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Abstract 

                 The study aims to assess the impact of test drive marketing on the buying behavior of 

customers, with special reference to two wheelers in Coimbatore city. The global market for two 

wheelers has shown a tremendous growth over the past decade. With an annual sale of 4.3 million 

units, the Indian two wheeler market is the second largest in the world, after China (annual sales 

of 10 million). Today the market is more customer oriented in the sense that, all the business 

operations revolve around satisfying the customer’s needs through effective services. The 

demographic profile of the respondents is also analyzed. The sample size of the study is 90. 

Random sampling technique is used to collect data. Percentage analysis, Garrett ranking 

technique and Likert`s scaling technique are used for analysing the data. 

Introduction 

Test drive marketing is similar to the try before you buy schemes that operates in the retail 

motor trade. A test drive is the driving of an automobile to assess its drivability, or roadworthiness, 

and general operating state. Test drives are also usually allowed by vehicle traders or 

manufacturers to enable prospective customers to determine the suitability of the vehicle to their 

driving style. Test drives can also be taken before vehicle repairs to assist in diagnosis or after 

repair works to ensure that the vehicle has been fully restored. In 1894, Hildebrand & Wolfmüller 

became the first series production two wheeler, and the first to be called a two wheeler. In 2014, 

the three top two wheeler producers globally by volume were Honda, Yamaha (both from Japan), 

and Hero MotoCorp (India). While shopping for a new two-wheeler one of the most important 

steps is the test drive. The test drive is believed to be an important component when buying a new 

two-wheeler. 
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Statement of the Problem 

 
  Test drive marketing is considered to be important because it aligns with the way 

consumers make purchase decisions on automobiles. This enables building relationship with 

customers and prospects through regular, low -cost personalized communication. Though the 

world is moving technologically, test drive marketing plays a significant role in the case of the 

automobiles, as consumers prefer to buy the vehicle only by its look. There are many things to 

examine in automobiles while buying them and consumers desire the experience of driving the 

vehicle before buying it. Therefore, the following question arises regarding the customer’s buying 

behaviour. What are the factors influencing the two wheeler purchase by customers during test-

drive? This study has been carried out to analyse the customer’s buying behaviour during test-

drive which eventually leads in the purchase of the product. 

Significance of the Study: 
The paper aims to get an insight into, the main factors taken into consideration while buying 

a vehicle after test drive. The importance of test drive marketing of a vehicle, before actually going 

ahead with purchase, is that, the customer cannot realize the actual performance of the vehicle and 

the kind comfort it has to offer without taking a test drive.  

Objectives of the Study: 

1. To analyze the demographic profile of the respondents. 

2. To evaluate the impact of test drive marketing on the buying behavior of customers with 

special reference to two wheelers in Coimbatore city. 

3.  To offer suitable findings, suggestions and conclusion to the study. 

 

 



Methodology used 

The research is carried out using simple random sampling technique. A sample size of 90 

respondents is taken for the conduct of the study. The study is conducted among the two-wheeler 

users of Coimbatore city. 

Data Collection 

This study used both primary and secondary data. Primary data from the respondents were 

collected by using a structured questionnaire. The questionnaires were collected with utmost care 

from two wheeler drivers. The secondary data were collected from magazines, newspapers, 

websites and books. 

Statistical Tools Used 
The collected data is analysed using Percentage (%) analysis, Garret Ranking Technique 

and Likert’s Scaling Technique. 

Limitation of the Study 

The study is limited to Coimbatore only; hence the results may vary in other parts of the 

state. 

Review of Literature 
  Dr. A. Valarmathi (2015)1, conducted a study on “factors influencing the students buying 

behavior of two wheelers in Tirupur district”.  The study found that the personal factors and 

product characteristics are important for students’ consumers in the process of purchase decision 

making. The study also found that two-wheeler purchases are driven by different factors such as 

Better look &style, Pickup and speed, Good mileage, Easy maintenance, new models, after sales 

and service and price. 

 Fahmeeda Yasmeen (2015)2, conducted a study on ‘Consumer Behaviour towards Brand 

Positioning of Two-Wheeler Bikes in Chennai City. The study focused to identify the factors 

influencing consumers in the selection and purchase of a particular brand of two-wheeler. The 

study found that consumers were mostly influenced by parents and friends in the process of buying 

decision process. The study also found that television also plays an important role in influencing 

the customers to buy a particular brand of two-wheeler. 



Najeemudeen.K.P et.al., (2016)3 conducted a study on Information Sources for Two-

wheeler Purchase: An Analytical Study with Special Focus on Malappuram District of Kerala. 

This study was conducted with a sample size of 681 Two wheeler users in Malappuram district of 

Kerala. Statistical tools like Chi-square analysis, ANOVA, Z-Test, Multiple Correlation, Multiple 

Regression and Friedman Test has been used for the meaningful analysis and interpretation of data. 

The study found that customers gather maximum information on which brand and model to be 

purchased, put more faith on the feedbacks given by the existing two-wheeler users and word of 

mouth, using internet and social media for collecting information about the latest models of two-

wheelers, seek the opinion and recommendation of two-wheeler mechanics about the best brands 

and models, show a very low reliance upon television commercials adds. 

Data Analysis 

Demographic Profile of the respondents 

 

Variables 

 

Characteristics 

 

Respondents (In Percentage) 
 

 

 

 

Age 

Below 20 years 22 

20- 30 years 48 

30- 40 years 23 

Above 40 years 7 

Gender 
Male 60 

Female 40 

Educational Qualification Higher Secondary 6 
 

Diploma 7 

UG 55 

PG 20 

Above PG 12 

Marital Status Married 42 
 

Unmarried 58 

Occupation Farming  3 
 

Business men 12 

Employees 28 

House wives 6 

Professional 14 

Students 37 

 Monthly Income Below 10, 000 19 
 

10, 000- 20, 000 33 

20, 000- 30, 000 39 

Above 40, 000 9 

Source: Primary data 



   From the above table it is inferred that 48% of the respondents are under the age group of 

20- 30, 60 % of the respondents are male and 58 % of the respondents are unmarried. Based on 

occupation, 37 % of the respondents are students and 55 % are under graduate. 39 % of the 

respondents earn a monthly income between Rs. 20, 000- 30, 000. 

