New generation is demanding for sport bike for its speed. Increased road networks also added fuels for 

the customers to purchase two-wheelers. This study tried to identify factors which are mostly influenced the two-wheeler 

purchaser to fix-up their mind set before purchase a two-wheeler. 

In this empirical study, 170 customers from Delhi-NCR, who are owning a two-wheeler, were studied through a self-

designed structured questionnaire. Exploratory Factor Analysis was conducted.

The Indian two-wheeler industry since its beginning, has evolved many folds in technology and, in the numbers being 

manufactured and produced. It has seen tremendous growth in about half a century, in comparison to other countries 

where two-wheelers are a major component of transportation. The inception of the industry dates to 1955, when the first 

‘350 cc Bullet’ bikes were commissioned by the Indian army. The rough terrains and harsh conditions with narrow 

passage-ways needed strong motorcycles for the Western and Northernmost regions of India. These bikes were 

manufactured by the ‘Royal Enfield’ company of the United Kingdom and assembled in Chennai. The three segments of 

motorized two-wheelers are Motorcycles, Scooters and Mopeds. As an overview, the increase in sales volume of this 

industry is proof of its high growth. In 1971, sales were around 0.1 million units per annum. But by 1998, this figure had 

risen to 3 million units per annum and in 2020 the figure touched 11 million units per annum. Similarly, capacities of 

production have also increased from about 0.2 million units of annual capacity in the seventies to more than 14 million 

units as on date. There are varieties of choices of brands, variants and products ranges. 

Keywords: Two-wheeler, Bike, Consumer Buying Behaviour, Customer Satisfaction, , Exploratory Factor 

Analysis (EFA).

INTRODUCTION

Two-wheelers are one of the most versatile forms of 

transportation. The adaptive ability of a motorized two-

wheeler can be characterized by its usage. Its use could 

vary from being used just for commute from point A to 

Point B. Quickly transport small packages of goods 

through the cramped bazaar streets. A fast ride to catch 

the school/college bus, or even a brief trip to purchase 

vegetables. The sheer pleasure of riding a motorbike with 
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In India, the three top reasons for ownership of a two-

wheeler are: i) low cost of ownership and maintenance; 

ii) compact size and  iii) ease of learning and use Under 

the provisions of the Motor Vehicle Act, 1988, the 

eligibility for a Learners’ License for a motor vehicle of 

50 cc of engine capacity without gear is 16 years, and 

Permanent License is 18 years and above. In India, one 

the wind blowing on your face, while on a pleasure ride is 

one of the most compelling reason to own a two-wheeler.

Until 1958, API and Enfield were the only producers of 

two-wheelers in India. The condition of motorcycle 

manufacturers was no different. Until the mid-80's, there 

were only three major motorcycle manufacturers in India 

namely Rajdoot, Escorts, and Enfield. The two-wheeler 

market was opened to foreign manufacturers in the mid 

80's. The industry, which had seen a smooth ride before, 

faced fierce foreign competition. The two-wheeler 

market of India has increased its sales volume of 0.1 

million units per annum in 1971 to more than 4 million 

units per annum. Currently, the motorcycle market is 

witnessing a demand for higher volume engines. 

Previously, the 100 c bikes were very popular owning to 

the high fuel efficiency offered. However, the market is 

maturing fast. Sensing this movement, Bajaj has 

introduced the Bajaj Pulsar, with 150, 180 and 200 cc 

engines with Dual Twin Spark Ignition (DTSi) 

technology. 

can witness commuters across all age groups using 

motorized two-wheelers. Owing to the growing 

population and ever-increasing traffic congestion in the 

urban cities, two-wheelers are the most popular and 

convenient choice for transport. The two-wheeler 

industry in India has grown rapidly in the country since 

the announcement of the process of liberalization in 1991 

by the then finance minister Dr. Manmohan Singh. 

Previously, there were only a handful of two-wheeler 

models available in the country. Currently, India is the 

second largest producer of two-wheelers in the world. It 

stands next only to China and Japan in terms of the 

number of two-wheelers produced and the sales of two-

wheelers respectively.

There are several options before the buyers starting from 

variants to numerous added features. There are no such 

fixed variables available before the researchers to 

conclude with the variable/s which is/are the most 

effective for choosing a two-wheeler or two-wheeler 

purchase decision. This study, therefore, is an endeavour 

The trend of owning two-wheelers is due to a variety of 

facts peculiar to India. One of the chief factors is poor 

public transport in many parts of India. Additionally, two-

wheelers offer a great deal of convenience and mobility 

for the Indian family.

to find out factors which are most impactful for the 

buyers before taking a decision to purchase a two-

wheeler.

