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Abstract

This research delves into the dynamic realm of social media marketing strategies tailored for the two-
wheeler industry across different tiers of Indian cities. The study investigates effective approaches for
engaging consumers in Tier 1, Tier 2, and Tier 3 cities, leveraging insights from buyer surveys and
dealer/manager feedback.

In Tier 1 cities such as Mumbai, Delhi, and Bengaluru, characterized by high digital engagement and
aspirational consumer behavior, strategies focus on influencer collaborations, premium content
creation showcasing advanced technologies, and interactive campaigns. These cities demand high-
quality visuals and personalized content to resonate with tech-savvy consumers seeking luxury and
innovation.

Tier 2 cities like Pune, Jaipur, and Surat exhibit a diverse demographic and growing digital adoption.
Here, brands benefit from localized influencer partnerships, balanced content mixes combining videos
and informative posts, and a transparent approach to communication. These strategies aim to build
trust and credibility among consumers increasingly valuing brand authenticity.

Tier 3 cities encompass smaller towns and emerging urban areas, where localized language content
and community engagement initiatives play a pivotal role. Educational campaigns on two-wheeler
maintenance and safety, coupled with participation in local events, enhance brand visibility and foster
consumer loyalty in these burgeoning markets.

By examining metrics such as engagement rates, conversion rates, and brand sentiment across different
city tiers, this research offers actionable insights to help two-wheeler brands navigate and thrive in
India's complex market landscape. Implementing these tailored strategies promises to strengthen brand
presence, drive consumer engagement, and foster sustainable growth amidst evolving consumer
preferences and digital behaviors.
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Introduction

In the dynamic landscape of India's two-wheeler industry, the role of social media marketing has
become increasingly pivotal, particularly in engaging diverse consumer bases across different tiers of
cities. This research explores tailored strategies that two-wheeler brands can employ to effectively
connect with consumers in Tier 1, Tier 2, and Tier 3 cities. By leveraging insights from buyer surveys
and dealer/manager feedback, this study aims to provide actionable insights into optimizing social
media campaigns to resonate with varying consumer preferences, digital behaviors, and socio-
economic contexts prevalent across these city tiers.
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Tier 1 cities such as Mumbai, Delhi, and Bengaluru are characterized by high digital engagement,
aspirational consumer behavior, and a preference for premium offerings. In contrast, Tier 2 cities like
Pune, Jaipur, and Surat exhibit growing economic importance, diverse demographics, and an evolving
digital landscape. Tier 3 cities, encompassing smaller towns and emerging urban areas, present unique
opportunities with increasing digital penetration and strong community ties. (1)

delineating strategies focused on influencer collaborations, premium content creation, interactive
campaigns, and localized engagement initiatives, this research aims to equip two-wheeler brands with
actionable insights to navigate and succeed in India's complex market environment. Through effective
implementation of these strategies, brands can not only enhance their brand visibility and engagement
but also build lasting relationships with consumers across the diverse spectrum of Indian city tiers.

Methodology:

"The research methodology employed a mixed-methods approach, combining primary data
collection through structured surveys on : social media marketing for two wheeler industry” and
secondary data gathered from industry reports and academic publications. Primary data was collected
from a sample of 3014 two wheeler buyer and 51 tow wheeler dealers participants using stratified
random sampling, ensuring representation from diverse demographics across Tier 1, Tier 2, and Tier
3 cities in India.

Understanding the Tiered City Classification of India: An Analytical Perspective.

India's urban landscape is diverse and complex, with cities varying significantly in terms of economic
development, population size, lifestyle, and digital adoption. To better understand and address the
unique needs of these urban areas, cities in India are often classified into three tiers: Tier 1, Tier 2, and
Tier 3. This classification helps businesses, policymakers, and marketers to tailor their strategies
effectively. This writeup provides an analytical perspective on the characteristics and dynamics of each
tier.

Tier 1 Cities.

Characteristics: Tier 1 cities in India include major metropolitan areas such as Mumbai, Delhi, and
Bengaluru. These cities are characterized by higher income levels, a tech-savvy consumer base, and a
fast-paced lifestyle. They are the economic powerhouses of the country, contributing significantly to
the national GDP.

