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ABSTRACT

Market Analysis and marketing Analysis are
often confused. 'Market' Analysis is simply
Analysis into a specific market. It is a very
narrow concept. 'Marketing' Analysis is much
broader. It not only includes 'market' Analysis,
but also areas such as Analysis into new
products, or modes of distribution such as via
the Internet "Marketing Analysis is the function
that links the consumer, customer, and public to
the marketer through information - information
used to identify and define marketing
opportunities and problems; generate, refine, and
evaluate marketing actions; monitor marketing
performance; and improve understanding of
marketing as a process. Marketing Analysis
specifies the information required to address
these issues, designs the methods for collecting
information, manages and implements the data
collection process, analyzes, and communicates
the findings and their implications." Marketing
Analysis collects full information about the
consumers. It finds out the needs and
expectations of the consumers. So the company
produces the goods according to the needs and
expectations of the consumers. Marketing
Analysis helps the company to make its
production and marketing policies. It helps the
company to introduce new products in the
market. It helps to identify new markets.
Marketing  Analysis also  collects  full
information about the competitors. The company
uses this information to fight competition. It also
helps the marketing manager to take decisions.

Marketing Analysis is a special branch of
Marketing Management. It is the soul of
marketing management. It is of recent origin and
widely used by manufacturers, exporters,
distributors and service organizations. Marketing
Analysis is very systematic, scientific, objective
and organized. It has a wide scope. It includes
product Analysis, consumer Analysis, packaging
Analysis, pricing Analysis, etc. Marketing
Analysis is a continuous process. It has a few
limitations. However, a company cannot survive
and succeed without marketing Analysis.

I. INTRODUCTION
Marketing analysis:
A Marketing analysis is a documented
investigation of a Market that is used to inform a
firm's planning activities particularly around
decision of: inventory, purchase, work force
expansion/contraction,  facility = expansion,
purchases of capital equipment, promotional
activities, and many other aspects of a company.
Not all managers are asked to conduct a market
analysis, but all managers must make decisions
using market analysis data and understand how
the data was derived. So all managers need a
reasonable understanding of the tools most used
for making sales forecasts and analyzing
markets.

A large number of market analysis
techniques are related to sales forecasting, others
are more general techniques for analyzing
markets. The literature defines several areas in
which market analysis is important. These
include: sales forecasting, market research, and
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marketing strategy. Sales forecasting and market
analysis are complementary skills that any
marketing manager should possess
Customer Needs, Wants, and Demands:
The most basic concept underlying marketing is
that of human needs. Human needs are states of
felt deprivation. They include basic physical
needs for food, clothing, warmth, and safety:
social needs for belonging and affection: and
individual needs for knowledge and self —
expression. These needs were not created by
marketers: they are a basic part of the human
makeup.

wants are the form human needs take as
they are shaped by culture and individual
personality. An American needs food but wants
a big mac, French fries, and a soft drink. A
person in Mauritius needs food but wants a
mango. Rice, lentils, and beans. Wants are
shaped by buying power, wants become
demands. Given their wants and resources,
people demand products with benefits that add
up to the most value and satisfaction.
Scope of the Study
The study has a wider scope covering the
MARKET ANALYSIS of the people who are
using TOYOTA cars and it also emphasizes on
the parameters like customer awareness,
customer perception branding value and image.
It also throws a light on the customer awareness
of the automobile industry with attention to
TOYOTA. The project covers the entire
branding features on their impact on customer

Objectives of the Study
e To know the customer perception on
TOYOTA
e To know the customer satisfaction on
TOYOTA

e To estimate the factors influencing the
buying behavior of the customer
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e To know the brand image among the
customers.
e To know the brand awareness among
the customers.
II. RESEARCH METHODOLOGY
Research Design:

A research design is considered as the
frame work or plan for a study that guides and
helps the collection and analysis of the data.

A sound research is the basis of success
of any formal research. It is said to be the blue
print of the study conducted.

Nature of the Data:

The data collected for the study was
mainly primary in nature. There is first hand
information which is customer opinion,
towards the company products. Besides this
secondary data was also collected from
company brochures and company websites.
Sources of Data:

Primary data was collected from the
customers who are using TOYOTA cars in
Hyderabad city.

Secondary data was collected from the
company brochures and company websites.

Methods of Data Collection:

The method adopted to elicit information
from customers is structured questionnaire that
contains close, open ended questions. The
reason for choosing the questionnaire method
is primarily due to the qualitative nature of the
study.

Survey:

Wide range of information about customer
opinion, perception, and expectation is
gathered through survey from Hyderabad city.
Sampling Design:
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Sample Unit: The sampling unit is
customers who are using cars o TOYOTA
India Itd, Hyderabad.