PROBLEM STATEMENT

ii) Is there any variation of these factors by 

demographic variables?

OBJECTIVE OF THE STUDY

iii. To understand the effect of those factors on 

consumers’ buying decision.

i) What are the factors those influence a consumer to 

select a two-wheeler at the time of purchase?

Every consumer took the decision of acquiring, 

consuming or ordering of any goods and services after a 

mental evaluating process. Lower number of choices 

creates little confusion in this psychological process of 

the consumer. But today’s consumers facing the issue of 

‘confusion by overchoice’ and are in a state of dilemma 

about the claims of the product, cutting through 

advertising “clutter” where the message has never been 

more important, as of now. All the farms adopt different 

promotional activities to convince the consumer that 

their product is the best out of the lot. In this dilemmatic 

situation the consumer wants the help of known persons 

or reliable sources, where they can get a guideline from 

experience of the product as well service. The two-

wheeler market of India is expanding in a galloping way 

and is the bird’s eye for all most all two-wheeler’s 

manufacturers of the world. The advertising gimmicks 

are perplexing the minds of the buyers what to do. Further 

there is a chunk of 65 crore Indian youths who are driven 

by the stunting performances of the high speed two 

wheelers.A significant number of women are also 

demanding for wo-wheelers to meet up their out-door 

responsibilities. Hence, considering all these points in 

milieu, this study has been conducted to get answers of 

the questions:

ii. To identify factors, which are of prime impact on 

two wheeler selection criteria before buying .

i. To study the Two-wheeler consumers’ buying 

behaviour at Delhi-NCR.
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On the other, Chavan &Changan (2016) demonstrated 

that there is no critical connection between instructive 

foundation and brand favoured by the respondents in bike 

vehicle. From where to buy vehicle affected by 

instructive foundation. Larger part understudy has liked 

to buy vehicle from show room close to city. Saint and 

Honda brand is increasingly favoured brand among the 

understudies and least is Bajaj. In vehicle inclination, 

mileage and normal components are exceptionally 

SIGNIFICANCE OF THE STUDY

In India, study on Two-wheeler purchase decision is not 

very less. But many of the studies are age old and the 

choices before the buyers are changing day by day. Some 

environmental effect is also there which are changing the 

behaviour of consumers to take decision of brand 

selection before purchase of two-wheelers. This study 

will be helpful for not only policy makers of the country 

but for the manufacturers too. Further this study will give 

a director for the future researchers for their own research 

model set up.

LITERATURE REVIEW

Ratheeand Rathee(2016) studied factor conformance of 

the stunt bikers those who incorporate conformance to 

particulars, proper reaction while taking sharp twists. In 

their examination, they reasoned that the significant 

elements influencing the acquisition of bikes were 

practical viewpoints, functionality, conformanceand 

openness. They also stressed on those basic variables, 

considered over and above these value added variables, 

are nature of the bike which one sees in the wake of 

utilizing it. The factor availability incorporates worthy 

for adjusting at any assistance station and having plastic 

parts are not handily broken. The factor workableness 

incorporates the factors style, sensible extra parts value, 

dependability and sturdiness. The useful viewpoints 

incorporate fulfilling the fundamental needs of a cruiser, 

simple to switch gear, compelling suspension 

framework, simple taking care of in blocked rush hour 

gridlock or clogged streets and long motor life. 

Theresearchers reviewed many studies pertaining to 

Customer Buying Behaviour towards two- wheeler. 

Some of the recent and relevant studies have been 

explained here to understand the concept of this study. 

impacts the understudies though prominence, economic 

wellbeing and brand unwaveringness are profoundly 

affecting for brand inclination among the understudies. 

50000-70000, Reliability and quality are contemplated in 

inclination of brand among the understudies. Likewise 

demonstrated 16 that there is no huge connection 

between instructive foundation and purchasing 

behaviour of understudies yet from where to buy the 

vehicle has noteworthy association with instructive 

foundation. 

Kulandai and John (2015)found that respondents 

communicated high fulfilment with their bikes or 

bicycles. The Indian buyers' image inclination for bike 

depends on mileage, cost, support cost and street 

conditions. Keeping in mind the ever expanding 

"development rate" of populace, winning ways of life and 

cost of vehicles, bike would keep on ruling the car 

business in India. Among the various media that are 

utilized, TV is the best in impacting the shoppers' 

purchasing choices. While settling on a buy choice, 

companions and life partners assume a significant job. 

