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1.1 INTRODUCTION
This research aims at examining automobile sales promotion strategies of Toyota. Furthermore, it explores consumers or car owners’ attitudes towards sales promotion program and their buying decision, and analyzes the effectiveness of strategies employed by the two brands. Audiences will benefit from knowledge about underlying effect of advertising and be able to distinguish information needed for making buying decision from sales promotion strategies. 
 Automobile industry is a big industry that has an impact on the country’s economy. The automobile market is fiercely competitive. Sales promotion strategies play a significant role in marketing and help increase sales. In Thailand, more and more automobiles are sold as a result of sales promotion strategies including advertising. However, additional reasons and motivations to buy automobiles apart from advertising should also be investigated. This study consolidates consumers’ or car buyers’ attitude towards Toyota and Honda brands and their sales promotion strategies and also examines the level of attractiveness of advertising as perceived by them. The findings will benefit advertisers in terms of crafting the sale promotion plan that best responds to consumers need. For consumers as an audience of advertisers, they will be able to analyze sales promotion strategies and advertising effectively.
Promotion is the major component of a company's total marketing mix along with product planning, pricing and distribution. When planning the total promotional program in a company, management must ordinarily make use of the campaign concept. "A campaign is a co-ordinate series of promotional efforts built around a single theme or idea and designed to reach a predetermined goal". The term "campaign" is often in connection with advertising and it seems more appropriate to apply the concept of a campaign first to the entire promotional program. Then the total promotional campaign can be subdivided into its advertising, personal selling and sales promotion components.
In developing a promotional campaign company should establish the campaign goal as to aim at consumer of their product, segmenting the market according to their product or services. Geographically a company has local regional and national campaign depending upon the availability of funds and objectives. The factor which should influence the promotional mix are the amount of money available for promotion, nature of the market, nature of the product and the stages of the product's life cycle.
1.2 RESEARCH PROBLEM
Sales promotions targeted at the consumer are called consumer sales promotions. Sales promotion targeted at retailers and wholesale are called trade sales promotion. Sales promotion includes several communication activities that attempt to provide added value or incentives to consumers, wholesalers, retailers or other organizational customers to stimulate immediate sales. These effects can attempt to stimulate product interest, trail or purchase. This study investigated sales promotion strategies of two leading Indian automobile brands; Toyota. The instrument is questionnaire designed to find out various factors affecting buying decisions and respondents’ attitude towards a particular brand. Sales promotion a key ingredient in marketing campaigns consists of a collection of incentives tools, mostly short term, designed to stimulate quicker or greater purchase of particular product or service by consumer or the trade whereas advertising offers a reason to buy, sales promotion offers an incentive to buy. Sales promotion includes consumer promotion, trade promotion, business and sales-force promotion.
1.3 OBJECTIVES OF THE STUDY
· To study the effectiveness of sales promotional activities of Amana Toyota, Thottada, Kannur
· To analyzing dealers perception in sales promotional activities of Toyota
· To study about influence of sales promotion strategies including persuasive messages and presenters used in advertising on consumer buying decision.
· To investigate consumers or potential buyers’ attitude towards sales promotion strategies. 
· The problems faced by the customers of” TOYOTA MOTORS”.
· To study the satisfaction level of existing customers of “TOYOTA MOTORS”. 
· To study the role of brand image in the purchasing decision of Toyota Motors.

1.4  SCOPE OF THE STUDY
The research is the outcome of the study carried on the topic A study on effectiveness of Sales promotion Amana Toyota, Thottada, Kannur. Sales promotion strategies is a variety of short-term incentives to encourage trial or purchase of a product or service involving advertising, price, place, product and promotion mix. An automobile refers to a passenger car only.

1.5 RESEARCH METHODOLOGY
Research methodology is away to systematically solve the research problem. It may be understood as a science of studying how research is done scientifically. It means that the way one researcher select him sample size, methods of data collection, various tools used for studying the problem with certain objectives.
1.5.1 Research Design
Research design is a comprehensive plan of the series of operation that research intends to carry out to accomplish the research objectives.
1.5.2 Source of data
Main source of data are
· Primary data 
· Secondary data
Primary Source
Primary data are those which are collected a fresh and for the first time and thus happen to be original in character. Under primary method of data collection several methods are available. For my project study questionnaire method, discussion with employees & superiors is done. 
Secondary Source 
The secondary data are those which have already been collected by someone else and which have already been passed through statistical process. Secondary data may be published or unpublished data. Secondary data collection method consist of 
· Various publication of central ,state or local government 
· Various publications of foreign government or of international bodies and their subsidiary organization.
· Books, magazines and reports
· Reports and publications of various associations connected with business and 
1.5.3 Sampling 
Sampling method
Simple random sampling method is used in this research. 
Sample Size 
The sample size used for the study is 125 respondents from the customers. The respondents were from Kannur area.
1.5.4 Tools and techniques
·  The various tools used for collecting the data are as follows: 
Questionnaire
· Questionnaires refer to forms filled in by respondents alone. Questionnaires were handed to the respondents in field and asked them to fill it. This method can be adopted for the entire population or sampled sectors.
Interviews
· In interviews information is obtained through inquiry and recorded by enumerators. Structured interviews are performed by using survey forms. The interviewer in one-to-one conversation collects detailed personal information from individuals using oral questions. 
1.6 CHAPTER SCHEME
· This project report consists of five chapters;
· The first chapter is the Introduction and design of the study, which includes introduction , significance of the study, scope of the study, objectives of the study, methodology, tools of analysis, limitation of the study and chapter scheme.
· The second chapter consists of review of literature.
· The third chapter includes the profile of the study 
· The fourth chapter data analysis and interpretation
· The fifth  chapter consists of findings, recommendation &conclusion for further improvement
1.7 LIMITATION OF THE STUDY
· The study was confined within Kannur district.
· The respondent answer may be biased.
· Time was the main constraint of the study.
· The number of respondents is limited to hundred. it may not be universally acceptable.