Sample Size: The sample size is 100
customers in Hyderabad city.

Sampling Method: Random Sampling

Limitations:

1. As the most of the customers were
businessmen  hesitate  give  correct
information.

2. The time period of project is 45 days.

3. Though the customers wanted to give
information they could not give as it
wastes their business time.

4. The accuracy of the answers depends
upon the mode of interest of
respondents.

5. Though the customers wanted to give
information they could not, as they felt
it takes away their business time.

6. The accuracy of the answers depends
upon the mode of interest of
respondents.

7. The opinions of the sample may or may
not depict the exact opinions of the
total population.

1. DATA ANALYSIS AND
INTERPRETATION
1. Name Of The Brand People Think First In
The Car Industry.
A) TOYOTA b) Marathi
C) Honda d) Hyundai
E) Mercedes Benz

This question aims at finding the
awareness of the people about TOYOTA in
automobile industry.

Table no:1
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Brand No Of Respondents
TOYOTA 21
Maruti 39
Honda 18
Hyundai 2
Mercedes 10
Benz
Total 100
No Of Respondents
Total
MercedesBenz
Hyundai
Honda B No Of Respondents
INTERPRETATION:

39% of the respondents are think Maruthi brand
first in the car industry

21% of the respondents are think TOYOTA
brand first in the car industry

18% of the respondents are think Honda brand
first in the car industry

18% of the respondents are think Hyundai brand
first in the car industry

10% of the respondents are think Mercedes Benz
brand first in the car industry

2 .Do You Own A Car.

A) Yes
B) No
Options Respondents
Yes 70
No 30
Total 100
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100
20
80
70
60
50
40
30

oYES
BNO
OTOTAL

20
10
0

Respondents

INTERPRETATION:

From the above table it is clear that 70% of the
respondents own a car

From the above table it is clear that 30% of the
respondents doesn’t own a car

Inference

From the analysis it is clear that 70% of the
respondents own a car

3. If Yes, Which Car Do You Own ?

A. TOYOTA b.. Honda
C. Toyota d. Hyundai
E. others
Options No Of Respondents
TOYOTA 25
Honda 12
Hyunda 08
Others 15
Total 100
No Of Respondents
Total
others | (D
Hyundai - ® No Of Respondents
Honda | (D
Tovors | (D
5 1 w 6 @ u
INTERPRETATION:

From the above table it is clear that
o 25% of the people owned TOYOTA
cars

Iv.
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15% of the people owned Other cars
12% of the people owned Honda cars
10% of the people owned Toyota cars
08% of the people owned Hyundai cars
FINDINGS

39% of the respondents are think
Maruthi brand first in the car industry
From the above research it is clear that
70% of the respondents own a car

25% of the people owned TOYOTA
cars

The test drive of TOYOTA Innova is
not taken by 61% of respondents
Majority of respondent’s ies 63% of the
people satisfied with perfomance of the
Innova.

40% of the people rated that service of
the Innova is Average and they are not
satisfied with after sales service of
Innova due to huge rush at service
centers.

54% of the people feeling that mileage
of Innova is same comparing to others
Most of the respondents ies 76% are
feeling comfort and convenient with
Innova

67%of respondents feeling good with
the Safety And Security Measures In
TOYOTA Innova

39% of the people think Endeavour is
the best vehicle in TOYOTA Brand
56% of respondents are feeling the
pricing of Innova is high

63% of people don’t know that
TOYOTA Innova Has Entered In To
The Limca Book Of Record.

53%of people feeling that Innova Is A
Status Symbol For them

58% of respondents satisfied Good with
Innova
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e 30% of respondents choice is TOYOTA

Innova among other vehicles i
TOYOTA brand
SUGESSTIONS

» There is a need to improve service to
customers for this purpose there is a
need to open another service station in
twin cities. And provide best service.

» The Company should develop the

Strategies like
Advertisement to capture more market.

» The company needs to develop the

promotional

branding strategies in a publicity point

of view, because public relations are

more important than advertisement.
V. CONCLUSIONS

The research has brought to light
various facts about customer perception on
branding. The questionnaire that was contact
customers to obtain their feedback had helped to
understand customer needs and wants and their
feedback is providing to maintain better
customer relationship.

1. Among the communication options
about customer awareness there is
significance difference.

2. TOYOTA Innova is maintaining a good
position in the market among its
competitors.

3. Almost customers preferring brand ,
mileage and price in buying a car.

4. Among the customer perceptions about
TOYOTA Innova is significance
difference. Most of the customers feel
happy and satisfied with Innova.

5. Most of the customers satisfied with
TOYOTA Innova.

6. Most of the customers rated the service
is average

7. Most of the respondents are feeling
comfort and convenient with Innova
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