Publicizing is viewed as incredible medium in the 

advertising of vehicles. 

Mani (2014) studied an extensive number of respondents 

who opined that there is a need to improve the innovation 

of TVS bicycles. A larger part of the respondents felt the 

structure of Hero bicycles ought to be changed in order to 

pull in the clients. The examination presumes that Honda 

Kaushal & Anand (2011) analysed that freedom 

cognizant purchasers appreciate drives the bicycle and 

furthermore feels pleased when they drive the bicycle. 

These purchasers need to get great resale estimation of 

the bicycle. They also showed that accommodation 

cognizant inspiration is most noteworthy when they 

purchase the bicycle. Accommodation cognizant 

purchasers feel that they are extremely helpful to drive on 

harsh streets and furthermore be agreeable to drive in any 

event, for long excursion. The corroborative factor 

investigation results offer solid help for the five -

dimensional structures to purchasing inspirations of 

bicycle. The third huge inspiration of bicycle is freedom 

cognizant, as it is obvious from the name for example 

these purchasers feel that bicycle gives feeling of 

autonomy when they drive. 

Mundu, Trivedi &Kurade (2011) observed that ladies 

additionally offer significance to the solace level that the 

vehicle offers them. Likewise, the mileage and cost are 

considered as significant variables, particularly for the 

populace that has a yearly pay under 40000. Purchasers 

are not very influenced by style and will in general incline 

toward vehicles that offer a mileage more prominent than 

45. Ladies from Pune city look for bikes with a high 

mileage and great taking care of. This study demonstrated 

that Pune has the most noteworthy number of bikes per 

square km in the nation. First time purchasers are 

increasingly influenced by the cost of the vehicle. The 

weight and the stature of a bike are likewise given due 

significance. Ladies will in general base their purchasing 

choice on the simplicity of treatment of the vehicle. 

Respondents preferred to buy Hero Honda bicycle whose 

pay is underneath 5000 pay as identified by Rajput (2007) 

.His investigation showed that 55 respondents purchased 

bicycle through Loan and 45 respondents purchasedtheir 

bicycle with money. The examination further showed 

that 51 respondents are utilizing Hero Honda. In this 

study, 30 respondents offered rank to accessible in show 

rooms and 35 respondents offered rank to after 

assistance. The investigation also revealed that 43 

respondents are offering brilliant to celebration offer and 

41 respondents are given poor position to the 

commemoration offer. The investigation showed that 46 

respondents are father-take a choice to buy bicycle and 42 

respondents are self-take a choice to buy bicycle. 

Reddy (2011) observedthat a greater part of the 

respondents are of the opinion of changing the plan of 

Hero Honda bicycles to draw their clients. His 

examinations showed that there is an overwhelming 

interest for Hero Honda cruisers in the market, so their 

stockpile must be definitely improved to fulfil the need of 

the client. The bicycles as of late presented by Hero 

Honda are generally worried about youth. In this way, 

and Bajaj show most extreme fulfilment while TVS stays 

last. A portion of the respondents felt that the cost of 

Yamaha is high and it ought to be diminished in order to 

pull in more clients. A portion of the respondents had 

recommended improving the mileage of Yamaha and 

Honda Bikes. The bicycles as of late presented by Bajaj 

are for the most part worried about youth. 

they ought to likewise consider moderately aged 

individuals while fabricating. The blend of these 

components helps the purchaser in dynamic further 

psychological elements that as individual shopper needs, 

inspirations, recognitions mentalities, the learning 

procedure character qualities are the similitudes, which 

work over the various kinds of individuals and impact 

their conduct. 

Shinde and Khamker (2014) examined brand as a factor 

to impact the purchasing choice. Cost factor additionally 

assumed significant job in their purchasing choice the 

same number of them were having constrained spending 

plan for their bicycle. In his examination shows that a 

large portion of the youthful people favour bicycle that is 

Shanthi&Murugan (2011) identified the target groups 

and frame a strategic planning for the two-wheeler 

industry to satisfy the needs of these target groups. Bike 

manufacturers design the products as per the Indian 

women consumer and according to Indian roads. It can be 

concluded that study of behavioural changes of women 

consumers is necessary in marketing women two 

wheelers. The Indian two-wheeler industry has shown a 

rapid rate of growth in last one decade. In In their study 

provides a framework that studies the relationship 

between the growth of two-wheeler industry on 

behavioural changes of women consumers. This study 

shows the behavioural changes of women towards the 

two wheelers. This woman two-wheeler segment is 

dominated by Japanese manufacturers. 