CHAPTER-2
REVIEW OF LITERATURE

















2.1 REVIEW OF LITERATURE
Sales promotion has become an integral part of the promotion schemes of both manufacturers and retailers of durable as well as non-durable consumer goods. It consumes a very significant portion of the promotional expenses of marketers. In some of the developed countries allocation of promotion budget to sales promotion has far exceeded spending on advertisement. Brand managers are now relying heavily on sales promotion because its impact on sales is more direct, immediate, and quantifiable as compared to advertisement. Marketers use both price and non-price promotions either independently or in association with each other. Price promotions allow buyers to make some savings of money where as non-price promotions like premium add value to the offer. Point-of-Purchase promotions like feature advertisements and displays lead to impulse buying. The dynamic nature of sales promotion has inspired many researchers to turn their attention to study the various issues related to this element of promotion mix. Many studies have been conducted on the planning, implementation and evaluation aspect of sales promotion worldwide. These studies are reviewed and presented briefly under suitable heads like Studies on Consumer Promotion, Studies on Sales Force Promotion, Studies on Trade Promotion and Other Studies on Promotion.
Vecchio, Del, Devon et.al. (2006) ' report the results of the study, which examined the effect of sales promotion on brand preference through Meta-analysis. Results of 51 studies had been integrated. As per the study sales promotions do not affect post promotion brand preferences in general.
But depending upon characteristics of sales promotion and the promoted product, promotion can either increase or decrease preference for a brand. 
Ndubisi, Oly, Nelson and Moi, Tung, Chiew (2005) in their study evaluated the impact of sales promotional tools, namely coupon, price discount, free sample, bonus pack, and in-store display, on product trial and repurchase behaviour of consumers. The moderation role of fear of losing face on the relationship between the sales promotional tools and product trial was also examined. The results of study show that price discounts, fiee samples, bonus packs, and in-store display are associated with product trial.Coupon does not have any significant effect on product trial. Trial determines repurchase behaviour and also mediates in the relationship between sales promotions and repurchase. Fear of losing face significantly moderates the relationship between in-store display and product trial.
Kumar, V. and Swaminathan, Srinivasan (2005) ' studied the impact of coupons on brand sale and how that impact decays over the life of the coupon. The authors use an econometric model to demonstrate the coupon effect in terms of equivalent price reduction, account for coupon effect over time, allow inference of coupon effects when retailers decide to double or triple the coupon value and provide both self-coupon and cross-coupon elasticities at different levels of aggregation. Results indicate that the effect of doubling the face value of coupon result in more than a proportionate increase in elasticity and both self and cross- coupon elasticities are much smaller in magnitude than the average self-cross price elasticity.
Laroche, Michel et.al. (2005) ' studied the effect of coupons on consumer's brand categorisation and choice process using fast-food restaurants in China. Results suggest that there are both direct and crossadvertising effects i.e., the presence of a coupon for a focal brand has an impact on consumer's attitudes and intentions towards that brand.
Lewis, Michel (2004) developed an approach for simultaneous measurement of the influence of a dynamic loyalty programme and more traditional short- term promotions. They argue that the loyalty programmes under examination successfblly alter behavior and increase retention rates. Email based coupons, shipping fee and general price levels all significantly affect customers purchase decisions. 
 Anderson, T. Eric and Simester LDuncan (2004) investigated how the depth of a current price promotion affect future purchasing of first time and established customers based on three large scale field experiments on durable goods sold through a direct male catalogue. The findings reveal different effect for first-time and established customers. Deeper price discounts in the current period increased future purchases by the first time customers (a  positive long-run effect) but reduced future purchases by established customers (a negative long- run effect)
Dawes, John (2004) ' reported the result of his study on the effect of a massively successfbl price promotion in a consumer goods category. Specifically, he sought to determine if this large price promotion had any long-term impact on brand value; short-term impact on total category volume for the retailer; short-term effect on competing retailers; and long-term effect on category sales for the retailer who runs the promotion. Results of the study showed that a very successfbl promotion did not have any longer-term effect on the brand (positive or negative), but it did expand the total category for the retailer, though temporarily. Sales dropped slightly for one competing retailer at the time of promotion out of the three units studied. It was observed that the promotion was followed by a decline in the total category volume for the retailer, suggesting some degree of purchase acceleration or stockpiling by consumers, Longer-term negative effect on category cancelled out approximately two third of the gain of the price promotion to the retailer.
MARKETING
Marketing deals with identifying and meeting human and social needs. Simply marketing means `meeting needs profitably'. Marketing management is the art and science of choosing target market and getting keeping and growing customers through creating, delivering and communicating the value of goods and services.
Swinyard (1997) is of the view that US retailers have been more responsive to market shifts now which resulted in mergers and consolidation, franchise options, joint ventures, vertical integration, increase in financial power, information technology explosion etc. The results highlight that the reason for retail market shift is the law of natural selection- adapt to the environment or die. Retailers that continually understand and meet the expectations of shoppers will succeed.
According to Levy et al (2004), pricing optimization is currently one of the hottest topics in the retail industry. This study explores how retailers typically make pricing decisions using time-honoured heuristics and attempt to infer the optimal decision. The study also provides examples of the more sophisticated competitive pricing techniques that are currently being tested and the affect of advertising, competition, and substitute products on price. Brennan and Lundsten (2000) analysed the impact of large discount stores on US towns, reason for shopping and retailer strategy, and found that customers shop at discounters for low prices and large variety and specialty stores for the unique items they cannot find elsewhere.
Consumers prefer to shop more from new discounters than the existing stores. According to Goldman (2001), the retailing strategies of international formats have been transferred to the developing countries now experiencing a surge in modern retail formats. Retailers have pursued different format transfer policies. Some retailers transfer their total format unchanged while others introduce extensive changes as different segments of consumers' demand differently due to changing lifestyles. According to Gopal (2006), the consumer shopping behaviour during leisure is largely driven by the recreational infrastructure as a competitive strategy of retailers. This also helps in developing store loyalty, innovative concern and perceived customer values whereby individuals experience enjoyment from shopping. According to India retail report (2009), healthy investment climate, retail
Customer segments, growing shopping centres', malls, supermarkets and departmental stores are the major factors that have earned India the top spot among the favoured retail destinations.
These developments indicate that this is just the right time to think of retail. The study by Mirtal et al (2008) helps retailers to determine the most important drivers of retail store choice. the finding suggest that the retailers marketing strategy will have to take into account two sets of attributes; (1) loyalty drivers and (2) shopping experience enhancers. For apparel shopping the loyalty drivers are attractive merchandise mix, sales promotions, price, and recommendation/relationship whereas the shopping experience enhancers are store reputation/advertisements, temperature (air conditioning), return guarantee, and ambient conditions. According to Kaur and Singh (2007), youth constitutes an important consuming class. The important dimensions of motivation for the youth are pressures of dual career families and high disposable incomes. Markets can hence tap this important target segment by framing the promotion strategies appropriately. The study by Dalwad (2010) emphasizes that the product range, store layout, shopping convenience, promotional schemes, competitive pricing, customer service, employee behaviour, and store ambience significantly influence the customers.
Urbonavicius et al (2005) evaluates the image attributes importance for customers. The researchers illustrate that buyers indicated a number of image attributes of multiple retailers, which are important for them and make impact on store selection. Three latent factors that integrate multiple retailers' image attributes and explain interrelationships are, (i) additional value and image, (ii) store image, and (iii) product. These factors assist in comparing positions of the chain stores. The study by Tender and Crispen (2009) investigates the influence of in-store shopping environment on impulsive buying among consumers.
The study by Fametal (2010) highlighted strategies aspects of in-store marketing, by focusing on two key components of in-store marketing, namely in-store promotions and price markdowns. These seem to be the two most important aspects of in-store marketing. The results indicate that a discount marketing strategy, environmental uncertainty and emphasis on price promotions are key to explaining retailer's perceptions and use of marketing in-store activities.
The empirical study by Koca and Bohlmann (2008) reveals wide variety of pricing strategies among retailers. The researcher presents theoretical and empirical analyses that address these varied pricing strategies.
A retailer's strategy to discount deeply or frequently is driven by the ratio of the size of switcher segments for which the retailer competes to its loyal segment size. Malls, supermarkets and hypermarkets are growing rapidly adopting aggressive strategies to attract customers. These strategies in turn affect the existing small players.
Service and technology up-gradation are the major strategies adopted by small players to retain customers, Kokatnur (2009). According to Gupta et al (2009) and Reichheld and Schefter (2000) retention of existing customers is five times more profitable than adding new ones. The results indicates that customer's perceived value is an important indicator of customer's continued intention, and so are the loyalty incentives provided by the store. Customers value convenience more than enjoyment. Organized retailers can increase customer relation by focusing their strategies in making customer experience more valuable and convenient. The study by Shih (2010) explores marketing strategies and consumer attitudes towards manufacturers' and retailers' store brands chosen from Taiwan retailing outlets. Low prices, promotion activities, brand endorsed strategies, and increasing store image, positively support the brand equity and consumer purchase intentions of retailers store brand. Retailers should improve the store image, enhance the product's perceived quality, and establish brand equity and brand loyalty among consumers. Grewal et al (2009) focuses on the role of macro factors in the retail environment and how they can shape customer experiences and behaviours. Several ways (e.g., promotion, price, merchandise, private label brand, supply chain and location) to deliver a superior customer experience are identified which should result in higher customer satisfaction, more frequent shopping visits, larger wallet shares and higher profits.
Ghosh and Tripathi (2010) recommend the various strategies for retailers in designing their outlets that would meet the expectations of shoppers and thus motivate them towards store patronage decisions. The results of the study reveal that cross-merchandise, private-label braids, fun and entertainment, effective sales personnel and technology adoption are the strategies recommended for retailers. According to Grewel et al (2011) innovations inpricing and promotion provide consideration opportunities to target customers effectively both offline and online.
This study synthesizes recent advances in pricing and promotions findings as they pertain to enhanced targeting, new price and promotion models, and improved effectiveness. Price promotions are a key marketing instrument used by on-and offline retailers to generate sales and increase their market share.
Based up on the above literature review, twenty retail marketing strategies have been taken up for further analysis.
The strategies along with the researchers supporting these are listed below: Now days, consumers are the critical component for success especially for retailers. It is not easy to satisfy the consumers as they want high quality merchandise at low price. So it is important for retailers to understand the needs of the customers and meet their requirements,
The marketing concept originated in the western developed countries after the industrial revolution. Over a period of many decades the concept of marketing has changed, evolved and passed through two distinct stages, production and sales orientation. At the end of the 194-0s, production efficiencies were regarded as essential for achieving and maintaining a successful and prosperous business activity but in the 1950s researchers began to argue that: marketers should pay more attention to the customers' needs and wants (Svensson, 2001). This fundamental principle is often referred to as the 'marketing concept', which replaces the product (emphasising product quality), production (emphasising product availability), and selling (emphasising sales volume) oriented philosophies.
McKitterick (1957) asserted that the marketing concept is a business philosophy that challenges the previous concepts. According to him, marketing concept is a customer oriented, integrated and profit oriented philosophy of business. Consistent with McKitterick (1957) other authors identified three aspects of the marketing concept: (1) the customer as a focal point of business activities, (2) the necessity of integrating marketing activities across functions, and (3) the need for a profit orientation (Barksdale and Darden, 1971; McNamara, 1972). According to McNamara (1972), marketing concept is a philosophy of business management; based upon a company-wide acceptance of the need for customer orientation, profit orientation, and recognition of the important role of marketing in communicating the needs of the market to all major corporate departments. Kotler (1998) also supported the work of Barksdale and Darden (1971) and McNamara (1972) stating that, the key to achieving organisational goals consists in determining the needs and wants of target markets and delivering the desired satisfactions more effectively and efficiently than competitors. According to Kotler (1998), marketing concept rests on four pillars: (1) target market, (2) customer needs, (3) integrated marketing, and (4) profit through customer satisfaction. In this connection, Walker et al. (1992) also asserted that the marketing concept is the most effective means of attaining and sustaining a competitive advantage and of accomplishing company objectives, that initiate the planning and coordinating all activities for satisfying customer needs and wants. That is under marketing concept a company should place a major emphasis on the analysis of target market's needs and wants and deliver the desired satisfactions more efficiently and effectively than competitors in order to maximise its current profit.
Considering the above discussion, marketing concept can be defined as a consumer orientation represented by the ability to recognise targeted customers' generic wants, needs, and preferences and satisfy them by continuously creating and delivering superior value backed by an organisation-wide integrated effort of all functional areas within the organisation in order to achieve long-term corporate goals and objectives.
Competitive advantage is an organization's ability to perform in one or more ways that competitors will not and cannot match (Kotler, 2000) and is realized by the organization's marketing strategy, the implementation of this strategy and the context in which competition unfolds. The target consumers will be the core and centre of the organization'smarketing strategy.
In the 1950s, framework such as the marketing mix was developed to make the most of market demand. The 4 Ps, product, price, place and promotion were use to describe the levers that if used appropriately could lead to an increase in company's profitability.
The strategy to strengthen the relationship between the needs and wants of the user and the products and services offered by the organization is better known as the marketing mix. This mix incorporates four elements, namely, products, price, place and promotion. To put in another way, a typical marketing mix consists of product or service offering at a price, targeting a customer segment in certain place and a set of modalities to reach the target customer and promotion to tell the potential customer about the availability of the offering(McCarthy, 1978).
The 4 Ps represent the sellers' view of the marketing mix variables available to influence buyers perspective, each marketing tool is designed to deliver customer benefits.
Lauterborn (1990) suggested that the sellers 4 Ps corresponds to the customers 4Cs product corresponds with customer needs and wants, price responds with cost to the customer, place responds with convenience and promotion corresponds with communication.
The insurance and the economic growth of the country mutually influence each other. As the economy grows, the standard of living of people improves and demand for insurance products emerges. A well-developed insurance market promotes economic growth by encouraging risk taking.
Pfeffer (1965) in this study makes an effort to measure the profit potential of the new life insurance companies. The five types of strategies available to new companies are: grandfather strategy; hit and run; captive; brokerage; and traditional strategy. Although the evaluation of profit potential in case of new companies is practically impossible due to various reasons such as paucity of useful published data about the actual performance, it is concluded that out of many entrants, only a few are capable of doing business in the long run.
Peterson et al (1972) study the effect of marketing innovations in life insurance sector. The results show that flow of innovation is a two-step flow i.e. it flows from innovator firms to large firms in the industry and then to others. The relative advantage of innovating firms is short lived when the offering in unprotectable. Therefore future research on diffusion of competitive innovation among sellers must consider industry characteristics such as "ability to protect innovations."
Median (1982) presents different marketing strategies for insurers, suggesting that the selection of an appropriate strategy should be based on the internal conditions and external forces facing the firm. The two broad categories of insurance marketing strategies exist: growth strategies; and competitive marketing strategies. Due attention should be given to the marketing organisational structure and its departmental responsibilities.
Browne and Kim (1993) identify the factors that lead to the variations in life insurance demand across nations. Important factors found to be dependency ratio, national income, social security provided by government, inflation, education level, average life expectancy, price of insurance and religion. The findings that life insurance is positively correlated with national income and negatively correlated with inflationary expectations, suggests that economic development and economic stability greatly increase life insurance consumption. Osterville (1996) presents some empirical tests of the relationship between financial development and the development of the life insurance sector and provides empirical evidence of the negative effects of a monopolistic market on life insurance growth. Skilled human capital is a source of competitive advantage because industries in developing countries suffer from a major handicap of shortage of skilled personnel.
Zimmerman (1999) in this study concentrates on the insurance industry and on insurance that there firm,' actions designed to cope with barriers to international trade. They find out that there are 26 barriers to insurance trade, which are discriminatory against foreign insurers. Respondents feel that barriers can become a critical factor if they create prohibitive costs or difficulties for the firm's entry. A new market entry decision model has been proposed based on the findings.. Nowadays many insurance companies are trying hard to woo the female population. The study finds that women feel that their lives are not as valuable as their husbands, they perceive insurance as a tool for risk coverage and not as atax saving device, there is also lack of knowledge about suitable insurance plans.
PROMOTION 
(Tang, 2014)The aim of this paper is to investigate an optimal promotional strategy of intra-category cross-selling on culinary products for the fiercely competitive, fast-moving consumer goods (FMCG) industry.
(Trivedi, 2003)Research conducted over the last decade, on the influence of brand inertia or variety seeking on promotional response, has yielded mixed results. Variety seekers have been found to be more price sensitive by one set of researchers, while another stream of work finds them to be less sensitive.
(Hopper, 1995)Investigates family financial service choice behavior including insurance, investments, and banking services.Indicates that, for the majority of the couples surveyed, both spouses participate in financial decision making.(Nanda, 2018)The purpose of this paper is to examine how movie studios develop an integrated social media strategy to achieve box office success. Departing from prior studies which focus on single social media platforms, this study examines the role of integrated social media promotion strategy using multiple social media platforms on movie success in the Bollywood movie industry.
(R.Graeff, 1995)Reviews and critiques literal views of product comprehension which rely on recall of key product claims to measure “correct” comprehension. Presents a constructive view of comprehension where product comprehension is seen as the process of forming personal interpretations of a product′s self‐relevance.