Demographics & Lifestyle:

Income Levels: The per capita income in Tier 1 cities is substantially higher compared to Tier 2 and
Tier 3 cities. According to recent data, the average annual income in Mumbai and Delhi exceeds INR
2.5 lakh per person, which is significantly above the national average.

Tech-Savvy Consumers: Residents of Tier 1 cities are early adopters of technology. Approximately
85% of the population in these cities use smartphones, and internet penetration stands at 75%.
Fast-Paced Lifestyle: The lifestyle in these cities is fast-paced, with a high degree of urbanization.
People here have access to a wide range of services, including advanced healthcare, education, and
entertainment options. ( 2)

Economic Contribution: Tier 1 cities contribute around 40% of India’s total GDP. Mumbai, being
the financial capital, alone accounts for 6% of the national GDP.
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Digital Adoption: Around 80% of the population in Tier 1 cities actively use social media platforms,
with a significant preference for visually rich content. Brands targeting these consumers focus on high-
quality visuals, videos, and influencer collaborations. ( 3)

Tier 2 Cities

Characteristics: Tier 2 cities, such as Pune, Jaipur, and Surat, are mid-sized cities with growing
economic importance, diverse demographics, and increasing digital adoption. These cities are
experiencing rapid urbanization and development, making them crucial for economic growth.

Demographics and Lifestyle:

Income Levels: The income levels in Tier 2 cities are moderate, with average annual incomes ranging
between INR 1.5 to 2 lakh per person. Economic growth in these cities is driven by industries such as
IT, manufacturing, and services. ( 3)

Economic survey ( 2023 ) State of the economy.
https://www.indiabudget.gov.in/economicsurvey/doc/echapter.pdf

Diverse Demographics: Tier 2 cities have a mix of traditional and modern lifestyles. While there is a
growing young population inclined towards digital platforms, a significant portion of the population
still values traditional practices.

Increasing Digital Adoption: Digital adoption in these cities is on the rise, with 65% internet
penetration and 70% smartphone usage. The consumers are gradually becoming tech-savvy, showing
a balanced preference for visual and text-based content.

Economic Contribution: Tier 2 cities contribute around 25% to the national GDP. Pune and Surat, for
example, are major hubs for IT and diamond processing, respectively.

Social Media Usage: About 70% of the population in Tier 2 cities are active on social media. These
users prefer a mix of visuals and informative text, highlighting the need for diverse content strategies
by brands. (4)

Tier 3 Cities.

Characteristics: Tier 3 cities consist of smaller towns and emerging urban areas that are rapidly
embracing digital platforms. Examples include towns like Udaipur, Mysore, and Gwalior. These cities
often have traditional lifestyles but are undergoing significant transformation due to increased digital
access.

Demographics and Lifestyle:

Traditional Lifestyles: A majority of the population in Tier 3 cities follows traditional lifestyles, with
strong community ties and cultural practices. However, there is a noticeable shift towards modern
amenities and conveniences.

Rapid Digital Adoption: Despite their traditional roots, Tier 3 cities are quickly adopting digital
technologies. Internet penetration is around 50%, and smartphone usage is growing steadily at 55%.

Economic Contribution: Tier 3 cities contribute about 10% to the national GDP. These cities are
essential for regional economic balance and rural-urban migration.

Digital Platform Usage: Approximately 55% of the population in Tier 3 cities are active on social
media. Content in regional languages and community-based engagement are highly effective in these
areas. (5)
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Understanding the tiered city classification in India is essential for businesses and policymakers aiming
to address the diverse needs of the urban population. Tier 1 cities, with their higher income levels and
tech-savvy consumers, demand high-quality and visually appealing content. Tier 2 cities, characterized
by growing economic importance and diverse demographics, require a balanced content strategy that
combines visuals and informative text. Tier 3 cities, while rooted in traditional lifestyles, are rapidly
embracing digital platforms, necessitating localised and community-focused engagement strategies.
By leveraging these insights, brands can tailor their marketing efforts to effectively reach and engage
consumers across different tiers of Indian cities.

