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ABSTRACT 

This research focuses on buying behavior of women customers a study with reference to two wheeler Dealers 

atVisakhapatnam City. Specifically the research covers three topics assessment of the factors influencing women 

towardspurchase of two-wheeler, assessment of the effect of demographic factors in purchasing from various branded 

companies,and assessment of the effect of demographic factors in purchasing particular brand. The strategy followed is 

surveystrategy, and the number of respondents selected are 366 customers. After data is collected from these 

respondents,descriptive analysis tools are applied. At the end the research identified the factors considered as more 

influential from thedealer of particular brand and various branded companies. It is also identified that there is significant 

difference amongvarious demographic group women two-wheeler customers on motivational factors in their purchasing 

behavior from bothparticular dealer and dealer of various branded companies. 
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INTRODUCTION 

Buying Behavior is the decision processes and acts of people involved in buying and using products (Munthiu, 

2009). With regards to consumer behavior, it is the process by which consumer decides to purchase, when do they 

purchase, how do they purchase and from whom do, and where they purchase (Yanni Li , et. al., 2015) . Lautiainen 

(2015) and Ramya and Ali (2016) further stated that consumer behavior studies individuals and groups when they 

select, purchase, use and dispose products, ideas, services or experiences. 

Consumers around the world varies in age, income, and education level, gender, and tastes. They also buy 

variety of goods and services. How these diverse customers relate with each other and with other elements of the 

world around them impacts their choice among various products, services, and companies (Kotler, Armstrong, 

2008). This article by focusing on one of the variations of consumers, it studies buying behavior of women on two 

wheeler. 

With regards to the product, which is two wheeler, it is a time saving proposition and it is like an aero-

plane on road. Recognizing the need of women using two-wheeler, manufactures are tapping this space by 

providing varied and easy to use and maintain features in two wheelers such as storage space, easy handling and 

lightweight, which are critical for a woman rider. The two-wheeler segment has a lot of players amongst on 

prominent are, the Kinetic Nova, Honda Activa and the popular scooty series. Taking the women riders seriously, 

Hero Honda entered this segment last year with Hero Honda Pleasure and has even come out with ‘just for her’ 

showrooms.   
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A business can not succeed by supplying products and services that are not properly designed to serve the needs 

of the customers.  To supply products which are properly designed and which can serve the need of the customers, what the 

customers want must be identified. One of the easy way to understand what the customers want is to investigate and 

identify the factors that affect the buying behavior. 

In conclusion, women are one of the major potential customers of two wheeler, dealers by recognizing this they 

are trying to satisfy the need of those women customers. But, comparing with the size of potential women customers, still 

the dealers and manufacturers are a long way behind in satisfying the customers. Therefore, in this research buying 

behavior of women customers a study with reference to two wheeler Dealers at Visakhapatnam City, is investigated. 

OBJECTIVES. 

In this article three objectives covered; these are 

• Assessing the factors influencing women towards purchase of two-wheeler 

• Assessing the effect of demographic factors in purchasing from various branded companies. 

• Assessing the effect of demographic factors in purchasing particular brand. 

HYPOTHESIS 

H01: There is no significant difference among various demographic group women two-wheeler customers on 

motivational factors in their purchasing behavior. 

H11: There is significant difference among various demographic group women two-wheeler customers on 

motivational factors in their purchasing behavior. 

H02: There is no significant difference among various demographic group women two-wheeler customers on 

influencing factors in their purchasing particular brand of two-wheeler. 

H12: There is significant difference among various demographic group women two-wheeler customers on 

influencing factors in their purchasing particular brand of two-wheeler 

MATERIALS AND METHODS 

A survey strategy, by which a standardized questionnaire distributed to two-wheeler women customers, is applied.  The 

target population of the study is two-wheeler women customers of Vishakhapatnam city.  There are about 8027 women 

customers in the city and by using Google sample size calculator, 366 sample of two-wheeler women customers selected; 

on the basis of stratified proportionate random sampling method in Selecting five categories of two-wheeler company 

dealers of Hero, Honda, TVS, Piaggio and Bajaj. Descriptive statistical analyses such as, Means, Median and Standard 

Deviations have been used. Finally, the analyzed data presented using a table. 

ANALYSIS AND DISCUSSION 

In this part of the article, the factors that affect buying behavior of women toward the purchase of two wheeler is analyzed. 