(Mathews, 1986)Since convenience is one of the most crucial items in the decision to choose a particular bank, the smallest market share by the British National Girobank (BNG) seems something of an anomaly. A questionnaire survey administered by students using a quota sample showed that general awareness of Girobank is high but detailed awareness of services offered is much lower. Clearly the current promotional strategy used is not effective. 
(B.Jones, 1994)Presents a communications relationship model for setting promotional goals. The model divides promotional objectives into short, mid‐ and long‐range goals and helps present advertising and related promotional tools as an ongoing process. Its focus is primarily on how advertising and related communications engineer situations and the importance of gearing advertisements that maximize subsequent advertisements′ effectiveness.
(Murray, 2006)The purpose of this paper is to investigate how new wines are introduced to and adopted by the consumer within the grocery retail sector in Ireland.
(Houghton, 2008) To provide a better understanding of the relationship between wine festivals, winery visitation and wineries in order to determine whether wine festivals are an effective promotional tool.
(Poulis, 2011)The purpose of this paper is to shed more light on the influence of a tourism‐oriented environment on the promotional channel strategies of fast‐moving consumer goods (FMCG) firms.
(park, 2004)Promotional support, as a push strategy, that manufacturers use to encourage retailers to carry their products needs retailers' cooperation. This study investigates the effects of retailers' fashion and price orientations on manufacturers' offerings of and retailers' cooperation with promotional support. Twenty‐one promotional support items applicable to the apparel retailing were studied. Questionnaires completed by 137 US apparel retail buyers via a modified national mail survey were analyzed. 
(Mathur, 1998)The stock price reactions to announcements of advertising services and providing services on the Internet are examined in this paper. The overall results suggest that Internet‐related activities are generally desirable. 
(Soares, 2017)Marketing strategies can be used to leverage business in the service sector, specifically in veterinary medicine; among other benefits, it can make a difference in satisfaction and consequent customer loyalty. 
(palazon, 2009)This study aims to integrate price consciousness into the promotional effectiveness framework. Specifically, it aims to analyse whether price consciousness affects the evaluation of price discounts and premiums at two different benefit levels (moderate vs high).
(Alvarez, 2008)The purpose of this present paper is to analyse the influence prices have on consumers' purchase decisions. Specifically, three aspects related to this variable are considered: formation of reference prices, effects of price variances on the buying behaviour and the influence of price promotions on the purchasing process.
(R.M, 2017)In pharmaceutical marketing, salespeople require promotional instruments to satisfy and retain their customers (physicians), but companies ignore the need because of the costs involved. It appears that the importance of promotional support is understood differently by managers and sales representatives. 
(Young, 2000)Although there is an extensive literature on the child's understanding of the intent behind advertising, children's understanding of the promotional nature of advertising and marketing has been neglected. Promotional is defined as making positive claims about the product. Children aged from 4 to 9 years of age were presented with television commercials with different endings and asked which ending should be used when the ad is shown on TV. Results show that 4–5‐year‐olds chose the fun option that shows the product in a bad light but by 5–6 years of age children are rejecting this option in favour of the promotional ending and by 7–8 years less than 10% chose the fun option. 
(M.page, 2007)The purpose of the current study is to identify the extent to which promotional strategiesand attention elements appear in a sample of children's food commercials.
(Ndubisi, Awareness and usage of promotional tools by Malaysian consumers: the case of low involvement products, 2006)To evaluate the awareness and behaviours of Malaysian consumers towards sales promotional tools such as, coupons, price discount, free samples, bonus packs, and in‐store display in the purchase of low involvement products.
(Borges, 2005)ven if a sales promotion attracts consumers to the store, the hi‐lo performance will be uncertain if these consumers buy only promoted categories. Retailers need to pay attention to avoid promoting categories that are frequently bought together in the same promotionalaction, or be faced with a strong redundancy effect
(D'Astous, 2002)Reports the results of a three‐study research program whose purpose is to gain a better understanding of consumer reactions to premium‐based promotional offers. In the first study, elaborates and evaluates a comprehensive typology of premium‐based promotional offers with respect to its content and predictive validity. 
(Banerjee, 2009)Marketers have been using discounts and freebies for sales promotion strategy for a long time, yet a dilemma concerning better promotion remains.
 (Tripodi, 2001)Sponsorship's ability to help a company achieve its corporate and marketing objectives has enabled the communication tool to climb to the top of a marketer's promotionalconsideration set. This paper sets out to review the industry's current understanding of sponsorship as a promotional mechanism.
(kitchen, 1996)Suggests that significant changes are taking place within the promotional mix in UK FMCG firms. In particular points to the emergence of public relations as a dynamic tool within the promotional mix, indicating why this tool may have emerged in relation to the more well known promotion tools.
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3.1 INDUSTRY PROFILE
With the invention of the wheel in 4000 BC, man’s journey on the Road of mechanized transport had begun. Since then he continually Sought to devise an automated, labor saving machine to replace The horse. Innumerable attempts reached conclusion in the early 1760s with the building of the first steam driven tractor by a French Captain, Nicolas Jacob Cugnot. It was however left to Karl Benz and Gottlieb Damlier to produce the first vehicles powered by the internal combustion engine in 1885. It was then that the petrol engine was introduced, which made the car a practical and safe proposition. The cars in this period were more like the cars on our roads today, with cars came the era of speed. 
The first ever land-speed record was established about a 100 years back, in 1898. Count Gaston de Chasseloup-Laubat of France drove an electric car (in Archers near Paris) at a speed of 39.24 miles per hour. This flagged off the era of ‘wheels racing’, which lasted till 1964, after which jet and rocket -propelled vehicles were allowed. Then onwards, it has been one big journey...on the roads. From the singsong rhythm of the bullock cart to the jet-age, India has also traveled a long way. An average Indian’s dream car may not be the design-savvy Honda or the stately limousine, but he sure can dream, and afford, the Maruti now. 
During the 1920s, cars exhibited design refinements such as balloon tires, pressed-steel wheels, and four-wheel brakes.
The origin of automobile is not certain. In this section of automobile history, we will only discuss about the phases of automobile in the development and modernization process since the first car was shipped to India. We will start automotive history from this point of time.
The automobile industry has changed the way people live and work. The earliest of modern cars was manufactured in the year 1895. Shortly the first appearance of the car followed in India. As the century turned, three cars were imported in Mumbai (India). Within decade there were were total of 1025 cars in the city.The dawn of automobile actually goes back to 4000 years when the first wheel was used for transportation in India. In the begining of 15th century Portuguese arrived in China and the interaction of the two cultures led to a variety of new technologies, including the creation of a wheel that turned under its own power.By.1600s small steam-powered engine models was developed, but it took another century before a full-sized engine-powered vehicle was created.
The actual horseless carriage was introduced in the year 1893 by brothers Charles and Frank Duryea. It was the first internal-combustion motor car of America, and it was followed by Henry Ford's first experimental car that same year. 
One of the highest-rated early luxury automobiles was the 1909 Rolls-Royce Silver Ghost that featured a quiet 6-cylinder engine, leather interior, folding windscreens and hood, and an aluminum body. It was usually driven by chauffeurs and emphasis was on comfort and style rather than speed.
During the 1920s, the cars exhibited design refinements such as balloon tires, pressed-steel wheels, and four-wheel brakes. Graham Paige DC Phaeton of 1929 featured an 8-cylinder engine and an aluminium body.
The 1937 Pontiac De Luxe sedan had roomy interior and rear-hinged back door that suited more to the needs of families. In 1930s, vehicles were less boxy and more streamlined than their predecessors. The 1940s saw features like automatic transmission, sealed-beam headlights, and tubeless tires.
The year 1957 brought powerful high-performance cars such as Mercedes-Benz 300SL. It was built in compact and stylized lines, and was capable of 230 kmh (144 mph).
This was the Indian automobile history, and today modern cars are generally light, aerodynamically shaped, and compact.
ABOUT INDIAN AUTOMOBILE INDUSTRY (HISTORY)
From the policy standpoint, the Indian automobile industry can be viewed in terms of the pre-1991 (before liberalization) and post-1991 (after liberalization) phase. 4-4-1) Pre-1991, Before Liberalization 1880's & early 1900's: About hundred years ago the first motorcar was imported and Import duty on vehicles was introduced. Indian Great Royal Road (Predecessor of the Grand Trunk Road) was conceived. First car brought in India by a princely ruler in 1898. Simpson & Co established in 1840. They were the first to build a steam car and a steam bus, to attempt motorcar manufacture, to build and operate petrol driven passenger service and to import American Chassis in India. Railways first came to India in 1850's. In 1865 Col. Rookes Crompton introduced public transport wagons strapped to and pulled by imported steam road rollers called streamers. The maximum speed of these buses was 33 kms/hr. From 1888 Motors Spirit attracted a substantial import duty. In 1919 at the end of the war, a large number of military vehicles came on the roads. In 1928 assembly of CKD Trucks and Cars was started by the wholly owned Indian subsidiary of American General Motors in Bombay and in 1930-31 by Canadian Ford Motors in Madras, Bombay and Calcutta. In 1935 the proposals of Sir M Visvesvaraya to set up an Automobile Industry was disallowed.1942 Hindustan Motors Ltd incorporated and their first vehicle was made in 1950.In 1944 Premier Automobiles Ltd incorporated and in 1947 their first vehicle was produced. In 1947 the Government of Bombay accepted a scheme of Bajaj Auto to replace the cycle rickshaw by the auto and assembly started in a couple of years under a license from Piaggio.Manufacturing Program for the auto and scooter was submitted in1953 to the Tariff Commission and approved by the Government in1959.In 1953 the Government decreed that only firms having manufacturing program should be allowed to operate and mere assemblers of imported CKD units be asked to terminate operations in three years. Only seven firms namely Hindustan Motors Limited, Automobile Products of India Limited, Ashok Leyland Limited, Standard Motors Products of India Limited, Premier Automobiles Limited, Mahindra & Mahindra and TELCO received approval. M&M was manufacturing jeeps. Few more companies came up later. Government continued with its protectionism policies towards the industry. Automobile Products of India (API) and Enfield India had already commenced the manufacture of scooters, motorcycles, mopeds and autos from 1955. In 1956, Bajaj Tempo Ltd entered the Indian market with a program of manufacturing Commercial Vehicles, and Simpson for making engines. AIA&AIA (association of the component manufacturers) came into being in 1959 and Government approved Bajaj Auto Ltd's plans for domestic manufacture of Vespa scooters and granted permission to produce 6000 units annually.   
AUTOMOBILE INDUSTRY IN INDIA
The automotive industry in India is one of the larger markets in the world. It had previously been one of the fastest growing globally, but is currently experiencing flat or negative growth rates. India's passenger car and commercial vehicle manufacturing industry is the sixth largest in the world, with an annual production of more than 3.9 million units in 2011.According to recent reports, India overtook Brazil and became the sixth largest passenger vehicle producer in the world (beating such old and new auto makers as Belgium, United Kingdom, Italy, Canada, Mexico, Russia, Spain, France, Brazil), grew 16 to 18 per cent to sell around three million units in the course of 2011-12.In 2009, India emerged as Asia's fourth largest exporter of passenger cars, behind Japan, South Korea, and Thailand. In 2010, India beat Thailand to become Asia's third largest exporter of passenger cars.
As of 2010, India is home to 40 million passenger vehicles. More than 3.7 million automotive vehicles were produced in India in 2010 (an increase of 33.9%), making the country the second (after China) fastest growing automobile market in the world in that year. According to the Society of Indian Automobile Manufacturers, annual vehicle sales are projected to increase to 4 million by 2015, no longer 5 million as previously projected.
The majority of India's car manufacturing industry is based around three clusters in the south, west and north. The southern cluster consisting of Chennai is the biggest with 35% of the revenue share.
 The western hub near Mumbai and Pune contributes to 33% of the market and the northern cluster around the National Capital Region contributes 32%. Chennai, with the India operations of Ford, Hyundai, Renault, Mitsubishi, Nissan, BMW, Hindustan
Motors, Daimler, Caparo, and PSA Peugeot Citroën is about to begin their operations by 2014.Chennai accounts for 60% of the country's automotive exports. Gurgaon and Manesar in Haryana form the northern cluster where the country's largest car manufacturer, Maruti Suzuki, is based. The Chakan corridor near Pune, Maharashtrais the western cluster with companies like General Motors, Volkswagen, Skoda, Mahindra and Mahindra, Tata Motors, Mercedes Benz,Land Rover, Jaguar Cars, Fiat and Force Motors having assembly plants in the area. Nashik has a major base of Mahindra & Mahindra with a UV assembly unit and an Engine assembly unit. Aurangabad with Audi, Skoda and Volkswagen also forms part of the western cluster. Another emerging cluster is in the state of Gujarat with manufacturing facility of General Motors in Halol and further planned for Tata Nano at their plant in Sanand. Ford, Maruti Suzuki and Peugeot-Citroen plants are also set to come up in Gujarat Kolkata with Motors, Naiad with Honda and Bangalore with Toyota are some of the other automotive manufacturing regions around the country.
 In 2011, there were 3,695 factories producing automotive parts in all of India. The average firm made US$6 million in annual revenue with profits close to US$400 thousand.
The first car ran on India's roads in 1897. Until the 1930s, cars were imported directly, but in very small numbers.
An embryonic automotive industry emerged in India in the 1940s. Hindustan was launched in 1942, longtime competitor Premier in 1944.
 They built GM and Fiat products respectively. Mahindra & Mahindra was established by two brothers in 1945, and began assembly of Jeep CJ-3A utility vehicles. Following the independence, in 1947, the Government of India and the private sector launched efforts to create an automotive component manufacturing industry to supply to the automobile industry. In 1953 an import substitution programme was launched, and the import of fully built-up cars began to be impeded.
However, the growth was relatively slow in the 1950s and 1960s due to nationalization and the license raj which hampered the Indian private sector. Total restrictions for import of vehicles were set and after 1970 the automotive industry started to grow, but the growth was mainly driven by tractors, commercial vehicles and scooters. Cars were still a major luxury item. In the 1970s price controls were finally lifted, inserting a competitive element into the automobile market. By the 1980s, the automobile market was still dominated by Hindustan and Premier, who sold superannuated products in fairly limited numbers. During the eighties, a few competitors began to arrive on the scene.
Liberalization
Eventually multinational automakers, such as, though not limited to, Suzuki and Toyota of Japan and Hyundai of South Korea, were allowed to invest in the Indian market ultimately leading to the establishment of an automotive industry in India. Maruti Suzuki was the first, and the most successful of these new entries, and in part the result of government policies to promote the automotive industry beginning in the 1980s. As India began to liberalise their automobile market in 1991, a number of foreign firms also initiated joint ventures with existing Indian companies. The variety of options available to the consumer began to multiply in the nineties, whereas before there had usually only been one option in each price class. By 2000, there were 12 large automotive companies in the Indian market, most of them offshoots of global companies.
The Premier Padmini was the Ambassador's only true competitor Exports were slow to grow. Sales of small numbers of vehicles to tertiary markets and neighbouring countries began early, and in 1987 Maruti Suzuki shipped 480 cars to Europe (Hungary). After some growth in the mid-nineties, exports once again began to drop as the outmoded platforms handed down to Indian manufacturers by multinationals were not competitive. This was not to last and today India manufactures low-priced cars for markets across the globe. As of 18 March 2013 global brands such as Proton Holdings, PSA Group, and Geely Holding Group are shelving plans for India due to the global economic crisis.
INDIAN AUTOMOBILE INDUSTRY AT PRESENT
The Indian automobile industry has come a long way since the first car ran on the streets of Mumbai in 1898. The initial years of the industry were characterized by unfavourable government policies. The real big change in the industry, as we see it today, started to take place with the liberalization policies that the government initiated in the 1991. The liberalization policies had a salutary impact on the Indian economy and the automobile industry in particular. The automobile industry in the country is one of the key sectors of the economy in terms of the employment opportunities that it offers. The industry directly employs close to around 0.2 million people and indirectly employs around 10 million people. The prospects of the industry also has a bearing on the auto-component industry which is also a major sector in the Indian economy directly employing 0.25 million people. The automobile industry in India is gradually evolving to replicate those of developed countries. The trends are emerging in the industry across segments, namely, passenger cars, multi-utility vehicles, commercial vehicles, two-wheelers and tractors. The qualitative analysis of the various trends reveals that the industry offers immense scope even for allied industries and those looking at investing in the auto industry. The Indian automobile industry is undergoing a revolution of sorts. The vehicle war is on. And it's a fight to the finish. Within the span of a few years, the vehicle market has displayed an array   Of models that were hitherto undreamt of. Ford, General Motors, Toyota, Volvo are household names today. Launch of a vehicle in one category spawns a war for the throne. The Ikon, Accent and Baleno have been launched. The Wagon R, due next, is predicted to give tough competition to those already in that sector. Czech carmaker, Skoda, a subsidiary of German auto major Volkswagen, is introducing the Octavia. India's only Sports car, the San Storm, is all set to race into our hearts. Hero Motors and the Kinetic Group are both set to launch new models. 
In the three-wheeler market, after its eco-friendly Bijlee, Mahindra & Mahindra (M&M) plan to enter the market in a big way with their new diesel engine vehicle yet to be christened. Toyota has been to enter the multi-utility segment with the launch of its Qualis. In these last years of the millennium, suffice it is to say that Indian cars will only grow from strength to strength. There are 48 companies in the Automobile Industry in India that comprise of all vehicles, including two and three-wheelers, Passenger Cars and multi-utility vehicles, light ,medium and heavy commercial vehicles, agriculture and earth moving machinery Since the inception of the Automobile Industry in India till liberalization (1942 to 1991, in a fifty-year period) only 31 companies have been established in the Industry; while in post-liberalization period (in a ten-years period from 1992 till 2001), 17 companies entered to the Industry. 
Most of these new entrance all multinational companies that have joint venture with Indian companies. Multinational companies own more than 50% stake in their joint ventures, and sometimes this stake comes near to 100%. For example Italian Auto major, Fiat   
Auto Spa has 94.77% stake in Fiat India Limited. A few of these new companies are fully subsidiary of foreign companies like Yamaha Motor India Ltd which is 100% subsidiary of Yamaha Motor Company of Japan. 
Some Indian Automobile companies have several subsidiaries for manufacturing different vehicles, same as Eicher Ltd, Sonalika Group, Escorts Ltd and Mahindra & Mahindra. Eicher Ltd includes Eicher Tractors Ltd for tractors manufacturing and Royal Enfield Motors Limited in motorcycles section. Sonalika Group has International Tractors Limited for the manufacture of tractors (incorporated 1995) and Sonalika Agriculture Corporation (established in 1971) that has approximately 80% share in Indian market of farm machinery. Escorts Ltd also includes Escorts Tractors Ltd and Escorts JCB Ltd. Mahindra & Mahindra has Mahindra Nissan Allwyn and Gujarat Tractors Corporation as subsidiaries. Several companies in the Industry were declared sick during their life; because they have come under the Sick Industrial Companies (Special Provisions) Act, 1985. Thus they have been referred to the Board of Industrial and Financial Reconstruction (BIFR). Finally 26 companies in the industry have been listed in Bombay Stock Exchange (BSE); and only 18 of them were listed in 2001 or before that date and were not delisted of BSE or not referred to BIFR. One company also has eliminated because of its negative values for average operating income during the period of the study. So the remained companies (17 companies) have been considered as population of the study which has been explained in details in the methodology of research. 