Table showing the Mean Score of the Factors Influencing the Purchase of Two-Wheelers 

After Test Drive Using Garret Ranking Method 

S. No. FEATURES TOTAL MEAN SCORE RANK 

1. Mileage 4964 55.16 1 

2. Speed 4843 53.81 2 

3. Comfort 4539 50.43 3 

4. Pick up 4530 50.33 4 

5. Durability 4489 49.88 5 

6. Brake system 4269 47.43 6 

7. Suspension 4084 45.38 7 

 *Total score /No. of respondents 
Source: Primary data 

           

            The above table, it indicates the ranking of the various reasons to buy the bike after test 

drive using Garret ranking method. The reason “Mileage” ranked first with the mean score of 

55.16, followed by “Speed” which ranked second with a mean score of 53.81 and reasons “Brake 

System” and “Suspension” got the least ranks with a mean score of 47.43 and 45.38 respectively. 

 



Table showing the mean score of The Impact of Test Drive Marketing on the Purchase 

Decision of the respondents using Likert’s scaling technique 

S. No. Impact factors Total Mean Score Rank 

1. Appearance / Look 381 4.23 1 

2. Quality 372 4.13 2 

3. Comfort 365 4.05 3 

4. Service 362 4.02 4 

5. Design 323 3.58 5 

6. Brand name 319 3.54 6 

7. Color 312 3.46 7 

8. Offer / Discount 288 3.20 8 

9. Availability 284 3.15 9 

*Total Score = (SA× 5) + (A ×4) + (NO×3) + (DA×2) + (SDA×1) 
**Total Score /No. of respondents 
Source: Primary data 

 

The above table, indicates the ranking of the level of satisfaction using Likert’s scaling 

technique.  The reason ‘Appearance and look’ ranked 1st  with a mean score of 4.23, followed by 

‘Quality’ which ranked 2nd  with a mean score of 4.13, followed by ‘Comfort’ which ranked 3rd  

with a mean score of 4.05, followed by ‘Service’ which ranked 4th  with a mean score of 4.02, 

followed by ‘Design’ which ranked 5th  with a mean score of 3.18, followed by ‘brand Name’ 

which ranked 6th  with a mean score of 3.54, followed by ‘Color’ which ranked 7th  with a mean 

score of 3.46, followed by ‘Offer/Discount’ which ranked 8th with a mean score 3.20, followed by 

‘Availability’ which ranked 9th with a mean score of 3.15. 

Findings 

 From the demographic profile of the respondents it is inferred that 48 % of respondents are 

under age group of 20- 30 years, 60 % of respondents are male, 58 % of respondents are 



unmarried, 37 % of respondents were students, 55 % of respondents have an educational 

qualification of UG Degree and 39 % of respondents earn an income between Rs. 20, 000- 30, 

000. 

 The analysis of the features influencing respondents to buy two-wheelers after test drive using 

“Garret ranking method” reveals that the reason “mileage” ranked first with a mean score 55.15 

and “suspension” with a mean score of 45.38 got the last rank. 

 The results of the study show that among the various impact factors that influence the purchase 

decision of consumers “Appearance and look” got the first rank with a mean score of 4.23 and 

“Availability” got the last rank with a mean score of 3.15. 

Suggestions 

After analyzing the findings, the following suggestions have been made. The Indian 

automobile industry needs to address the changing consumer preferences and modify the design 

as per the technological innovations in order to augment their market share internationally. Test 

drive marketing should be promoted in rural areas also, to face the emerging and existing 

competition in the automobile industry. 

Conclusion  

The Indian automobile makers have shown remarkable agility to cope with global players. 

The expected rise in income levels, wide choice of models and easy availability of finance at lower 

interest rates has driven the growth of the automobile segment. There has been a drastic change 

from normal market to test drive market ruling the Indian roads. It is concluded that, the test drive 

section is the one that invites the maximum number of customers to the market. Thus, test drive 

marketing in the automobile industry is often dynamic, challenging and rewarding.  

 



References 

1. Valarmathi, International Journal of Emerging Research in Management &Technology ISSN: 

2278-9359 (Volume-4, Issue-12) 2015, IJERMT All Rights Reserved Page | 92 

2. Fahmeeda Yasmeen (2015). Consumer behaviour towards brand positioning of two-wheeler bikes 

in Chennai city’, Research Journal of Commerce and Behavioural Science, 4(11): 31-36. 

3. K. P Najeemudeen1, N. Panchanatham “Information Sources for Two-wheeler Purchase: An 

Analytical Study with Special Focus on Malappuram District of Kerala”, Universal Journal of 

Industrial and Business Management 4(2): 59-70, 2016. 

4. The birth of test drive marketing communications, Dan Steinbock, Quorum books (2000). 

5. Two wheeler buying strategies for reaching today’s teens, Horn, Laura Peowski, Young adult 

library services, vol.9, No .2, Winter (2011). 

6. Alexandru M. Degeratu, Arvind Rangaswamy and Jianan Wu(2000) Consumer choice behaviour 

in test drive supermarkets: The effects of brand name, Price and other search attributes. 

7. Hawkins D.I.Best, R.J. and convey, K.A. Consumer Behaviour : Implications for marketing 

strategy,(Rev.ed), Business publications, Inc. Texas , 2006. 

 