Those factors are grouped in to two, based on whether it is from particular brand or various brand. 
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Factors Motivating the Women towards Purchase of Two-wheeler from the Dealer of Various Branded Companies 

Among the many factors that motivate women towards purchase of two wheeler, analysis is made on ten of them, and the 

result is shown in the below table. 

Table 1: Perceptive Score of Women Customers on Motivational Factors to Purchase a Two-wheeler 

 

        Source :   Survey, 2020 

As indicated in the above table, first rank was given to the statement “Influence of friends and relatives” with a 

scale value of 1282. The second rank has been given to the statement that “Symbol of social status” which is secured a 

scale value of 946; and the third rank is given to “Family requirement” with a scale value of 943. It is found from the data 

that fourth rank is given to the statement that “Safety and security” with a scale value of 928 and the fifth rank is given to 

“Enjoy luxurious life” which is carrying a scale value of 868. 

According to the data that sixth rank is given to the statement that due to “Time saving in travelling” with a scale 

value of 844. It is mentioned in the above table data that seventh rank has been given to the statement that “Peaceful travel” 

with a scale value of 838. It is found that the eighth rank is given to the statement that is due to “Source of entertainment” 

which is secured a scale value of 826, and the ninth rank has been given to “Symbol of style” with a scale value of 810. It 

is noticed from the data that tenth rank is given to the statement that due to “Gifted by family / friends” with a scale value 

of 774. 
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According to the scores of the ten statements the total score obtained was 9059 and the average score is 906. 

Hence, based on the average score, the statements are separated by more influential and less influential factors according to 

their individual scores. 

The factors considered as more influential are, influence of friends and relatives, symbol of social status, family 

requirement, safety and security. 

The factors considered as less influential are, enjoy luxurious life, time saving in travelling, peaceful travel, 

source of entertainment, symbol of style, and gifted by family / friends. 

A perceptive score analysis of various demographic profile of women and motivational factors in purchasing a 

two wheeler is also made. 

Table-2: Perceptive score Analysis of Demographic Profile and Motivational Factors 

 

     Source :   Survey, 2020 

As indicated in the above table, perceptive score analysis of various demographic profile of women and 

motivational factors in purchasing a two-wheeler. It is observed out of total respondents the highest mean score value 

25.33 is perceived above 50 years age-group and the least mean score value 22.95 is perceived 26-36 years age-group, and 

their respective standard deviations are 2.191 and 3.387. With these mean and standard deviation values the calculated f-

value 9.223 is found significant at 1% level because the p-value 0.000 is less than 0.01. Hence, the above analysis indicates 

that there is a significant difference on motivational factors to purchase a two-wheeler in their age-group, where the 

maximum mean is perceived by (above 50 years age-group) and the minimum mean is perceived by (26-36 years age-

group). 

It is noticed from the data that minimum mean score 22.84 is for unmarried group (single) and the maximum 

mean score 23.92 is for married group respondents, and their respective standard deviations are 3.689 and 3.151. Based on 
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these mean and standard deviation values the calculated t-value 2.518 is indicating significance at 5% level because the p-

value 0.013 is less than 0.05. Therefore, it was be concluded that there is a significant difference between married and 

unmarried group respondents, where the married groups are maximum influenced by motivational factors to purchase a 

two-wheeler than unmarried groups. 

The data reveals that perceptive score analysis on education qualification, it shows that highest average score 

25.37 is for secondary level group respondents and the lowest average score 23.10 is for degree qualified persons, and the 

standard deviations are 3.081 and 3.411 respectively. With these mean standard deviation values the tested f-value 7.603 is 

found significant at 1% level because the p-value 0.000 is less than 0.01. This shows that there is a significant difference 

on motivational factors to purchase two-wheeler in their education qualification, where as the secondary level group 

respondents are maximum than degree qualified persons. 

From the table, it is observed that least average perceptive score 20.73 for business and the highest average score 

25.81 for house wife in their occupation. In that order the standard deviations are 2.709 and 2.287 respectively. Based on 

these mean and standard deviation values the calculated f-value 36.235 is indicating significant at 1% level because the p-

value 0.000 is less than 0.01. Hence, it can be accomplished that there is a significant difference on motivational factors to 

purchase two-wheeler in their occupation, where the maximum is appearing house wives group than business group 

respondents. 