3.2  COMPANY PROFILE 
Details of Amana Toyota –VPK Motors PVT Ltd
Name of the organization	Amana Toyota – VPK Motors (p) Ltd
Location			Thottada. P. O      
                                                 Kannur-670007
Telephone			0497 3000333
0497 2835577
Fax				0495 3000399
E-Mail				vpkmotors@sify.com
Visit us			www.amana Toyota.com
Inauguration			21st May 2006
Products			Toyota Camry, Corolla, Innova, LC Prado, Spare parts 
				And Services.
No. of Employee		213
Total Capitalization		Five Cores
Average Sales Month		102.75 vehicles

AMANA TOYOTA, exclusive dealership of globally renowned Toyota was started on 21st December 2001, under the dynamic leadership of Mr.V.P.K.ABDULLA at Kannur.
It was the vision of the management and the relentless efforts put in by the committed employee that enabled the organization to distinguish itself in the region. The management has planned to strengthen the operations and magnify the customers’ service goals in order to ensure that each customer’s unique needs are addressed to their utmost satisfaction. The headquarters of Amana Toyota located at Calicut includes top management and other professionals from various functions such as sales, customer service, finance and general administration etc…  
Amana Toyota employees, partners in its success, vigorously uphold its mission statement for every assignment. Their customers have responded tremendously to their commitment and their support has enabled Amana Toyota to offer unmatched service in six major districts across North Kerala.
INDUCTION PROGRAMME AT AMANA TOYOTA
· Key personnel of the organization 
· Brief history
· Business activities
· Structure of the organization
· HRD policy outline
· Company policy and objectives
· Job description, roles and responsibilities, rules and regulation governing hours of work and over-time, safety & accident policy, leave policy, holiday, methods of reporting.
· Career plan, opportunities, promotions
· Awareness of the company’s environment policy
After the introduction program separate personnel records are kept for different individual so it is important that employee furnish all his personal details in the prescribed form. Human Resource department maintains the records pertaining to the personnel i.e. provident fund and employee state insurance, contribution made to ESI,PF and Labour status, certificates issued by Toyota Kirlosker Motors, other institution etc. In this personnel record the employees leave records also will be updated so as for the immediate information of the employee and their availing leaves.     



MISSION STATEMENT
“At Amana Toyota, we pledge to provide distinctive analytic and unparalleled customer service as we strive to gain the respect and trust of our customer’s well-wishers and above all our team-members’’
CODE OF BUSINESS ETHICS
The company has a long and distinguished tradition of adherence to the highest ethical standards. The company intends to maintain the standards in all of its business dealings. They apply in the acquisition of new business as well as to the performance of our contractual obligations improper activities could harm the company’s reputation for integrity and result in adverse consequences to the company and its employees.
The purpose of this code of business ethics (“code”) is to affirm in a comprehensive statement the standard of conduct required by the company. Adherence to this code is the responsibility of each employee and is a condition of continued employment. The code will be administered independently with other practices of the company. Adherence to the code will be the subject of management attention and periodic internal audits & reviews. An employee’s actions under this code are significant indications of the individual’s judgement& competence.
ENVIRONMENT POLICY
The environment policy is the driver for implementing and improving an organisations environmental management system. So that it can maintain and potentially improve its environmental performance. This policy should there for reflect the commitment of top management to comply with applicable legal requirements & other requirements to prevent pollution and to continually improve. The environmental policy forms the basis upon which the organisation sets its objectives and targets. The environment policy should be sufficiently clear to be understood by internal and external interested parties and should be periodically reviewed and revised to reflect changing conditions and information. Its area of application (i.e. scope) should be clearly identifiable and should reflect the unique nature, scale and environmental impacts of the activities, Products and services with the defined scope of the environmental management system. The environment policy should be communicated to all the persons who work for on behalf of the organization, including contractors working at the organisations facility. Communication to contractors can be in alternative forms to the policy statement itself, such as rules, directives & procedures and may there for only include pertinent sections of the policy. The organisations environment policy should be defined & documented by its top management with the contract of environmental policy of any broader corporate body of which it is a part and with the endorsement of that body.
As a good corporate citizen, Amana Toyota an automobile dealer is committed towards protection of the environment by minimizing our impact on the environment through the prevention of pollution, conservation of natural resources and continual improvement.
To support this commitment it is the policy to
· Activity promote environmental awareness and knowledge among team members through continual education and job specific training
· Ensure compliance with legal as well as other requirements to which our company subscribes
· Establish and review environmental objectives and target annually to ensure better environmental performance through proactive continual improvement activities.  
MAJOR ACHIEVEMENTS & RECOGNITIONS AMANA TOYOTA
· All India Best Dealer 2003-“c” category
· Winner-Best TDMS Award 2003&2004
· Customer service performance Award 2004-“single star”
· Winner highest sales satisfaction Award-2004
· Certified with ISO 14001,Since March 2004
· Superior Award of customer satisfaction for 2005
· Best new dealership Award for the year 2006 for Kannur unit
· Platinum Award for becoming “All India Best dealer in the year 2006
· Best infrastructure Award 2008
· Toyota Kirlosker Motor Quality month-Best dealer (2008-09)
· Triple Crown Award, Best of the Best dealer Award, All India winner in customer service activities for the year 2010
PRODUCT PROFILE
Amana Toyota and esteemed institution in Malabar region deals with luxury motor car of Toyota Kirloskar motor Limited such as Toyota, Corolla, Camry, Innova and LC Prado. They also have spare parts of these vehicles and provide quality services. Thus the products of Amana Toyota comprise 3S, that is, Sales, Service and Spare.
 SALES
The sales of Amana Toyota include the selling of
· ETIOS LIVA
· ETIOS
· ETIOS CROSS
· COROLLA ALTIS
· FORTUNER
· CAMRY
· PRIUS
· LAND CRUSIER PRADO






BRIEF DESCRIPTIONS OF THESE VEHICLES ARE GIVEN BELOW
Etios Liva







Etios Liva is a Q Class Hatch, which was launched in June 2011. This car, which is available in seven dynamic colors and four variants, is powered by a 4 cylinder 16 valve, 1197cc BS-IV compliant engine that provides a mileage of 18.31 kmpl. This Toyota company car comes with a five speed manual transmission, power steering, AC and an integrated audio system with steering mounted audio controls in its high end variants. Anti-lock braking system (ABS) with Electronic brake force distribution (EBD) and dual SRS air-bags are included as a safety features in this small hatchback. The sporty design of this vehicle has one of the most comfortable and spacious interiors in its segment and gives a strong competition to its competitors.
 The Toyota Etios Liva is one of the most spacious and comfortable cars in its segment. The dual tone interior feels bright, but material quality isn’t impressive. The hatchback feels comfortable and convenient from inside, though it lacks some vital features. The engine is frugal, but in terms of power and performance it fails to make an impact. The handling is predictable, and ride quality is decent. The driving dynamics isn’t impressive, especially in city.

Etios







Launched in December 2010, Etios is a B segment compact sedan. The car in six vibrant colors and four variants is powered by a 1.5L, 16 valve DOHC BS-IV compliant engine that has fuel economy of 17.6 kmpl of petrol.  A five speed manual transmission and power steering has been provided for this two wheel drive sedan. The air conditioning is enhanced by company's 'clean air filter'. Unlike other sedans developed outside India, this Toyota company car has been specially designed keeping Indian perspective in mind. 
Toyota Etios is an entry level sedan that is available with diesel and petrol engine options in seven trims. Along with attractive looks, its defining characteristics are excellent fuel economy, class-leading comfort features, smooth handling and great performance, which makes it a high selling model in the B segment. It won Sub-Compact Sedan of the Year (NDTV Car & Bike Awards 2011), Car of the Year and Mid Size Car of the Year (Over Drive CNBC TV 18 Awards 2011) and Saloon Car of the Year (Bloomberg UTV Auto Car Award 2011) awards when it was launched.




 Etios Cross 

Toyota Etios Cross [image: Toyota Etios Cross]
The crossover market is new to the Indian consumers and in given time it is expected to gain some pace. The arrival of Toyota Etios Cross will certainly provide a good purchasing option to prospective buyers as well as the company's vast fan following. In the price bracket of Rs. 5.76 lakh – Rs. 7.42 lakh, the car is packed with all the necessary and modern features, which can tempt the customers to a great extent. The diesel engine has the fuel efficiency factor, whereas, the petrol mills also don't lag behind in terms of mileage. The unconventional looks of Toyota Etios Cross might take some time to gain plaudits from all auto connoisseurs but in the given time, the car has the ability to become a decent road performer.





Innova
[image: http://www.rushlane.com/wp-content/uploads/2013/10/toyota-innova-facelift-images.jpg]
Innova with its launch in February 2005 created a new segment in Indian automobile space. The car is claimed to be India's first 3-row seating passenger luxury vehicle and remains one of the highest selling vehicle from the company. This Toyota company car is available in both petrol and diesel engine variants. In 2009, the CNG variants of Innova were also launched. A host of premium segment comfort and convenience features along with basic amenities like air conditioner with heater has been provided in the cabin of this vehicle. A limited edition Innova Crystal was launched in August 2011, which incorporated special features like smoked alloy wheels, rear roof spoiler, dual tone leather seat covers, dark wood panel and similar high class improvements.
Toyota Innova has been the segment leader and is aiming to continue its joyful ride in the Indian car market. With subtle changes to exterior and interior, the Innova looks attractive. Ease of driving, high end features like reverse parking camera, chrome embellishments across the model are few of its positive points. Well, it has to be a six-seater MPV, but keeping Indian buyers taste in mind, the company opts for a seven and eight seat options.