Malar Mathi, Krishna and Saraswathi(2013) revealedthat 

maximum share of the clients trust Hero item without 

question. To keep great connection between the client and 

friends, the organization at present gazed client 

connection office. The Company may lead numerous 

melas, street source and shows close to corporate 

Companies to make mass mindfulness close to the 

grounds. The Company may present the new vehicle 

extraordinarily intended for women heading to Increase 

the potential customers. The organization can take 

exceptional consideration to build the piece of the overall 

industry of Karizma and energy Plus. To expand the 

mindfulness between companions, family 19 members of 

the client, the organization may Conduct client meet 

regularly to gather client referrals to build leads. 
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Malar Mathi, Krishna and Saraswathi(2013) revealedthat 

maximum share of the clients trust Hero item without 

question. To keep great connection between the client and 

friends, the organization at present gazed client 

connection office. The Company may lead numerous 

melas, street source and shows close to corporate 

Companies to make mass mindfulness close to the 

grounds. The Company may present the new vehicle 

extraordinarily intended for women heading to Increase 

the potential customers. The organization can take 

exceptional consideration to build the piece of the overall 

industry of Karizma and energy Plus. To expand the 

mindfulness between companions, family 19 members of 

the client, the organization may Conduct client meet 

regularly to gather client referrals to build leads. 



Tripathy (2016) throwed light that maximum share of the 

respondents felt the structure of Hero bicycles ought to be 

changed in order to draw in the clients. A portion of the 

respondents felt that the cost of Yamaha is high and it 

ought to be diminished in order to draw in more clients. A 

portion of the respondents had recommended improving 

the mileage of Yamaha and Honda Bikes. An extensive 

number of respondents opined that there is a need to 

improve the innovation of TVS bicycles. The bicycles as 

of late presented by Bajaj are for the most part worried 

about youth. In his investigations demonstrated that there 

is an appeal for Honda bikes in the market, so their 

inventory must be radically improved in order to fulfil the 

need of the client. 

Tripathy& Mani (2014) investigated that BAJAJ, HERO 

and HONDA bicycles proprietors are more fulfilled in 

mileage than YAMAHA and TVS. BAJAJ, HONDA 

AND YAMAHA bicycles proprietors are happier with 

power than Hero and TVS. Legend, BAJAJ and Honda 

bicycle proprietors are progressively happy with After 

Sales Service. YAMAHA and HONDA BIKES 

Sunil (2017) studied the most resolvable issues bringing 

about client's disappointment were seen as security, 

innovation, nonappearance of stylish look, power, brand 

picture, wellbeing perspective, sparkle plug if there 

s h o u l d  b e  a n  o c c u r r e n c e  o f  c o n c e r n e d  

brand/organization. Larger part of the examination 

demonstrated that purchasers are happy with their 

concerned image/organization aside from with certain 

issues looked by them somewhat with value, security 

perspective, control and exorbitant extra parts and so on. 

Finished up from the investigation that customers are 

pulled in towards the acquisition of cruisers because of 

current viewpoint spoke to through bikes and progressed 

from the previous bikes for example bicycles. 

tastefully engaging and financially savvy. The vast 

majority of youthful group needs the bicycle which looks 

sportier, having not too bad mileage and which is 

accessible at better than average cost. Simultaneously the 

individuals who incline toward equipped bicycles, have 

significantly two reasons, fundamentally better control 

and better style, while the individuals who favoured non 

outfitted bicycles were of the feeling that it is anything 

but difficult to ride non outfitted bicycles. 
Yuvarajuand Rao(2014) investigated significant 

knowledge on the understudies' bike clients. The 

outcome showed that the Factors affecting the 

understudies purchasing conduct of bikes in Tirupur. 

Their bike buys are driven by various factors, for 

example, after deals and administration, Price and new 

models, and so forth. It was discovered that areas have 

solid impact on Better look &style, Good mileage, 

Pickup and speed, Easy upkeep, after deals 

administration, Price and new models of understudies 

purchasing practices. When settling on a bike buy choice, 

the individual elements and item attributes are significant 

for understudies' buyers in Tirupur. In particular, 

fulfilment from the result of today will make a positive 

trust in future.