And finally, from the above table that maximum mean score 25.19 are earning above Rs.8,00,001 and the 

minimum mean score 22.56 are earning below Rs.1,00,000, and the standard deviations are 2.872 and 3.445 respectively. 

With these mean and standard deviation values the calculated f-value 9.065 is found significant at 1% level because the p-

value 0.000 is less than 0.01. Therefore, the above analysis indicates that there is a significant difference on motivational 

factors to purchase two-wheeler in their family annual income, where the maximum income earning (above Rs.8,00,001) 

than below Rs.1,00,000.           

From the above analysis it is observed that among the total 5 demographic variables, in all of them it is found 

significant difference among various groups of women two-wheeler customers on motivational factors in their purchasing 

behavior, hence, the null hypothesis, which states “there is no significant difference among various demographic group 

women two-wheeler customers on motivational factors in their purchasing behavior”, is rejected and the alternative is 

accepted.6.2. Factors Influencing the Women towards Purchase of Two-wheeler from a Particular Brand 

There are various influencing factors towards a particular brand. Here in the case of two-wheelers, especially for 

women customers, brand, status, model, cost/price, maintenance, fuel consumption, colour, appearance, engine power, etc., 

are more influencing in purchasing of a particular two-wheeler. Hence, the following table represents the perceptions of 

women two-wheeler customers on the influenced factors in purchasing of a particular model of vehicle. 
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Table- 3: Perceptional Score Analysis of Factors Influencing Women towards a Particular Brand 

 
      Source :   Survey, 2020 

The above table indicates that there are fourteen statements in particular model of two-wheelers. It shows that 1st 

rank is given to “Resale value” with a scale value of 1510. The 2nd rank is given to “Nearest to service center” which is 

carrying a scale value of 1494. It is found that 3rd rank is given to the statement that “ Looking style” with a scale value of 

1488, and the 4th rank has been given to “Appearance and comfort” with a scale value of 1475. It is mentioned that 5th 

rank is given to “Appearance and comfort” which is secured a scale value of 1467. It is found that 6th rank is given to 

“Free accessories or gift offers” with a scale value 1465. Regarding to the statement that 7th rank has been given to “Safety 

& security feature” which is carrying a scale value of 1453, and the 8th rank is given to “Availability of spare parts” with a 

scale value of 1420.  

It is found that there are two equal scale values and two different statements, which is the 9th rank is given to 

“Engine power” and other statement is given to the 14th rank that “Social status ” with a scale value 1411. It is observed 

that 10th rank has been given to the statement “After sales service” with a scale value of 1390. Whereas the statement that 
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11th rank has been given to “Fuel consumption” with a scale value of 1360. On the other hand that 12th rank has been 

given to statement “Maintenance cost” with a scale value of 1348. It is shows that 13th rank has been given to “Price 

range” with a scale value of 1263.  

According to the scores of the ten statements, the total score obtained was 19955 and the average score is 1425. 

Hence, taking the average score as a basis, the statements are separated by more influential and less influential factors 

according to their individual scores.  

The more influential factors are, resale value, nearest to service center, looking style, brand image, appearance 

and comfort, free accessories or gift offers, safety & security feature. 

The less influential factors are, availability of spare parts, social status and engine power, after sales service, fuel 

consumption, maintenance cost, and price range. 

To test the second hypothesis which states, “there is no significant difference among various demographic group 

women two-wheeler customers on influencing factors in their purchasing particular brand of two-wheeler”, a perceptive 

score analysis of various demographic profile of women and influenced factors in purchasing a particular brand of two-

wheeler, is conducted. 

Table-4: Perceptive Score Analysis of various Demographic Profile and Influenced Factors in Purchasing a 

Particular Brand 

 
        Source :   Survey, 2020 

In the above table it is indicated that, among the total respondents that maximum mean score 58.18 is appearing 

above 50 years age-group and the minimum mean score 53.30 is appearing below 25 years age-group, and in that order the 

standard deviations are 6.369 and 9.557 respectively. With these mean and standard deviation values the tested f-value 

4.192 is found significant at 1% level because the p-value 0.006 is less than 0.01. Therefore, the above analysis indicates 

that there is a significant difference towards factors influenced in purchasing a particular model of two-wheeler in their 

age-group, where the above 50 years age-group have maximum mean score than below 50 years age-group respondents. 
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From this above table data, it can be understood that highest average score 55.24 is married group respondents 

and the least average score 52.34 is unmarried group respondents in their marital status. With the standard deviations are 

8.703 and 9.651 respectively. According to these mean and standard deviation values the calculated t-value 2.547 is 

indicating significant at 5% level because the p-value 0.012 is less than 0.05. Hence, it can be implicit that there is a 

significant difference between married and unmarried group respondents towards purchasing a particular model of two-

wheeler, where the maximum is married group than unmarried group. 