Corolla Altis
An executive class sedan Corolla Altis has gone through minor facelifts since its launch in 2003. A CNG variant of this car was launched in 2010 and latest of these launches occurred in June 2011. This Toyota company car is available in petrol and diesel engine variants. Petrol version comes with 1798cc, 2ZR Dual VVT-I BS-IV compliant engine and is offered in 7-speed sequential shiftmatic (AT) or 6-speed manual transmission. The diesel variant is powered by 1ND D-4D diesel engine with variable nozzle turbo and intercooler. Available in seven vibrant colors, the sedan is laden with some advanced comfort and convenience features like touch screen controls for its DVD audio system, one touch start, smart entry and a new eco-driving indicator.
Toyota Corolla Altis is an Executive sedan that is available in India in four petrol and three diesel variants. This car is favored by buyers due to classy and elegant looks and a host of luxury features, and is one of the highest selling models in its segment. In the Subros Car & Bike Awards 2011, the diesel motor of Corolla Altis was judged as the Engine of the Year.
Fortuner
Toyota Company in India launched Fortuner in August 2009. This Toyota company car is an ultimate sports utility vehicle equipped with a 3L D-4D diesel engine and intercooler turbocharger. The full-time 4 wheel drive vehicle is offered in 5-speed manual transmission and is capable of giving optimum performance in all terrains. The vehicle has host of comfort features that are available only in premium segment sedans. Like any other SUV, it comes with a power steering, windows, disc brakes with ABS and SRS air-bags for driver and co driver. 
Toyota Fortuner is a premium Sports Utility Vehicle (SUV) that is best known in the country for its aggressive looks, high end luxury amenities, tremendous off-roading capabilities and excellent ride quality. This car is available in the domestic market in 3 variants (4WD manual, 2WD manual, 2WD automatic), with a single diesel engine option. It has been bestowed with honors like Consumer Favorite Enthusiast Focused Car 2010 and Consumer Favorite off Road 2010 by Auto Build.
Camry
Toyota Camry has been available in India from the very beginning and has gone through subsequent re-launches in 2005 and 2009. The 2.4 Liter 4-Cylinder VVT-I BS-IV compliant engines, introduced for the first time in 2005 version are still continued. This premium segment sedan is available in both manual and automatic five speed transmissions. These Toyota company cars have advanced comfort features like power control for driver seat adjustment and audio system with MID control on steering wheel. Other features that are packed in this car are climate control air conditioning, sensor controlled wind shield wipers and include six SRS air bags for safety. 
Toyota Camry is the luxury sedan from the Japanese auto major Toyota. Brought as a CBU in India, the sedan carries a high price tag. However, its features justify its price to a great extent. The sedan comes in only petrol variant in the country and in both automatic and manual transmission options. Its sophisticated looks and classy interior makes it a premium class sedan. Top gear awarded Toyota Camry as the best designed car of the year. 
Prius
Toyota's acclaimed Third Generation Prius was launched in India in January 2010. This hybrid electric car from Toyota Company in India was displayed for the first time at Auto Expo 2010 in New Delhi. This Toyota company car comes with a 1.8L, 2ZR FXE engine that works in three modes for better power, fuel economy and finally an electric mode that works entirely on rechargeable batteries. Car comes with electronically controlled shift lever, push start system, smart entry, and audio system with steering mounted controls, Bluetooth, ABS with EBD, disc brakes and SRS air bags.
Toyota New Prius is the perfect answer to the growing environmental concerns of Indian consumers. Equipped with an electrically controlled continuously variable transmission system, it runs on a motor that is powered by battery as well as petrol. This model won Ista Green Award (NDTV Car & Bike Awards 2011), Green Technology of the Year (Suborns Car & Bike India Awards 2011), Green Award of the Year (Over Drive CNBC TV 18 Awards 2011 and Bloomberg UTV Auto Car Award 2011), The Green Steering Wheel 2010 (Auto Bild), Green Car of the Year (ET Zigwheels Awards 2010).
Land Cruiser Prado
Toyota Land Cruiser Prado is a luxury Sports Utility Vehicle (SUV) that comes with a diesel engine option with 4WD mechanism in India. This model is known for its body-on-frame construction, a host of high end comfort and convenience features and unmatched capability to tackle the roughest of terrains with utmost ease. It was the recipient of the Best Import Car of the Year award by Business Standard Motoring in 2004.Toyota Company in India introduced Land Cruiser Prado in November 2004. It was company's fourth major launch after Corolla, Qualis and Camry. Like the Camry, Land Cruiser Prado was imported in India as a completely built unit. The stylish sports utility vehicle is powered by a giant 2982cc, 16 Valve DOHC, D4-D Diesel Engine with Intercooler Turbocharger. The vehicle has 18 inch tubeless radial tires with all time four wheel drive, 5-speed manual transmission and includes ventilated disc brakes with ABS and EBD. It has an unending list of comfort, security and advanced technical features that make it an ultimate all terrain luxury sports vehicle.
Toyota Land Cruiser Prado is a luxury Sports Utility Vehicle (SUV) that comes with a diesel engine option with 4WD mechanism in India. This model is known for its body-on-frame construction, a host of high end comfort and convenience features and unmatched capability to tackle the roughest of terrains with utmost ease. It was the recipient of the Best Import Car of the Year award by Business Standard Motoring in 2004.
Toyota Land Cruiser
Toyota Land Cruiser 200 is the top-of-the-line luxury Sports Utility Vehicle offered by the Japanese car maker in India. The unmatched performance of the model is centered on its huge 4.5 L engine, full time 4WD system, TEMS suspension and 6 speed automatic transmission systems. It excellent performance makes it the ideal vehicle to tackle adverse terrains, ranging from forests to mountains, with utmost ease.
Toyota product
Toyota provides a wide variety of vehicle all over the world according to the needs of the customers. Following are the important types among them;
1) TOYOTA MATRIX
The 2003 Toyota matrix is a street performer that combines versatility and styling in a truly affordable package. 
2) MR 2 SPYDER
Toyota’s MR 2 Spyder has a mid-mounted OOCHC VVT-I engine. The soft
top MR 2Spyder delivers genuine wind – in – your hair sport car performance.
3) TOYOTA COROLLA
The 2003 Toyota Corolla is another flagship product of Toyota Motor Corporation.
It is sporty and smart; fun is sure to follow. It is the world largest selling vehicle in the upper”C” segment.
4) TOYOTA CAMRY
The 2003 Camry has that inimitable blend of style, comfort, and performance not to mention Toyota reliability.
5) TOYOTA  INNOVA
The Innova is a result of a unique process that has broken new grounds in the way automobiles are created. The Innova brings together qualities never before seen  together in an automobile.
6) TOYOTA  LAND  CRUISE
Whatever corners of the planet go want to go to the legendary V8 Land Cruisers ready taken they you there. In fact it’s probably been there already.
7) TOYOTA SEQUOIA
Toyota’s full size V8 sequoia seats up to the eight and boasts enough cargo capacity, and cup holders to make all eight happy. Given its size and structure, the sequoia is sure to exceed customer expectations.
8) TOYOTA 4 RUNNER
Larger, more powerful and more capable, the completely redesigned 2003 4 Runner is engineered to follow in the footsteps of world’s great adventures.
9) TOYOTA AVALONE
With is VVT – IV engine, advanced technology and abundance of luxury and safety features, the Avalon provides a perfect antidote to the everyday drive.
10)  TUNDRA REGULAR CAB
The Toyota Tundra regular Cab offer a powerful double overhead Cam (DOHC) 
32 – Valve I –FORCE V8. It is the truck other full size pickups want to be.
11) TUNDRA ACCESS  CAB
Toyota start with the power of regular cab, add two doors and luxuries like front fabric captain’s chairs.
12) TOYOTA PUIRS
The vehicle is powered by the Toyota hybrid system (THS), prius combines a super efficient gasoline engine with a powerful; electronic motor and prius recharges itself while it’s being driven.
13) CAMRY SOLARA
The existing Camry Solara Convertible Iavishes you with driving experience that could be described as “WIDE OPEN”.
14) TOYOTA ECHO
The restyled 2003 Toyota Echo has a spacious interior, an energetic VVTOI engine and two or four door models in a newly styled exterior. Toyota quality has a never been so utterly affordable.
15) TACOMA XTRA CAB
It is the vehicle that has back-back seat, i.e., flips forward the front drive and passenger seat and possibilities open up.
16) TACOMA DOUBLE CAB
It is the Toyota vehicle rear-seat heater ducts and a title steering wheel.
17) HIGH LANDER
Toyota High Lander gives a refined comfortable ride and exceptionally smooth handing.
18) TOYOTA LC PRADO
It is an absolute power house that goes to any extreme with sculpted work, spoiling comfort and thrilling features.

19) TACOMA  REGULAR CAB
It is available in 4 x 2 or 4 x 4, it is four from bare bones, with such features as a six foot two double walled bed, dual remote mirrors and yes even cup holders.
20) TOYOTA SIENNA
Every sienna loaded with dozens of state of the art safety and comfort features.
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	The sales department of any corporation or business is the catalyst of how well the products are introduced into the market place. A business cannot last long without sales of its goods and services. This makes the Sales Department the most important part of supply and demand of a product. Because of this, the sales department has several duties and responsibilities within the company.
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Dealer service is the key point of contact with customers at the critical, time when most people are weighing their next vehicle purchase. The dealers take advantage by using maintenance visits as opportunities to strengthen with promoters. Excellent service not only reinforces relationships with customers. It can also defuse ill will that disaffected customers to bad – mouth the brand. From the time the customer drops off the vehicle until the customer pick it up, some people may have played a part in servicing the car. All these individuals play an integral role while the car is in the service department.
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Chart  No: 3.4
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ATTENDER

MARKETING DEPARTMENT
· Client Identification:
	It is the responsibility of the sales department to identify the client base of a company. The sales department will work closely with the marketing department to ensure the company’s products or services are marketed and sold to target customers.
· Communication Duties:
The Sales Department will work closely with the Marketing Department to identify the client base, but the Sales Department also has to work closely with the manufacturing department/ the supplier. This working relationship ensures that the products are placed on the production/ supply schedule and a timeline for the delivery of the product is accounted for in order to notify the customer. The Sales Department will periodically check the volume of supply in order to maintain a line of communications with the sales person in charge of the order. If there are difficulties on the production/ supply, the Sales Department is responsible for notifying the customer before the date of delivery has passed.
· Develop New Business:
Once the client base has been identified by the Sales Department and the sales have come to fruition, then the sales department must develop new customers. This new business development will help to increase sales and make the company grow.
· Value Creation Of Product:
The Sales Department must create value for the products they are selling to customers in order to grow the sales of the product. This value creation will also retain the existing customers if the products continue to improve and work proficiently for the clients. This can be done by distinguishing the products from other companies. The customers want feel as though the Sales Department is treating them better than other company’s Sales Department and the product is more valuable. The sales department has this value creation duty.


PRODUCTS:
Amana Toyota is the only dealership of Toyota Motor Co. in Kannur district. It deals with various products like
· Cars
· MPV (Multi Purpose Vehicle)
· SUV (Sports Utility Vehicle)
· Hybrid cars
SERVICE DEPARTMENT
· Service Advisor:
A Service Advisor greets the customer, schedules service work and provides the customer with an estimation of the time and cost of the work that is to be carried out on the vehicle. This role liaises with customers, technicians and workshop controllers. The service advisor will be the first and primary contact person at the dealership. The service advisor is responsible for understanding what needs to be done to a customer’s vehicle, normal maintenance or addressing a specific concern. The service advisor monitors the vehicle’s progress to ensure that the correct repairs are done & the vehicle is finished on time.
· Technician:
Depending on the accreditation level, Service Technicians carry out a range of mechanical and electronic tests to diagnose service & repair vehicles. Toyota Technicians are specially trained to provide the highest quality services to Toyota vehicles. The Technicians liaise with the Workshop Controller & the Service Advisors.
· Job Controller:
A Job Controller coordinates and manages the flow of work through the Service Department

TOYOTA Q SERVICE
[image: ]Toyota offers Q Service Experience, an assurance of Quick Service by Qualified Manpower & Inbuilt Quality of Toyota Genuine Parts for a joyful ownership experience. Toyota's Q Service is a completely standardized Service process ensured through Evolutionary systems & new age tools to ensure a hassle free service experience & quickly respond to all customer needs. From the Regular Service Reminders to Instant Service status updates, from appointment booking to vehicle delivery, each process follows a series of steps which ensures quality service with utmost convenience for our customers. Toyota's Customer First Approach, unique Q Service features ensure that you enjoy trouble free ownership of your Toyota vehicles.
· QUICK: Quick Service with highest degree of precision ensures On time delivery, Everytime Speedy Road side assistance & Quick response to all needs sets Amana Toyota apart.
· QUALIFIED: Amana Toyota ensure the best of qualified personnel are taking care of your Toyota vehicle to get the repairs right in First time. They are recruited from the best technical institutes supported by Toyota , are constantly groomed through Toyota Global Training System & are equipped to use hi-tech tools & equipment.
· QUALITY: A quality vehicle deserves a quality service. At Toyota, Quality check is inherent part of each process & the staff is committed to provide world class service as per Toyota's exceptionally high quality standards. Each Toyota Genuine Part comes guaranteed to provide superior quality, durability & reliability.





PRODUCTS & SERVICES
· EXPRESS MAINTENANCE:
[image: ]EM60 provides High Quality Express Maintenance in just 60 minutes. Three specially trained technicians work simultaneously to reduce time. Quality check is an inherent part of each process. Specially designed Express Maintenance tools and techniques ensure quality job in just 60 minutes.

· [image: Description: Description: C:\Users\user\Desktop\MBA PROJECT\pics\products\road assistance.PNG]QUICK ROAD SIDE ASSISTANCE:
Quick Support Anywhere & Anytime with 24X7 Road Side Assistance. Toyota Road Side Assistance is Free up to 3 years & it can be availed up to 8 years at nominal cost.

· THE SERVICE SUPERMARKET:
Amana Toyota Dealership is One Stop Shop for all vehicle service needs! 
Company offers range of products, services to cater to all service needs including Tyre , Battery, Car Spa & Beautification, Insurance through the best associates in the industry. Body & Paint Services as well as Used car sales services at the same facility make your vehicle ownership pleasant & totally hassle free.

· [image: ]LOWER MAINTENANCE COST:
The tried and tested standards of Toyota quality are inherent in products, parts & services. Long life service parts with fewer replacements, competitive cost of lubricants, parts & labor ensure that customers are served without making your pockets light. Customer has the option of availing Toyota Value Pack [Smiles], which further increases savings & protection from inflation.

· [image: ]BEST IN CLASS WARRANTY:
Amana Toyota ensures complete peace of mind to customers by providing assurance of repair / replacement, within the period of 100,000km / 3years, whichever is earlier. The date as mentioned in the delivery note given during first sale to be considered for Warranty related enquiries. 

· VEHICLE PICKUP & DROP:
[image: ]Amana Toyota takes customers hassles of picking / dropping the car for service from / at your convenient location. The company value customer’s time & trust on Toyota Quality Service.

· QUALIFIED MANPOWER:
Toyota ensures the best of personnel are taking care of customer’s Toyota vehicle to get the repairs right in First time. Employees are recruited from the best technical institutes supported by Toyota & constantly improved through various Skill contests. The manpower is trained through Toyota Global Training Service System & is equipped to use hi-tech tools & equipment. The manpower, be assured, Gets it right, First time...Every time..




· INSTANT SERVICE STATUS INFORMATION:
[image: Description: Description: http://dealer.toyotabharat.com/dealerV10/images/q-service/q-service-img-2.png]Amana Toyota ensures that customers stay updated about their vehicle. The evolutionary customer relationship building tool [e-CRB] constantly updates live status while customers wait for your vehicle at customer lounge at Amana Toyota Dealership. When outside, receive prompt updates through SMS on Repair Estimation, Estimated Delivery time, Repair Completion, Delivery & Invoice.

