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This study investigates the impact of brand promotion strategies on market performance at Bindhu Engineering Industries, a Coimbatore-based 

manufacturer of electric motors and pumps. Using a structured questionnaire administered to 150 respondents, the research employs 

descriptive statistics, chi-square analysis, correlation, and ANOVA to evaluate how promotional activities influence consumer purchasing 

decisions and overall market outcomes. Findings reveal that advertising, customer testimonials, and public relations are the dominant 

promotional tools, and that branding effectiveness positively correlates with income levels (r = 0.900, p < 0.01). A well-aligned, integrated 

brand promotion strategy significantly enhances market reach, customer loyalty, and competitive positioning for industrial fi rms. 
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Brand promotion is a cornerstone of modern marketing strategy, encompassing all activities undertaken by a firm to build, mai ntain, and 

enhance its brand image. In a competitive industrial marketplace, effective brand promotion is not merely a communication  exercise — it is a 

strategic investment that drives sales, sustains customer loyalty, and positions a company as a trusted market leader. 

Bindhu Engineering Industries, established in 1996 in Coimbatore, Tamil Nadu, manufactures over 110 types of electric motors and pumps 

catering to both domestic and international markets. This study examines how brand promotion efforts translate into measurabl e market 

performance outcomes, providing guidance for engineering firms seeking sustainable competitive advantage in India's vital pumps and motors 

sector. 

 

This study adopts a descriptive research design using primary data collected through a structured questionnaire. Disproportionate stratified 

random sampling ensured representation across occupational and income groups. A pilot study with 30 respondents validated the instrument 

prior to full deployment. 

 

Statistical Tool Purpose 

Simple Percentage Analysis Descriptive profiling of respondents 

Chi-Square Test ( ²) Association between categorical variables 

Pearson Correlation Strength of relationships between variables 

One-Way ANOVA Mean differences across education groups 

 

3.1 Respondent Demographic Profile (n = 150) 
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4 Key Findings — Visual Analysis 

5 Statistical Analysis & Results 

 

Demographic Category Count % 

Age 21–30 yrs (largest) 57 38.0% 

Age 31–40 yrs 50 33.3% 

Education: Graduate 56 37.3% 

Education: Diploma 40 26.7% 

Occupation: Employed 61 40.7% 

Occupation: Professional 45 30.0% 

Income: Below Rs.10,000/mo 49 32.7% 

Income: Rs.10,001–15,000/mo 46 30.7% 

 

 

  

  

 

 

5.1 Chi-Square Test: Occupation vs. Promotional Strategy 
 

Test Value df Sig. (p) 

Pearson Chi-Square 276.4 9 0.000 ✓ 

Likelihood Ratio 266.6 9 0.000 ✓ 

Linear-by-Linear 123.9 1 0.000 ✓ 

Kappa (Agreement) 0.730 — 0.000 ✓ 
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6 Conclusion & Recommendations 

7 References 

The Pearson Chi-Square value of 276.4 (p = 0.000) confirms a statistically significant association between occupation and promotional strategy 

preference. Business owners favour public relations; employed respondents prefer sponsorship; professionals lean toward sales promotion; others opt for 

digital channels. H■ is rejected. 

 

5.2 Pearson Correlation: Income vs. Branding Effectiveness 
 

Measure Coefficient Sig. (p) 

Pearson r 0.900 0.000 ✓ 

Kendall's tau_b 0.862 0.000 ✓ 

Spearman's rho 0.902 0.000 ✓ 

All three correlation measures confirm a strong positive relationship (r = 0.900, p < 0.01) between respondent income and perceived branding 

effectiveness. Higher-income customers engage more with brand promotion activities, suggesting premium-tier campaigns yield stronger ROI. 

 

5.3 One-Way ANOVA: Education vs. Branding Enhancement Perception 
 

Source SS df MS F Sig. 

Between Groups 107.438 3 35.813 161.100 0.000 ✓ 

Within Groups 32.456 146 0.222 — — 

Total 139.893 149 — — — 

F = 161.100 (p = 0.000) confirms that educational qualification significantly predicts how branding enhancement is perceived. Post-hoc Tukey B 

places all four perception groups in distinct homogeneous subsets. Alternative hypothesis accepted at 4% significance level. 

 

This study confirms that brand promotion plays a pivotal role in shaping the market performance of Bindhu Engineering Industries. Over 

80% of respondents recognised branding as effective or very effective. Income and branding effectiveness are strongly correlated (r = 0.900), 

and educational background significantly moderates brand perception (F = 161.1). 

■ Expand Digital Marketing: Only 22% leverage digital channels; prioritise social media, SEO, and email campaigns to reach younger, tech-

savvy customers. 

■ Systematic Testimonial Programme: Since testimonials and opinion leaders top brand-enhancement rankings, develop structured 

influencer partnerships with industry professionals. 

■ Segment by Income & Education: Higher-income respondents perceive branding more positively; tiered premium campaigns 

may yield stronger ROI. 

■ Quality Control Improvement: Breakage is the most cited defect type (40.7%); packaging and logistics enhancements will directly 

support brand equity. 

■ Loyalty Rewards Programme: Loyalty points and bonus packs can strengthen post-purchase brand preference and drive repeat business. 
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