It is observed out of total respondents that maximum mean score 22.60 is perceived secondary level group 

respondents and the minimum mean score 21.58 is perceived primary education group respondents, and their respective 

standard deviations are 2.622 and 2.859. With these mean and standard deviation values, the tested f-value 1.371 is not 

significant because the p-value 0.251 is higher than 0.05. This infers that there is no significant difference on factors 

influenced in purchasing a particular model of two-wheeler in their education qualification. 

Regarding the average perceptive score analysis in their occupation, it shows from the least average score 51.43, 

are government employees group and the highest average score 59.19 are house wife group respondents, and the standard 

deviations are 9.035 and 7.605 correspondingly. Based on these mean and standard deviation values the calculated f-value 

10.088 is indicating significant at 1% level because the p-value 0.000 is less than 0.01. Hence, the above analysis indicates 

that there is a significant difference on factors influenced in purchasing the particular model of two-wheeler in their 

occupation, where the maximum occupation is house wife group than government employees. 

It is also observed that highest average perceptive score 55.98 are earning Rs.1,00,000-Rs.3,00,000 and the least 

average score 52.73 are earning below Rs.1,00,000 in their family annual income. With the standard deviations being 9.173 

and 9.584 respectively. Based on these mean and standard deviation values the tested f-value 3.052 is found significant at 

5% level because the p-value 0.029 is less than 0.05. Hence, it can be concluded that there is a significant difference on 

factors influenced in purchasing the particular model of two-wheeler in their family annual income, where the maximum 

are earning (Rs.1,00,000 - Rs.3,00,000) than (below Rs.1,00,000) are earned.       

From the above analysis it is observed that out of the total 5 demographic variables as many as four are found 

significant difference among various groups of women two-wheeler customers on influenced factors in their purchasing 

particular model of vehicle, hence, the null hypothesis which states, “there is no significant difference among various 

demographic group women two-wheeler customers on influencing factors in their purchasing particular brand of two-

wheeler”, is rejected. 

CONCLUSION AND RECOMMENDATION 

Based on the analysis made on the factors motivating the women towards purchase of two-wheeler from the Dealer of 

Various Branded Companies and a Particular Brand, four main conclusions and recommendations are made:  

 The factors considered as more influential from the dealer of various branded companies, in their order of influence 

are, influence of friends and relatives, symbol of social status, family requirement, and safety and security. 

Therefore, dealers by understanding the influence of friends and relatives, should develop marketing strategy 

which can attract those potential customers’ friends and relatives. The other is the dealers, by understanding the 

two wheeler is serving as social status, should design the product in attractive and catchy way. Off course, the 

dealers should also work towards making the product comfortable and safe for family. 
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 With regards to the dealer towards a particular brand, the factors which are more influential, in their order of 

influence are, resale value, nearest to service center, looking style, brand image, appearance and comfort, free 

accessories or gift offers, and safety & security feature. The dealers should create a sense of durability on the 

customers so that the customers feel that the product has good resale value. This sense of durability can be created 

by applying informative kind of advertisement, so that customers get full information about the product. In 

addition, redesigning the product can also improve the durability, the style, the appearance, and that in return will 

lead to good image. 

 There is significant difference among various demographic group women two-wheeler customers on motivational 

factors in their purchasing behavior from the dealer of various branded companies. Therefore, whenever 

production or marketing strategies developed demographic factors like age group, marital status, education 

qualification, occupation, and family annual income must be considered. 

 There is significant difference among various demographic group women two-wheeler customers on influencing 

factors in their purchasing particular brand of two-wheeler. Therefore, whenever production or marketing 

strategies developed demographic factors, with the exception of education, must be considered. 
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