DATA  CLEANING  AND  DATA  SCREENING

All these above said studies gave a direction about 

different types of choices by different group of bike / two-

wheeler purchasers due to different types of need and 

desire. Different demographic profile reflected their need 

which are also governed by political, social , 

environmental or economic factors. Further, the 

behavioural factor plays the paramount role to finally 

select a bike / two wheeler to purchase.

Data cleaning is one of the important requirement to run 

statistical tests because the data collected from primary 

sources have errors and inconsistencies. Incomplete, 

inaccurate or irrelevant data is identified statistically and 

deleted. The researcher here has conducted the data 

cleaning and data screening and deleted unengaged 

responses (13 data set out of 183 collected i.e., 7.2% of 

total data collected). Kurtosis and skewness values 

showed non-kurtotic and non-skewed data.  

Multicollinearity was checked through VIF values and 

the value was below 3 which means there is no problem of 

multicollinearity in the data. Data screening confirmed 

that data was fit to be taken further for analysis. 

proprietors are increasingly 21 happy with innovation. 

The examination reasons that HONDA, BAJAJ and 

HERO show most extreme fulfilment is regard to 

Mileage, Power, Design, Technology and After Sales 

Service though TVS accomplishes least fulfilment. The 

TVS should work widely on the parameters taken in the 

examination. 

Exploratory Factor Analysis 

Exploratory Factor Analysis (EFA) is a statistical 

method used to uncover the underlying structure of a 

relatively large set of variables. This technique 

hasbeen used here to compress the data to a smaller set 

of summary variables and to explore the underlying 

theoretical structure of the phenomena.  This 

technique has been used as the researcher had no 

apriori hypothesis about factors or patterns of 

measured variables  

KMO & Bartlett's Test and Communalities

The Kaiser-Meyer-Olkinmeasure of Sampling 

Adequacy is a statistic that indicates the proportion of 

variance in variables that might be caused by 

underlying factors. High values (close to 1.0) 

generally indicate that a factor analysis may be useful 

with the data. If the value is less than 0.50, the results of 

the factor analysis probably won't be very useful.KMO 

values between 0.50 and 1 indicate the sampling is 

adequate. Table 1 shows the value of Kaiser-Meyer-

Olkin Measure of Sampling Adequacy (KMO) is 0.4 

which indicates that the sample is adequate to run factor 

analysis technique.

Bartlett's test ofsphericity is a test for interrelationship 

between variable. The data (Table-1) yields a value for 

the chi squared statistic of 3753.516 and significance 

value of 0.00 .In the 95% level of Significance, (α = 0.05), 

the p-value (Sig.) of .000 < 0.05, therefore the Factor 

Analysis is valid As p <α .Therefore, we accept the 

alternate hypothesis (H1) that there may be statistically 

significant interrelationship between variables and 

conclude that the values are independent and there is 

multicollinearity between the values.

Table 1: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.  0. 924 

Approx. chi -square  3753.516
 

Bartlett's Test of Sphericity Df
 

528
 

Significance
 

0.000
 

 

Communalities indicate the amount of variance in each 

variable that is accounted for. Initial communalities are 

estimates of the variance in each variable accounted for 

all variables or factors. The literature (Sharma & 

Goel,2019) informs that higher communalities are better. 

In Table 2, the values of all the communality are more 

than 0.5. According to the literature, if communality for a 

particular variable is low (between 0.0-0.4) then that 

variable struggled to load significantly on any factor. 

Thus, in this study, it can be concluded that all the 

variables are significantly loaded on factors.
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Table 2:  Showing Communalities

 

   

    

Factors 

 

Initial

 

Extraction

 

S1

 

1.000

 

0.660

 

S2

 

1.000

 

0.594

 

S3

 

1.000

 

0.648

 

S4

 

1.000

 

0.688

 

S5

 

1.000

 

0.712

 

S6

 

1.000

 

0.729

 

S7

 

1.000

 

0.593

 

S8

 

1.000

 

0.542

 

S9

 

1.000

 

0.627

 

S10

 

1.000

 

0.630

 

S11

 

1.000

 

0.591

 

S12

 

1.000

 

0.667

 

S13

 

1.000

 

0.580

 

S14

 

1.000

 

0.596

 

S15

 

1.000

 

0.739

 

S16

 

1.000

 

0.622

 

S17

 

1.000

 

0.525

 

S18

 

1.000

 

0.456

 

S19

 

1.000

 

