
 
 

 
 

1 

 Emperor Journal of Laws 

 

Emperor Journal of Laws 

                     www.ejl.mayas.info 

                   © Mayas Publication 

Volume - I                                         Issue – 10                               October - 2022 

 

“A Study on the Brand Image” 

Dr. Srinivasan Mba,M.Phil, Net, Ph.D  ,  

Associate Professor/Mba, Bharath University, Chennai 

 
 
ABSTRACT  
 The study was conducted with the main objective to study about the brand image 
Samples of 90 were chosen for this study. The study was descriptive in nature and purposive 
sampling has been used in this study. After collection of data, it has been analyzed by various 
tools like percentage, chi-square test and correlation test. Previously various hypotheses were 
setup by researcher for the study stated above. Through the analysis of the data we can come to 
know whether the hypotheses achieved or not.  Hence the researcher identified some 
suggestions for the improvement and development of hero motors. The details from the study 
Were Taken From Various Sources Apart From Survey. Hence Forth, Efficient Conclusion Was 
Given.  
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I. INTRODUCTION 

 

Brand image is developed over time through advertising campaigns with a reliable theme, and 
is authentic through the consumers' direct experience. 
 

II.REVIEW OF LITERATURE 

Romaniuk The relationship between relationship  of a brand with different types of 
image attributes and  purchase of the brand. The image attributes included were based on the 
product categories, situations and benefits offered.  
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III. OBJECTIVES 

To know about the brand image in hero motors. 
To identify the product satisfaction of hero motors. 
To find out the factors that influencing the hero motors. 

Table-1  Distribution of Respondents Based On the Category of age 

S.no Age No. of The 
Respondents 

Percentage 

1. 18-25 62 69 

2. 26-35 13 14 

3. 36-45 9 10 

4. Above 45 6 7 

 Total 90 100 

 

INFERENCE 

 69 % of the respondents belong to the age group of 18-25. 

 14% of the respondents belong to the age group of 26-35. 

 10% of the respondents belong to the age group of 36-45. 

 7% of the respondents belong to the age group of above 45. 

Table-2 Distribution of Respondents Based on the Usage Period 

S.no Categories of 
respondents 

No. of the 
respondents 

Percentage 

1. Below 6 Months 9 10 

2. 6-12 Months 38 42 

3 1-2 yrs 29 32 

4 Above 2 yrs 14 16 

 Total 90 100 

 

INFERENCE  

 42% of the respondents have been using this vehicle for 6-12 months. 

 32% of the respondents have been using this vehicle for1-2 yrs. 

 16% of the respondents have been using this vehicle for above 2 yrs. 

 10% of the respondents have been using this vehicle for below 6 months. 
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Table 3 Distribution of respondents based on the Products Satisfaction 

 

INFERENCE 

 60% of the respondents say that they are satisfied with price. 

 47% of the respondents say that they are satisfied with credit/loan. 

 53% of the respondents say that they are neutral with fuel consumption. 

  47% of the respondents say that they are neutral with color. 

  42% of the respondents say that they are satisfied with style. 

  69% of the respondents say that they are satisfied with maintenance cost. 

  44% of the respondents say that they are neutral with warranty. 

  60% of the respondents say that they are dissatisfied with pickup. 

 51% of the respondents say that they are satisfied with service. 

 69% of the respondents say that they are dissatisfied with spare parts availability. 

S.no Categories of 
respondents 

Satisfied Neutral Dissatisfied 

No of 
respondens 

percentage No of 
respondents 

Percentage No of 
respondents 

Percentag
e 

1. Price 54 60 30 34 6 7 

2. Credit/loan 42 47 36 40 12 13 

3. 
 

Fuel consumption 32 36 48 53 10 11 

4. Color 30 33 42 47 18 20 

5. Style 38 42 42 36 20 22 

6. Maintenance cost 62 69 16 18 12 13 

7. Warranty 35 39 40 44 15 17 

8. Pickup 20 22 16 18 54 60 

9. Service 46 51 32 36 12 13 

10. Spare parts 
availability 

12 13 16 18 62 69 

11. Speed 48 53 24 27 18 20 

12. Brake 39 43 42 47 9 10 
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 53% of the respondents say that they are satisfied with speed. 

 47% of the respondents say that they are neutral with brake. 
 

IV.FINDINGS 

 34% of the respondents say that they have covered 501-700 kilometer in month. 

 41% of the respondents say that they are servicing vehicle once in 6 months. 

 56% of the respondents say that they are maintaining vehicle by dealer. 

 47% of the respondents say that they are provided free service for three times. 

 69% of the respondents say that they are satisfied with maintenance cost. 

SUGGESTIONS 

The potential buyers of hero motors are students so, the price should be maintained in a 
reasonable level. 

Increasing the brand image the company should concentrate on style, color and warranty of the 
hero bikes. 

The company should provide the spare parts availability in all areas along with the service 
station. 

The company should take some important factors regarding the mileage, pickup and capacity to 
improve the image of hero motors. 

V.CONCLUSION 

  The objective of this project to study the brand image and satisfaction of hero 
motors. This objective was achieved successfully. The statistical analysis says that brand image 
of the hero motors is good among the people, most of the hero motor customers are agreed 
with the service and other product features. From this study, we can know about the customer 
expectation. The company has to provide various numbers of styles and model in hero motors. 
 Finally the study reveals that brand image of the hero motors among the people are 
tend to be more flexible and known to each and every customer. 
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