HUMAN RESOURCE DEPARTMENT
· Recruitment Of Employees:
This is one of the most fundamental roles of the HR department. This is because this function ensures that the company selects the most skilful and competent person from the pool of candidates. This function involves the evaluation of ability and competence of potential employees in relation to what the company needs. 
· Improvement Of Compensation Packages:
One of the major function of the HR Department is to motivate the employees. This can be done through rewards. The HR Department needs to evaluate the performance of employees and those who have succeeded expectations should be rewarded. These compensation packages comes in following ways: 
· Holiday offers
· Yearly bonuses
· Incentives
· Awards
· Salary increments
· Transparent promotion scheme

· Planning In The Organization:
The HR Department is placed with the responsibility of ensuring that it plans adequately for all the organization’s future engagements that will involve people. The HR Department is also bestowed with the responsibility of planning future organizational goal in relation to the people and clarifying these same goals to staff members.
 FINANCE DEPARTMENT:
· Book Keeping:
The finance department is responsible for keeping track of all sales & capital spending at a business.


· Profit & Loss:
Another responsibility of the finance department is to provide Management with a profit and loss statement that will show the overall strength or weakness of a business.
· Update Managers:
Managers need the most current information to make the best decisions for their departments. The finance department has a duty to provide them with the most accurate and timely information possible.
· Financing:
The finance department plays an integral role in helping the business receive the necessary financing it needs, how the money will be paid back & distributing dividends to shareholders.




THEORETICAL FRAMEWORK 
SALES PROMOTION 
Sales promotion is any initiative undertaken by the organization to promote an increase in sales, usage or trail of a product or service. Sales promotion is one of the seven aspects of the promotional mix. (The other six part of the promotional mix are advertising, personal selling, direct marketing, publicity/ public relations, corporate image and exhibitions). Media and non-media marketing communication are employed for a pre-determined, limited time to increase consumer demand, stimulate market demand or improve product availability. Examples include contests, coupons, freebies, and loss leaders, point of purchase displays, premiums, prizes, product samples and rebates.
Sales promotions targeted at the consumer are called consumer sales promotions. Sales promotion targeted at retailers and wholesale are called trade sales promotion.
Sales promotion includes several communication activities that attempt to provide added value or incentives to consumers, wholesalers, retailers or other organizational customers to stimulate immediate sales. These effects can attempt to stimulate product interest, trail or purchase. Examples of devices used in sales promotion include coupons, samples, premiums, point-of-purchase (POP) displays, contests, rebates and sweepstakes.
Meaning of Sales promotion:	
Sales promotion means any steps that are taken for the purpose of obtaining or increasing sales. Often this term refers especially to selling efforts that are designed to supplement, personal selling and advertising and by coordination which help them to become effective.  
Definition of Sales promotion	:
In the words of Philip Kotler, "Promotion compasses all the tools in the marketing mix whose major role is persuasive communications."
According to American marketing association "Sales promotion includes marketing activities other than personal selling, advertising, such as displays, shows and expositions, demonstrations and various nonrecurring selling efforts not in the ordinary routine."
According to Mason and Rath 
"Promotion consists of those activities that are designed to bring a company goods and services to favorable attention of customers."
According to William J Stantom
 "Promotion includes advertising, personal selling, sales promotion and other selling tools."
Consumer sales promotion techniques:
· Price deal:  A temporary reduction in the price, such as 50% off.
· Loyal Reward Program:  Consumers collect points, miles or credits for purchases and redeem them for rewards.
· Cents-off deal:  Offers a brand at a lower price. Price reduction may be a percentage marked on the package.
· Price-pack deal:  The packing offers a consumer a certain percentage more of the product for the same price (for example, 25% extra).
· Coupons:  Coupons have become a standard mechanism for sales promotion.
· Loss leader:  The price of a popular product is temporally reduced in order to stimulate other profitable sales.
· Free-standing insert (FSI):  A coupon booklet is inserted into the local newspaper delivery.
· On-shelf couponing :  Coupons are present at the shelf where the product is available 
· Checkout dispensers:  On checkout the customer is given a coupon based on purchased.
· On-line couponing:  Coupons are available online. Consumers print them out and take them to the store.
· Mobile couponing:  Coupons are available on a mobile phone. consumers show the mobile phone to a salesperson for redemption
· Online interactive promotion game:  Consumers play an interactive game associated with the promoted product.
· Rebates: Consumers are offered money back if the receipt and barcode are mailed to the producer.
· Contests/sweepstakes/games:  The consumer is automatically entered into the event by purchasing the product.
Trade sales promotion techniques
· Trade allowances: Short term incentive offered to induce a retailer to stock up on a product.
· Dealer loader :  An incentive given to induce a retailer to purchase and display a product
· Trade contest :  A contest to reward retailers that sell the most product
· Point-of-purchase displays:  Used to create the urge of "impulse" buying and selling your product on the spot.
· Training programs : Dealer employees are trained in selling the product
· Push money: Also known as "spliffs". An extra commission paid to retail employees to push products.
Trade discounts (also called functional discounts): These are payments to distribution channel members for performing some function.
	Sales promotion is any initiative undertaken by an organization to promote an increase in sales, usage or trail of a product or service (i.e., initiatives that are not covered by the other elements of the marketing communications or promotions mix). Sales promotions are varied.
Often the original and creative and hence a comprehensive list of all available techniques is virtually impossible (since original sales promotion are launched daily..!). Here are some examples of popular sales promotions activities: 
(a) Buy-One-Get-One-Free (BOGOF) - which is an example of a self-liquidating promotion. For example if a loaf of bread is priced at $1, and cost 10 cents to manufacture, if you sell two for $1, you are still in profit - especially if there is a corresponding increase in sales.  This is known as a PREMIUM sales promotion tactic.
(b) Customer Relationship Management (CRM) incentives such as bonus points or money off coupons. There are many examples of CRM, from banks to supermarkets.
(c)  New Media - Websites and mobile phones that support a sales promotion. 
(d) Merchandising additions such as dump bins, point-of-sale materials and product demonstrations.
(e) Free gifts e.g., Subway gave away a card with six spaces for stickers with each sandwich purchase. Once the card was full the consumer was given a free sandwich.
(f) Discounted prices e.g., Budget airline such as EasyJet and Ryanair, email their customers with the latest low-price details once new flights are released or additional destinations are announced.  
(g) Joint promotion between brands owned by a company, or with another company's brands. For example fast food restaurants often run sales promotions were toys, relating to a specific movie release, are given away with promoted meals.
(h) Free samples (take sampling) e.g., tasting of food and drink at sampling points in supermarkets
(i)  Vouchers and coupons, often seen in newspapers and magazines, on packs.
(j) Competitions and price draws, in newspapers, magazines, on tv and radio, on the Internet and on packs.
(k) Cause-related and fair-trade products that raise money for charities, and the less well off farmers and producers, are becoming more popular.
(l) Finance deals - for example, 0% finance over 3 years on selected vehicles. Many of the examples above are focused upon consumers. Don't forget that promotions can be aimed at wholesalers and distributions as well. These are known as Trade Sales Promotions. Examples here might include joint promotions between a manufacturer and a distributer, sales promotion leaflets and other materials (such as T-shirts) and incentives for distributer sales people and their retail clients.
Sales promotion is the process of persuading a potential customer to buy the product. Sales promotion is designed to be used as a short-term tactic to boost sales - it is not really designed to build long-term customer loyalty. Some sales promotions are aimed at consumers. Others are targeted at intermediaries (such as agents and wholesalers) or at the firm's sales force.    
There are many methods of sales promotion, including:
· Money off coupons - Customers receive coupons or cut coupons out of newspapers or a product packaging that enables them to buy the product next time at a reduced price.
· Competitions - Buying the products will allow the customer to take part in a chance to win a prize.
· Discount vouchers - A voucher (like a money off coupon).
· Free gifts - A free product when buy another product.
· Point of sale materials - e.g., posters, display stands -  ways of presenting the product in its best way or show the customer that the product is there.
· Loyalty cards - e.g., Nectar and Air Miles; where customers earn points for buying certain goods or shopping at certain retailers - that can later be exchanged for money, goods or other offers.
Loyalty cards have recently become an important form of sales promotion. They encourage the customer to return to the retailer by giving them discounts based on the spending from a previous visit. Loyalty cards can offset the discounts they offer by making more sales and persuading the customer to come back. They also provide information about the shopping habits of customers - where do they shop, when and what do they buy? This is very valuable marketing research and can be used in the planning process for new and existing products.
Advantages:
Effective at achieving a quick boost to sales encourages customers to trail  a product or switch brands.
Disadvantages:
Sales effects may be short-term. Customers may come to expect further promotions must damage brand image.Every businessman wants to increase the sale of goods that he deals in. He can adopt several ways for that purpose. Usually "lakhpati bano", "win a tour to Singapore", "30% extra in a pack of one kg","scratch the card and win a prize" etc. There are also exchange offers like in a exchange of existing model of television you can get a new model at a reduced prize. There is also observed in neighboring marketing notices of "winter sale", "summer sale", "trade fairs ","discount upto 30%" and many other schemes to attract customers to buy certain products. All these are incentives offered by manufacturers or dealers to increase the sales of their goods. These incentives may be in the form of free samples, gifts, discount coupons, demonstrations, shows, contests etc. All these measures normally motivate the customers to buy more and thus, it increases sales of the product. This approach of selling goods is known as "Sales promotion".
Personal selling involves face-to-face contact with specific individuals, while advertising is directed towards a large number of potential customers. They also help in increasing sales of goods. Thus, advertising can be used as means of communication to inform potential customers about the incentives offered for sales promotion. Personal selling can as well include communication of the incentives to individual customers. But, sales promotion differs from advertising and personal selling in terms of its approach and technique. Sales promotion adopt short term, non-recurring methods to boost up sales in different ways. These offers are not available to the customers throughout the year. During festivals, end of the seasons, year ending and some other occasions these schemes are generally found in the market. Thus, sales promotion consists of all activities other than advertising and personal selling that help to increase sales of particular objectives of Sales promotion
The main objectives of sales promotion are to increase sales. However, there are also some other objectives of sales promotion. The objectives are:
i. To introduce new products
ii. To attract new customers and retain the existing ones.
iii. To maintain sales of seasonal products
iv. To meet the challenge of competition
Importance of Sales Promotion:	
The business world today is a world of competition. A business cannot survive of its products do not sell in the market. Thus, all marketing activities are undertaken to increase sales. Producers may spend a lot on advertising and personal selling. Still the product may not sell. So incentives need to be offered to attract customers to buy the product. Thus, sales promotion is important to increase the sale of any product. Let us discuss the importance of sales promotion from the point of view of manufacturers and consumers.
The importance of sales promotion for manufacturers:
i. It helps to increase sales in a competitive market and thus, increases profits
ii. It helps to introduce new products in the market by drawing the attention of potential customers.
iii. When a new product is introduced or there is a change of fashion or taste of consumers, existing stocks can be quickly disposed off.
iv. It stabilizes sales volume by keeping its consumers with them. In the age of competition it is quite much possible that a customer may change his/her mind and try other brands, various incentives under sales promotion schemes help to retain the customers.	
The importance of sales promotion for consumers:
i. The consumer gets the product at a cheaper rate
ii. It gives financial benefit to the customer by way of providing prizes and sending them to visit different places
iii. The consumer gets all information about the quality, features and uses of different products
iv. Certain schemes like money back offer creates confidence in the mind of customers about the quality of goods and
v. It helps to raise the standard of living of people. By exchanging their old items, they can use latest items available in the market. Use of such goods improves their image in society.
SALES PROMOTION TECHNIQUES:
· Price deal:  A temporary reduction in the price, such as 50% off.
· Loyal Reward Program:  Consumers collect points, miles or credits for purchases and redeem them for rewards.
· Cents-off deal:  Offers a brand at a lower price. Price reduction may be a percentage marked on the package.
· Price-pack deal:  The packing offers a consumer a certain percentage more of the product for the same price (for example, 25% extra).
· Coupons:  Coupons have become a standard mechanism for sales promotion.
· Loss leader:  The price of a popular product is temporally reduced in order to stimulate other profitable sales.
· Free-standing insert (FSI):  A coupon booklet is inserted into the local newspaper delivery.
· On-shelf couponing :  Coupons are present at the shelf where the product is available 
· Checkout dispensers:  On checkout the customer is given a coupon based on purchased.
· On-line couponing:  Coupons are available online. Consumers print them out and take them to the store.
· Mobile couponing:  Coupons are available on a mobile phone. consumers show the mobile phone to a salesperson for redemption
· Online interactive promotion game:  Consumers play an interactive game associated with the promoted product.