0.642

 

S20

 

1.000

 

0.665

 

S21

 

1.000

 

0.679

 

S22

 

1.000

 

0.626

 

S23

 

1.000

 

0.610

 

S24

 

1.000

 

0.603

 

S25

 

1.000

 

0.546

 

S26

 

1.000

 

0.632

 

S27

 

1.000

 

0.596

 

S28

 

1.000

 

0.678

 

S29

 

1.000

 

0.743

 

S30

 

1.000

 

0.694

 

S31

 

1.000

 

0.559

 

S32

 

1.000

 

0.595

 

S33 1.000 0.549

    *Extraction Method: Principal Component Analysis

Table 3: Showing Total Variance of Variables

Component Initial Eigenvalues Extraction Sums of Squared 
Loadings

Rotation Sums of Squared
 Loadings

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

26

27

28

29

30

31

32

33

14.955

1.635

1.491

1.332

1.203

0.995

0.956

0.878

0.827

0.730

0.696

0.660

0.563

0.546

0.532

0.482

0.449

0.433

0.407

0.362

0.326

0.320

0.305

0.295

0.258

0.240

0.203

0.196

0.177

0.159

0.142

0.141

0.107

45.317

4.956

4.518

4.037

3.645

3.014

2.896

2.660

2.505

2.213

2.110

2.000

1.706

1.654

1.614

1.461

1.361

1.312

1.232

1.096

0.988

0.969

0.925

0.894

0.781

0.728

0.616

0.593

0.535

0.481

0.431

0.427

0.325

45.317

50.273

54.791

58.829

62.474

65.488

68.384

71.044

73.549

75.762

77.872

79.872

81.578

83.232

84.845

86.307

87.668

88.980

90.212

91.308

92.295

93.264

94.190

95.084

95.865

96.592

97.08

97.801

98.336

98.817

99.248

99.675

100.000

14.955

1.635

1.491

1.332

1.203

45.317

4.956

4.518

4.037

3.645

45.317

50.273

54.791

58.829

62.474

5.865

4.030

3.867

3.452

3.402

17.773

12.213

11.718

10.461

10.309

17.773

29.986

41.703

52.165

62.474

Total % of 
Variance

Cumulative
 %

Total % of
 Variance

Cumulative
 %

Total % of
 Variance

Cumulative
 %
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Figure 1: Scree Plot

Total Variance Explained

For extracting factors, Varimax rotation method has been 

used. It redistributes the variance so that the factor 

loading pattern and percentage of variance of the factors 

are different. Eigen values are used to select the number 

of factors. In table 3, out of Thirty-three factors, five 

factors have shown Eigen value more than 1. Value 

greater than 1 can be extracted from the principle 

component to extract solution. Total variance explained 

by these five factors is 62.474 which is reasonably a good 

variance explained as it should be more than 50 

percent.The same information has been revealed through 

Fig1, where Scree Plot shows the component wise Eigen 

value distribution. 

Rotated Component Matrix

Table 4 shows the rotated component matrix which is also 

referred as the factor loading table. It is the key output of 

principal component analysis. It contains estimates of the 

correlation between each of the variables and the 

estimated components. Each of the variables is highly 

loaded in one factor and less loaded towards the other 

factors. To identify the variables, included in each factor, 

the variable with the value maximum in each row is 

selected to be part of the respective factor. The values 

have been mentioned in each of the rows to group the 33 

variables into 5 factors.The variables with lesser 

component matrix against any factor have been strike-

through. 

Table 4: Rotated Component Matrix

      

Variable  

Component  

1  2  3  4  5  

S1  0.666      

S2  0.642      

S3  0.682      

S4  
0.703      

S5  
0.717      

S6
 

0.741
     

S7
 

0.665
     

S8
 

0.610
     

S9
   

0.545
   

S10
  

0.448
 

0.605
   

S11
   

0.658
   

S12
   

0.600
   

S13

   
0.421

 
0.497

  
S14

    
0.580

 
0.448

 
S15

    
0.784

  
S16

    
0.712

  
S17

    
0.481

  
S18

  

0.615

    S19

  

0.684

    S20

  

0.632

    S21

  

0.645

    S22

  

0.630

    S23

 

0.403

 

0.570

    S24

    

0.475

  S25

 

0.434

  

0.469

   S26

   

0.644

   S27

   

0.568

   S28

   

0.409

  

0.617

 S29

   

0.465

  

0.636

 S30

     

0.772

 S31

     

0.642

 
S32

 

0.489

    

0.436

 S33 0.448

 

Extraction Method: Principal Component Analysis. 

    Rotation Method: Varimax with Kaiser Normalization
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Table 5: Factor 1

Constituents of Factor 1

 
Statements

 
Loading

0.666
 

0.642
 

0.682
 

0.703
 

0.717  

0.741  

0.665  

 0.610  

0.489  

Variable

 

1
 

2
 

3
 

4
 

5  

6  

7  

8  

32  

33  

The design style of my two -
 

wheeler is attractive.
 

The Finance available for two -
 

wheeler is at low interest rates.
 

The maintenance cost of my two-
 

wheeler is low.
 

I would you recommend this two -  wheeler to my friends.  

This two-  wheeler reflects my status.  

I prefer tubeless tyres in my bike.  

My family took decision of selecting my bike brand.  

The price of my two-  wheeler is low as compared to other brands.

I like my bike it irritates sounds creating for my neighbour.  

I like my bike most because it matches with my muscling body.  0.448  

 

Constituents of factor 2

Table 6: Factor 2

 

 

 

 

 

 

 

Variable 

 
Statements 

 
Loading

18
 

I took other consumers opinion before purchasing this two-
 

wheeler.
 

0.615

19
 

I believe the quality of my two-
 

wheeler is best.
 

0.684

20
 

I bought my two-
 

wheeler according to my income.
 

0.632

21
 

I believe two-  wheeler are also for high class society  0.645

22
 The spare parts of my two-  wheeler are more easily  available.  0.630

23  The overall performance of my two-  wheeler is good.  0.570

 

Constituents of Factor 3

Table 7: Factor 3

 

  
  
   
  

   
   
   

Variable Loading
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S10 0.605

S11 0.658

S12 0.600

S25 0.469

S26 0.644

S27
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The service quality of my bike is best.
 

 
I used to travel on two - wheeler on every day.
 

 
My two- wheeler are more fuel economical than other bikes.
 
My two-wheeler has a good market position reputation.
 

 
I feel that my two -wheeler is almost maintenance free vehicles. 

The service station of my two -wheeler are easily available in Delhi.

I believe that the technology used in my two -wheeler is latest. 0.568
 

 Constituents of Factor 4 

Table 8: Factor 4

 Variables Loading

S13
 

0.497

S14
 

0.580

S15 0.784

S16 0.712

S17 0.481

S24 

Statement
 

 
I prefer two-wheeler which have Disc brakes.

 

I
  
love speed of two -wheeler.

 

 
The advertisement of two-wheeler is very informative. 

The two - wheeler are more comfortable for long rides. 

I prefer alloy wheels in my two -wheeler.

 

The after sales services of my t

 

wo -wheeler are economical. 0.475

 

 

 

  

  

 

  

 

Constituents of factor 5 

Table 9: Factor 5

Variables  Statement  Loading

S28 
 

Appearance of my two-wheeler is elegant.
 

0.617

S29
 

The bike I purchase suits with my body shape.

 

0.636

S30

 

The company gave different options and offer to me in a regular manner.
 

0.772

S31

 

I don’t like to sell my bike very soon

 

0.642

 

 

 

 

 
 

From rotated component matrix it can be seen that the 

factor-1 has 10 variables with a higher factor loading. 

Most of the loading is greater than 0.5.Factor-2 has6 

variables with a factor loading more than 0.5. Factor-3 

has7 variables each with a factor loading of more than 

0.5. Factor-4 has 6 variables and Factor-5 has4 variables. 

In all the cases, it has been observed that the factor 

loading of the variables are more than 0.5. A collection of 

total 33 variables have been clubbed into five factors on 

the basis of their inter-item correlation. Table 5 to Table 

9reveal all the identified factors and their underlying 

variables. These tables also confirm that within the factor 

all the variables are homogeneous and all the factors are 

heterogeneous.

Table 10:Naming of Factors and Factor Analysis Results

Factor   

1 

2 

3 

4 

5 

No. Name  given  to  the  factor  

Brand Image & Ae sthetics  

Opinion from Experienced 

Bikers’ Pride’  

Availability & Services  

Strength  &  Features  

Affection  with  the  Bike  

Number  of  

Variables  

10 

6 

7 

6 

4 

Total  Variance  

Explained  by  the  

Factor 

17.773 

12.213 

11.718 

10.461 

10.309 
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FINDINGS OF THE STUDY

(1) Out of 170 respondents 136 are male and 24 are 

female respondents, therefore researcher has 

major responses from male respondents over the 

female respondents.