TRADE SALES PROMOTION TECHNIQUES
· Trade allowances: Short term incentive offered to induce a retailer to stock up on a product.
· Dealer loader :  An incentive given to induce a retailer to purchase and display a product
· Trade contest :  A contest to reward retailers that sell the most product
· Point-of-purchase displays:  Used to create the urge of "impulse" buying and selling your product on the spot.
· Training programs : Dealer employees are trained in selling the product
· Push money: Also known as "spliffs". An extra commission paid to retail employees to push products.
Trade discounts (also called functional discounts): These are payments to distribution channel members for performing some function.
Sales promotion is any initiative undertaken by an organization to promote an increase in sales, usage or trail of a product or service (i.e., initiatives that are not covered by the other elements of the marketing communications or promotions mix). Sales promotions are varied.
Often the original and creative and hence a comprehensive list of all available techniques is virtually impossible (since original sales promotion are launched daily..!). Here are some examples of popular sales promotions activities:
 (a) Buy-One-Get-One-Free (BOGOF) - which is an example of a self-liquidating promotion. For example if a loaf of bread is priced at $1, and cost 10 cents to manufacture, if you sell two for $1, you are still in profit - especially if there is a corresponding increase in sales.  This is known as a PREMIUM sales promotion tactic.
(b) Customer Relationship Management (CRM) incentives such as bonus points or money off coupons. There are many examples of CRM, from banks to supermarkets.
(c)  New Media - Websites and mobile phones that support a sales promotion. 
(d) Merchandising additions such as dump bins, point-of-sale materials and product demonstrations.
(e) Free gifts e.g., Subway gave away a card with six spaces for stickers with each sandwich purchase. Once the card was full the consumer was given a free sandwich.
(f) Discounted prices e.g., Budget airline such as EasyJet and Ryanair, email their customers with the latest low-price details once new flights are released or additional destinations are announced.  
(g) Joint promotion between brands owned by a company, or with another company's brands. For example fast food restaurants often run sales promotions were toys, relating to a specific movie release, are given away with promoted meals.
(h) Free samples (take sampling) e.g., tasting of food and drink at sampling points in supermarkets
(i)  Vouchers and coupons, often seen in newspapers and magazines, on packs.
(j) Competitions and price draws, in newspapers, magazines, on tv and radio, on the Internet and on packs.
(k) Cause-related and fair-trade products that raise money for charities, and the less well off farmers and producers, are becoming more popular.
(l) Finance deals - for example, 0% finance over 3 years on selected vehicles. Many of the examples above are focused upon consumers. Don't forget that promotions can be aimed at wholesalers and distributions as well. These are known as Trade Sales Promotions. Examples here might include joint promotions between a manufacturer and a distributer, sales promotion leaflets and other materials (such as T-shirts) and incentives for distributer sales people and their retail clients.
	Sales promotion is the process of persuading a potential customer to buy the product. Sales promotion is designed to be used as a short-term tactic to boost sales - it is not really designed to build long-term customer loyalty. Some sales promotions are aimed at consumers. Others are targeted at intermediaries (such as agents and wholesalers) or at the firm's sales force.    
There are many methods of sales promotion, including:
· Money off coupons - Customers receive coupons or cut coupons out of newspapers or a product packaging that enables them to buy the product next time at a reduced price.
· Competitions - Buying the products will allow the customer to take part in a chance to win a prize.
· Discount vouchers - A voucher (like a money off coupon).
· Free gifts - A free product when buy another product.
· Point of sale materials - e.g., posters, display stands -  ways of presenting the product in its best way or show the customer that the product is there.
· Loyalty cards - e.g., Nectar and Air Miles; where customers earn points for buying certain goods or shopping at certain retailers - that can later be exchanged for money, goods or other offers.
Loyalty cards have recently become an important form of sales promotion. They encourage the customer to return to the retailer by giving them discounts based on the spending from a previous visit. Loyalty cards can offset the discounts they offer by making more sales and persuading the customer to come back. They also provide information about the shopping habits of customers - where do they shop, when and what do they buy? This is very valuable marketing research and can be used in the planning process for new and existing products.

Advantages of sales promotion
The advantages of sales promotion are:
1. Creates differentiation – When you launch a new product or ask customers to engage with your business in a new way, this sets you apart from your competition.  Promotion planning compels you to identify something new or different that offers value to your customers;
2. Creates new content and communication opportunities. One of the easiest way to create new content for your customers is to create news.  Promotions are news.  News is content;
3. Creates up sell and cross sell opportunities  – When you package or bundle products around a theme or solution, you can often generate sales of multiple items rather than a single item.  When you focus on creating added value to your regular assortment, you can charge premium prices;
4. Drives customer decision making – Limited availability offers can create a sense of scarcity in your customers that get them to act.  When combined with new content that helps customers clearly see the benefits of what you are promoting, you can create compelling reasons to buy now.  If you can add sampling of your promotional item to the mix, you'll create a lot of reasons for customers to buy;
5. Creates word-of-mouth opportunities – If you operate a retail store, your regular customers are almost always in a routine to buy from you.  Promotions can often get your regular customers a new reason to be surprised and delighted by your business which gets them to talk about you  to their friends;
6. Creates training opportunities for your staff – Like regular customers, your retail sales staff (or any employees who have direct contact with customers), can fall into a routine and lose the enthusiasm in their voice.  Promotions gives you a chance to to train, prepare and reengage them in what’s new in your business;
7. Creates company focus on marketing – Developing a promotion calendar forces you to plan for new marketing programs focused at specific times of year.  If you don’t have a dedicated marketing team doing this for you already, creating a promotions mentality will get you marketing with more frequency and give you more experience to build on;
8. Creates testing opportunities  – Maybe you have ideas that you think customers will like but are unsure of the outcome.  Promotions give you a limited time window to test new ideas and new products and to measure them.  This will help you figure out whether they warrant additional investment of time and money to make them permanent products or services;
9. Grows revenue –  This is the lifeblood of your business.  Sales promotions are a great way to build year-over-year and month-over-month revenue growth.




























CHAPTER-4
DATA ANALYSIS AND INTERPRETATION















DATA ANALYSIS & INTERPRETATION
Analysis and interpretation plays the most important role in any research process.  It helps to extract pertinent findings from the collected data by applying the statistical techniques in discovering additional findings.  It converts raw data into meaningful data by bridging the gap between primary and secondary data. Analysis is done with an attempt to organize and summaries data in order to enhance the effect of results in such a way that enables to relate critical points with study’s objectives.
Percentage analysis and chi-square were used for data analysis and interpretation.  Analysis and interpretation was based on questionnaire and interview schedule, which gives the data that is required for the study.  The analysis and interpretation is based on the options chosen by the respondents.
The responses in the questionnaire have its own value in making a true interpretation. There are 100 respondents for the study. The questions are created in a way that the ambiguity is avoided. After preliminary scrutiny of the filled questionnaires, it is noticed that all the respondents marked their responses to important questions which will lead the study.
The responses of the questionnaires are tabulated and represented in percentages to get a clear cut picture about the responses. It made the interpretation quite easier on the basis of percentages chart is drawn. The selected pie chart was very useful for the interpretation.
The interpretation for questions which seeks Yes or No answers was easy because comparative majority can be identified by the percentage. Diagrammatic representations are given for each question in order to make the finding s more clearly to the reader. Along with simple bar diagrams and pie charts new 3D representation methods are also used to make the presentation more interactive. 
The questionnaire contains two parts. The necessary questions are:


TABLE NO. 4.1
CLASSIFICATION OF GENDER
	
	       Category
	No. of respondents
	Percentage

	Male
	31
	62

	Female
	19
	38

	Total
	50
	100


   Source: Primary data

CHART NO. 4.1
CLASSIFICATION OF GENDER


INTERPRETATION:
Table No.4.1 shows that 62% of the respondents are male and 38% of the respondents are female.

TABLE NO. 4.2
CLASSIFICATION OF AGE OF RESPONDENTS
	
	       Category
	No. of respondents
	Percentage

	Below 30
	8
	16

	30-35
	20
	40

	35-40
	16
	32

	Above 40
	6
	12

	Total
	50
	100


        Source: Primary data


CHART NO. 4.2
CLASSIFICATION OF AGE OF RESPONDENTS

INTERPRETATION:
Table No.4.2 shows that 16% of the respondents are in the age of below 30, 40% of the respondents are in the age of 30-35 years, 32% of the respondents are in the age of 35-40 years and 12% of the respondents are in the age of above 40 years. 
TABLE NO. 4.3
CLASSIFICATION OF OCCUPATION

		       Category
	No. of respondents
	Percentage

	Student 
	3
	6

	Free lancer 
	9
	18

	Service 
	12
	24

	Business 
	26
	52

	Total
	50
	100


        Source: Primary data

CHART NO. 4.3
CLASSIFICATION OF OCCUPATION


INTERPRETATION:
Table No.4.3 shows that classification of occupation, 6% of the respondents are student, 18% of the respondents are freelancer, 24% of the respondents are service and 52% of the respondents are businessman. 

TABLE NO. 4.4
CLASSIFICATION OF EDUCATIONAL STATUS

		       Category
	No. of respondents
	Percentage

	Matriculate Diploma 
	10
	20

	P.G. 
	14
	28

	U.G. 
	23
	46

	Intermediate 
	3
	6

	Total
	50
	100


        Source: Primary data

CHART NO. 4.4
CLASSIFICATION OF EDUCATIONAL STATUS


INTERPRETATION:
Table No.4.4 shows that 20% of the respondents are matriculate diploma, 28% of the respondents are post graduate, 46% of the respondents are under graduate and 6% of the respondents are intermediate. 

TABLE NO. 4.5
SALES PROMOTION TECHNIQUES WHEN BUYING A TOYOTA CAR

		       Category
	No. of respondents
	Percentage

	Discount coupons 
	17
	34

	Contest 
	5
	10

	Prizes 
	10
	20

	Cash refunds 
	18
	36

	Total
	50
	100


        Source: Primary data

CHART NO. 4.5
SALES PROMOTION TECHNIQUES WHEN BUYING A TOYOTA CAR


INTERPRETATION:
Table No.4.5 shows opinion about sales promotion techniques, 34% of the respondents say that they came across discount coupons when buying a Toyota car, 10% of the respondents say that they came across contest, 20% of the respondents say that they came across prizes when buying a Toyota car and 36% of the respondents say that they came across cash refunds when buying a Toyota car.  
TABLE NO. 4.6
SALES PROMOTIONAL ACTIVITIES EXERTED MAJOR INFLUENCE ON DECISION TO PURCHASE A CAR FROM TOYOTA

		       Category
	No. of respondents
	Percentage

	Price off 
	18
	36

	Discount coupons 
	11
	22

	Scratch cards 
	15
	30

	Prizes 
	6
	12

	Total
	50
	100


        Source: Primary data

CHART NO. 4.6
SALES PROMOTIONAL ACTIVITIES EXERTED MAJOR INFLUENCE ON DECISION TO PURCHASE A CAR FROM TOYOTA


INTERPRETATION:
Table No.4.6 shows that sales promotional activities exerted, 36% of the respondents say that they are influenced by price off, 22% of the respondents say that they are influenced by discount coupons, 30% of the respondents say that they are influenced by scratch cards and 12% of the respondents say that they are influenced by prizes on decision to purchase a car from Toyota.  
TABLE NO. 4.7
CREATING AWARENESS IN SALES PROMOTION ACTIVITIES

		       Category
	No. of respondents
	Percentage

	Strongly agree 
	18
	36

	Agree 
	20
	40

	Disagree 
	8
	16

	Strongly disagree 
	4
	8

	Total
	50
	100


        Source: Primary data

CHART NO. 4.7
CREATING AWARENESS IN SALES PROMOTION ACTIVITIES


INTERPRETATION:
Table No.4.7 shows opinion about sales promotion activities, 36% of the respondents strongly agreed, 40% of the respondents agreed, 16% of the respondents disagreed and 8% of the respondents strongly disagreed with the statement that sales promotion activities create awareness about brand. 

TABLE NO. 4.8
DECISION OF BUYING A TOYOTA CAR IS A RESULT OF SALES PROMOTIONAL ACTIVITIES CARRIED OUT BY A TOYOTA

		       Category
	No. of respondents
	Percentage

	Yes
	37
	74

	No 
	13
	26

	Total
	50
	100


        Source: Primary data


CHART NO. 4.8
DECISION OF BUYING A TOYOTA CAR IS A RESULT OF SALES PROMOTIONAL ACTIVITIES CARRIED OUT BY A TOYOTA


INTERPRETATION:
Table No.4.8 shows that 74% of the respondents say that they had a decision of buying a Toyota car is a result of sales promotional activities carried out by Toyota and 26% of the respondents say that they do not had a decision of buying a Toyota car is a result of sales promotional activities carried out by Toyota.
TABLE NO. 4.9
INFORMATION FROM MEDIA FIND OUT MORE TRUST WORTHY 

		       Category
	No. of respondents
	Percentage

	Mass advertisement 
	22
	44

	Hoardings & news papers 
	18
	36

	Bill boards 
	10
	20

	Others 
	0
	0

	Total
	50
	100


        Source: Primary data

CHART NO. 4.9      
INFORMATION FROM MEDIA FIND OUT MORE TRUST WORTHY 


INTERPRETATION:
Table No.4.9 shows that 44% of the respondents say that they find out more trust worthy through mass advertisement, 36% of the respondents say that they find out more trust worthy through hoardings & newspapers, 20% of the respondents say that they find out more trust worthy through bill boards and none of the respondents say that they find out more trust worthy through others. 


TABLE NO. 4.10
DO YOU BELIEVE SALES PROMOTIONAL ACTIVITIES HELP IN GUIDING CUSTOMER PURCHASE DECISION

		       Category
	No. of respondents
	Percentage

	Strongly agree 
	33
	66

	Agree 
	10
	20

	Disagree 
	5
	10

	Strongly disagree 
	2
	4

	Total
	50
	100


        Source: Primary data

CHART NO. 4.10
DO YOU BELIEVE SALES PROMOTIONAL ACTIVITIES HELP IN GUIDING CUSTOMER PURCHASE DECISION

      
INTERPRETATION:
Table No.4.10 shows opinion about believing sales promotion al activities help in guiding customer purchase decision, 36% of the respondents strongly agreed, 40% of the respondents agreed, 16% of the respondents disagreed and 8% of the respondents strongly disagreed with the statement that believing sales promotional activities help in guiding customer purchase decision.
TABLE NO. 4.11
DIFFERENT TYPES OF SALES PROMOTION ACTIVITY THAT AS A CONSUMER ENJOYED FROM TOYOTA 
	
		       Category
	No. of respondents
	Percentage

	Coupons 
	4
	8

	Price 
	9
	18

	Rebate 
	25
	50

	Discount 
	12
	24

	Total
	50
	100


        Source: Primary data

CHART NO. 4.11
DIFFERENT TYPES OF SALES PROMOTION ACTIVITY THAT AS A CONSUMER ENJOYED FROM TOYOTA 


INTERPRETATION:
Table No.4.11 shows that ranking the different types of sales promotion activity, 8% of the respondents say that the consumer enjoyed coupons, 18% of the respondents say that the consumer enjoyed price, 50% of the respondents say that the consumer enjoyed rebate and 24% of the respondents say that the consumer enjoyed discount from Toyota. 