(2) From 170 respondents 87 respondents are below 

25 years, 55 respondents are from the age group of 

26 to 35 years, 19 respondents are from the age 

group 36 to 45 years, and 9 respondents are of the 

above 45 years. 

(3) 52 respondents out of 170 respondents are Senior 

secondary educated, 7 respondents are below 

secondary, 89 respondents are Graduates and 22 

respondents are from others. 

(4) Out of 170 respondents 115 are Unmarried and 52 

are Married respondents and 3 are widow 

therefore researcher has major responses from 

Unmarried respondents over the Married 

respondents.

(5) The Cronbach’s alpha scores for all the variables is 

higher than 0.60, implying that the constructs 

demonst ra te  reasonably  h igh in ternal  

consistencies. 

(6) First identified factor is ‘Brand Image & 

Aesthetics’ which has a variance explained of 

17.773%. This factor includes variables like 

Attractive Design, Easy Finance Availability, Low 

Maintenance Cost, Comparable Low Cost, Brand 

name, Neighbour’s Envy and Macho Image. 

Under these categories of decision, the biker’s 

brand loyalty and other aesthetic features are 

surfaced as a major influence to purchase their 

bike brand and variety. 

(7) Second identified factor is ‘Opinion from 

Experienced Bikers’ Pride’ which has a variance 

explained of 12.213%. This factor includes 

variables like Other Consumer’s Opinion, Believe 

about my bike, Parity with income, Status for high 

To substantiate the theoretical contribution of this 

research, the findings are presented according to the 

objectives outlined in the previous section.

class society, good performance and Easy 

availability of spare parts. The bikers, after 

purchase of their bike, generates some value about 

their owned bike and new purchaser always lend 

this opinion before purchase of their own bike.

(8) Third identified factor is ‘Availability & Services’ 

which has a variance explained of 11.718 %. This 

factor includes service quality, regular use, 

economic fuel service, market reputation, easy 

availability of service stations and latest 

technology. In today’s purchasing process, the 

bike purchaser used to prefer on these issues as 

they are the advantages of purchase of a particular 

brand of bike. 

(9) Fourth identified factor is ¬‘Strength & Features’ 

which has a variance explained of 10.461%. This 

factor includes variables like Sudden Braking 

Facility, Immediate Pick-up, Long ride 

comfortability, Strong & Attractive Wheel, 

Informative Advertisement and economic after-

sales services.

From data analysis, results and findings it is revealed that 

a developing country like India, where a sizeable 

proportion of the population comprises of the middle 

class, and where 70% lives in rural areas, a two-wheeler 

(particularly bikes) is considered to be the most suitable 

vehicle. The Indian consumers’ brand preference for two-

wheeler bikes is based on mileage, price and maintenance 

cost and road conditions. While making a purchase 

decision, friends and spouses play a major role. The 

respondents expressed high satisfaction with their 

existing two-wheeler bikes. Informative advertising is 

considered to be powerful medium in the marketing of 

automobiles. Keeping in view the ever increasing 

“growth rate” of population, prevailing standards of 

living and cost of vehicles, two-wheeler bikes would 

continue to dominate the automobile industry in India. 

(10) Fifth identified factor is ‘Affection with the 

Bike’ which has a variance explained of 10.309 %. 

This factor includes variables like elegancy, 

matching with body shape, offers by the company 

and strong bondage.

CONCLUSION

5. Joseph, A. and Thomas, S. (2017), A study on 

The sale of two-wheeler products has increased 

substantially. Stubborn structure, Pickup, Mileage, 

Maintenance and Finance Facility are highly considered 

by consumers in selection of vehicle (Bike). An existing 

user develop an affection with his/her bike for different 

such reasons and a new biker likes to take opinion from 

those old bikers.

MANAGERIAL IMPLICATIONS

This research contributes profoundly for the literature of 

branding and promotion. The behaviour of two-

wheelercustomers of India has been studied pocket-wise, 

but the factors which are changing with time has not 

deeply studied and hence the brand promoters are in 

dearth of literature support. This study will help them a 

lot to understand the young bikers’ behaviour. 

Further,craze for bike/two-wheeler is increasing day-by-

day in different way. From this perspective this study may 

be a path finder for brand promotion as well as sales 

promotion. This study can be extended to other parts of 

the country to get a Pan-India model.
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