TABLE NO. 4.12
SATISFACTION WITH THE PRODUCT KNOWLEDGE OF SALES PERSON AND PROMOTIONAL ACTIVITIES OF TOYOTA 

		       Category
	No. of respondents
	Percentage

	Highly satisfied 
	27
	54

	Satisfied 
	15
	30

	Dissatisfied 
	8
	16

	Total
	50
	100


        Source: Primary data

CHART NO. 4.12
SATISFACTION WITH THE PRODUCT KNOWLEDGE OF SALES PERSON AND PROMOTIONAL ACTIVITIES OF TOYOTA 


INTERPRETATION:
Table No.4.12 shows that satisfaction with the product knowledge of sales person and promotional activities of Toyota, 54% of the respondents are highly satisfied, 30% of the respondents are satisfied and 16% of the respondents are dissatisfied with the product knowledge of sales person and promotional activities of Toyota. 
TABLE NO. 4.13
SATISFACTION WITH SELLING PRICE OF PRODUCT

		       Category
	No. of respondents
	Percentage

	Highly satisfied 
	32
	64

	Satisfied 
	10
	20

	Neutral 
	6
	12

	Dissatisfied
	2
	4

	Total
	50
	100


        Source: Primary data

CHART NO. 4.13
SATISFACTION WITH SELLING PRICE OF PRODUCT



INTERPRETATION:
Table No.4.13 shows that satisfaction with selling price of product, 64% of the respondents are highly satisfied, 20% of the respondents are satisfied, 12% of the respondents are neutral and 4% of the respondents are dissatisfied with selling price of product. 
TABLE NO. 4.14
MOST PREFERRED VEHICLE CATEGORY OF TOYOTA AS PER SUGGESTION 

		       Category
	No. of respondents
	Percentage

	SUV 
	7
	14

	Hatch back 
	10
	20

	Sedan 
	4
	8

	Premium (luxury) 
	29
	58

	Total
	50
	100


        Source: Primary data

CHART NO. 4.14
MOST PREFERRED VEHICLE CATEGORY OF TOYOTA AS PER SUGGESTION 


INTERPRETATION:
Table No.4.14 shows that 14% of the respondents say that they prefer SUV category, 20% of the respondents say that they prefer batch back, 8% of the respondents they prefer Sedan and 58% of the respondents say they prefer premium (luxury) vehicle category of Toyota  as per suggestion. 
TABLE NO. 4.15
RATING THE PERFORMANCE OF WEBSITE AND SOCIAL MEDIA PAGES 

		       Category
	No. of respondents
	Percentage

	Excellent 
	33
	66

	Good 
	12
	24

	Bad 
	5
	10

	Poor 
	0
	0

	Total
	50
	100


        Source: Primary data

CHART NO. 4.15
RATING THE PERFORMANCE OF WEBSITE AND SOCIAL MEDIA PAGES 


INTERPRETATION:
Table No.4.15 shows that 66% of the respondents rated the excellent performance, 24% of the respondents rated the good performance, 10% of the respondents rated the bad performance and none of the respondents rated as poor performance of website and social media pages. 
TABLE NO. 4.16
TEST DRIVE EXPERIENCE IN AMANA TOYOTA 

		       Category
	No. of respondents
	Percentage

	Excellent 
	34
	68

	Good 
	13
	26

	Bad 
	3
	6

	Poor 
	0
	0

	Total
	50
	100


        Source: Primary data

CHART NO. 4.16
TEST DRIVE EXPERIENCE IN AMANA TOYOTA 


INTERPRETATION:
Table No.4.16 shows that 68% of the respondents say that it is excellent test drive experience in Amana Toyota, 26% of the respondents say that it is good, 6% of the respondents say that it is bad and remaining none of the respondents say it is poor test drive. 


TABLE NO. 4.17
AVAILABILITY OF DEMO CARS IN AMANA TOYOTA 

		       Category
	No. of respondents
	Percentage

	Good 
	32
	64

	Average 
	14
	28

	Poor 
	4
	8

	Total
	50
	100


        Source: Primary data

CHART NO. 4.17
AVAILABILITY OF DEMO CARS IN AMANA TOYOTA 


INTERPRETATION:
Table No.4.17 shows that 64% of the respondents rated as good, 28% of the respondents rated as average, 8% of the respondents rated as poor availability of demo cars in Amana Toyota. 

TABLE NO. 4.18
EFFECTIVE OF EXCHANGE OFFER AND LOYALTY PROGRAMS IN AMANA TOYOTA TO PURCHASE NEW CAR
	
		       Category
	No. of respondents
	Percentage

	Excellent 
	20
	40

	Good 
	17
	34

	Average
	9
	18

	Bad
	4
	8

	Very bad
	0
	0

	Total
	50
	100


        Source: Primary data

CHART NO. 4.18
EFFECTIVE OF EXCHANGE OFFER AND LOYALTY PROGRAMS IN AMANA TOYOTA TO PURCHASE NEW CAR


INTERPRETATION:
Table No.4.18 shows that 40% of the respondents say that it is excellent effective, 34% of the respondents say that it is good, 18% of the respondents say that it is average, 8% of the respondents say that it is bad and none of the respondents say that it is very bad exchange offer and loyalty programs in Amana Toyota to purchase new car.   
TABLE NO: 4.19
ATTRACTIVE DISPLAY INFLUENCES PURCHASE DECISION
	Particulars
	No. of Respondents
	Percentage

	Yes
	46
	92

	No
	4
	8

	Total
	50
	100


Source: Primary Data
CHART NO: 4.19
ATTRACTIVE DISPLAY INFLUENCES PURCHASE DECISION

INTERPRETATION:
From the table it is seen that 92% of respondents thought that attractive display of product  influence  purchase decision and  only 8% of respondents disagree with it.



TABLE NO: 4.20
RATING ABOUT EXCHANGE OF TOYOTA CAR
	Particulars
	No. of Respondents
	Percentage

	Excellent
	35
	70

	Good
	10
	20

	Average
	5
	10

	Poor
	0
	0

	Total
	50
	100


Source: Primary Data
CHART NO:4.20
RATING ABOUT EXCHANGE OF TOYOTA CAR

INTERPRETATION:
From the table it is seen that 70% of respondents opined that the exchange of gold is excellent and 20% opined good and 10% opined  average.













CHAPTER-5
FINDINGS, SUGGESTIONS AND CONCLUSION







5.1 FINDINGS
· Genders wise classification of respondents shows that majority of the respondents are male.
· From the classification of age of respondents, it is found that majority of 40% of the respondents are in the age of 30-35 years.
· It is shown that majority of 52% of the respondents are businessman.
· From the classification of educational status, it is found that majority of 46% of the respondents are under graduate. 
· It is shown that 36% of the respondents say that they came across cash refunds when buying a Toyota car. 
· It is shown that sales promotional activities exerted, most of 36% of the respondents say that they are influenced by price off on decision to purchase a car from Toyota.   
· 40% of the respondents agreed with the statement that sales promotion create awareness about brand. 
· 74% of the respondents say that they had a decision of buying a Toyota car is a result promotional activities carried out by Toyota. 
· 44% of the respondents say that they find out more must trust worthy through mass advertisement. 
· 66% of the respondents strongly agreed with the statement that believing sales promotional activities help in guiding customer purchase decision. 
· It is shown that ranking the different types of sales promotion activity, 50% of the respondents say that the consumer enjoyed rebate from Toyota.
· 54% of the respondents are highly satisfied with the product knowledge of sales person and promotional activities of Toyota. 
· 64% of the respondents are satisfied with the selling price of product.
· Majority of 58% of the respondents say that they prefer premium (luxury) vehicle category of Toyota as per suggestion.
· Majority of 66% of the respondents rated excellent performance of website and social media pages.
· Majority of 68% of the respondents say that it is excellent test drive experience in Amana Toyota.   
· 64% of the respondents rated as good availability of demo car in Amana Toyota.
· 40% of the respondents say that it is excellent effective exchange offer and loyalty programs in Amana Toyota to purchase car. 
· 92% of the respondents opined that attractive display of product will motivate their purchase decision
· 70% of the respondents rated excellent about the exchange scheme of Toyota car.




















5.2 SUGGESTION
· The most important media for advertisement are TV rather than newspaper. The television advertisements influence more on the people. They should spend some   expenditure for TV advertisement in local channels.
· Since the price of the Toyota Motors is high they should try to reduce prices because there are many other competing models in the market which can be purchased at lower cost which may results in decrease of sales.
· The company should try to retain the quality of the product to attract more customers.
· Cash discount is one of the  effective measure  to promote the sales.
· More attractive idea should be practiced in advertisement 
· During festival and different occasions maximum publicity should be given in order to create awareness about the product to the existing as well as prospective customers.
· The company should increase their advertisement  in different medias to increase sales.
· The company should consider reducing making charges of ornaments as it will attract the customers.
· The company can concentrate advertising in rural areas, also 







5.3 CONCLUSION
[bookmark: _GoBack]The project entitled “A study on Effectiveness of Sales promotion in Amana Toyota, Kannur” is about the customer’s satisfaction level by comparing with their competitors. This was an attempt to study the peoples view about the availability of the product of Amana Toyota. Most of the customer are using Toyota vehicle. This is because people are aware of the Toyota product and the services offered by the company are also a big factor in it. Sales promotional activities on Amana Toyota are very effective which made awareness to the customers about Toyota product. By considering these entire factors, we can conclude that Amana Toyota is a good leading Toyota dealership in Northern Kerala .
Through the project study, it can be concluded that the promotional strategies of Toyota car is very effective.  As per the study findings and suggestions sure to help the company and execute and implement its policies and programs in best interest of customers, the organization and society.
From the research it is clear that all the promotional strategies which are applied by the Company is influencing the customer in their purchase decision. How they will improve the sales promotion that much sales they improves. Different techniques of  sales promotion are Price promotion Coupons, Gifts with purchase, Competitions and prizes, effective advertisement, target marketing, brand positioning are used to attract the customers in the competitive market.
For the project different customers were met with the questionnaire, so after seeing their response it is very clear that the advertising, offering coupons, lucky dips are very much important to increase the sales of the company.
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QUESTIONNAIRE
Gender
· Male                                          b) Female 
age range 
a) Below 30	b) 30-35
c) 35-40	d) Above 40	
occupation
a) Student 			      b) Free lancer
c) Service                                    d) Business 	
 Educational status
a) Matriculate Diploma                 b) PG
c) UG				        d) Intermediate	
· Which sales promotion techniques did you come across when buying a Toyota car?
a) Discount Coupons                      b) Contest
c) Prizes                                          d) Cash refunds
· Which of the sales promotional activities exerted major influence on decision to purchase a car from Toyota?
a) Price off			          b) Discount coupons
c) Scratch cards		          d) Prizes
· Does sales promotion activities create awareness about brand?
a) Strongly agree			b) Agree
c) Disagree				d) Strongly disagree
· Did your decision of buying a Toyota car is a result of sales promotional activities carried out by Toyota?
a) Yes					b) No
· The information from which media did you find out more trust worthy?
a) Mass advertisement			b) Hoardings & Newspapers
c) Bill boards				d) Others
· Did you believe sales promotional activities help in guiding customer purchase decision?
a) Strongly agree 			b) Agree
c) Disagree 				d) Strongly disagree
· Rank the different types of sales promotion activity that as a consumer you enjoyed from Toyota?
a) Coupons 				b) Price
c) Rebate				d) Discount
· Are you satisfied with the product knowledge of sales person and promotional activities of Toyota?
a) Highly satisfied 			b) Satisfied 
c) Dissatisfied
· Are you satisfied with selling price of product?
a) Highly satisfied 			b) Satisfied
c) Neutral				d) Dissatisfied  
· Which is the most preferred Vehicle category of Toyota as per your suggestion?
a) SUV				b) Hatch back
c) Sedan 				d) Premium (Luxury)
· How do you rate the performance of our website and social media pages?
a) Excellent 				b) Good
c) Bad					d) Bad
· How was your test drive experience in Amana Toyota?
a) Very good				b) Good
c) Bad					d) Very bad
· How do you rate the availability of demo cars in Amana Toyota?
a) Good				b) Average
c) Bad
· How effective was the exchange offer and loyalty programs in Amana Toyota to purchase new car?
a) Excellent 				b) Good
c) Average				d) Bad
d) Very bad
15) Did you experience any problems after service, if yes was it solved?
       a) Yes       	      b) No


16) Are you getting a follow up after the service?
       a) Always               b) sometimes               
      c) no
17) Are you satisfied with the quality of service being provided?
       a) Yes              		    b) No                
      c) To some extent                d) Can’t say
18) Did the sales personnel contact you about the satisfaction level after 
      Delivering the car?
      a) Yes                b) No
19) Do you service your car regularly at company service center ?
 a) Yes 	    b) No 		    c) Intermediate 

20) If you are doing service / repair from local garages, what is the reason ?
a) Low price		b) Near to home 		
c) Others

21. Do you purchase your vehicle through the finance option
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 a) Cheaper
b) Costly
c)	 Similar to market

22. Which feature of the car is attracted

 a) Engine capacity
b) Body parts
c)	 Performance 
d) Any other 

23.  Rural consumers are more price sensitive, the image of the brand doesn’t  get  affected by low quality products?
 a) Strongly Agree		d) Agree
b) Neutral			e) Strongly Disagree
c) Disagree
24.  Do you feel any difference for the Toyota car company to the previous car? 
a)	Yes
b) 	No
25. Would  you like to changes the car to any another company in the future
 a)Yes			
                           b) No
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