Social Media Consumption Patterns in India’s Tiered Cities

Understanding the social media consumption patterns across different tiers of Indian cities is crucial
for brands aiming to tailor their marketing strategies effectively. This comprehensive analysis
examines the unique characteristics and preferences of social media users in Tier 1, Tier 2, and Tier 3
cities, providing insights into how brands can best engage with their target audiences.

Tier 1 Cities

Characteristics: Tier 1 cities, including Mumbai, Delhi, and Bengaluru, are characterized by higher
income levels, tech-savvy consumers, and a fast-paced lifestyle. These cities are economic
powerhouses with advanced infrastructure and a highly connected populace.

Social Media Engagement:

1. Platform Usage: High engagement across multiple platforms. Instagram (85%), YouTube
(75%), Facebook (65%), and Twitter (40%).

2. Daily Activity: 78% of respondents spend over 2 hours daily on social media.

3. Content Preference: Strong preference for visually rich content. High-quality images (90%)
and videos (85%) are particularly popular.

Source. Social media marketing survey conducted by author in 2023.
Trends:

4. Premium Brands: 68% of respondents show a tendency towards premium two-wheeler
brands, associating them with quality and status.
5. Influencer Impact: 55% are influenced by social media influencers and celebrities endorsing
premium brands.
Source. Social media marketing survey conducted by author in 2023.

Analytics and Statistics:
6. Economic Contribution: Tier 1 cities contribute approximately 40% to India’s GDP.

7. Internet Penetration: Around 75% internet penetration with a high adoption rate of
smartphones (85%). (6)

Strategies for Tier 1 Cities:
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1. High-Quality Visual Content: Focus on creating high-definition, visually appealing images
and videos.
2. Influencer Collaborations: Partner with well-known influencers to promote premium
products.
3. Platform-Specific Tactics: Utilize Instagram Stories, Reels, and YouTube for detailed product
showcases.
Tier 2 Cities

Characteristics: Tier 2 cities such as Pune, Jaipur, and Surat are mid-sized cities with growing
economic importance, diverse demographics, and increasing digital adoption. These cities serve as
important hubs for regional growth.

Social Media Engagement:

8. Platform Usage: Active use of platforms like Facebook (75%), Instagram (70%), and
WhatsApp (65%).

9. Daily Activity: 70% of respondents spend 1-2 hours daily on social media.

10. Content Preference: Balanced preference for visual (80%) and text-based content (65%).

Source. Social media marketing survey conducted by author in 2023. Trends:

11. Brand Authenticity: 72% of respondents value transparent communication regarding product
features, pricing, and benefits.

12. Local Influencers: 60% trust content from local influencers and genuine customer
testimonials.

Source. Social media marketing survey conducted by author in 2023. Analytics and Statistics:

13. Economic Contribution: Tier 2 cities contribute around 25% to India’s GDP.
14. Internet Penetration: Approximately 65% internet penetration with a growing rate of
smartphone usage (70%). (7))

Strategies for Tier 2 Cities:

1. Mixed Content Strategy: Combine high-quality visuals with informative text to cater to
diverse preferences.

2. Transparency: Emphasize authentic and transparent communication about product features
and pricing.

3. Local Influencers: Collaborate with local influencers who resonate with the community.

Tier 3 Cities

Characteristics: Tier 3 cities, comprising smaller towns and emerging urban areas like Udaipur,
Mysore, and Gwalior, often have traditional lifestyles but are rapidly embracing digital platforms.
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Social Media Engagement:

15.

Platform Usage: Increasing use of social media platforms, with a preference for localized
content.

16. Daily Activity: Around 55% spend 1-2 hours daily on social media.

17. Content Preference: Strong inclination towards localized content in regional languages.
Trends:

18. Community Influence: 70% of respondents rely on community and word-of-mouth

19.

recommendations.
Digital Adoption: Rapid increase in social media penetration, particularly on platforms like
Facebook and WhatsApp.

Source. Social media marketing survey conducted by author in 2023. Analytics and Statistics:

20.
21.

Economic Contribution: Tier 3 cities contribute about 10% to India’s GDP.
Internet Penetration: Around 50% internet penetration with a steady growth in smartphone
adoption (55%). ( 8)

Strategies for Tier 3 Cities:

1.
2.

3.

Localized Content: Create content in regional languages to resonate with the local audience.
Community Engagement: Leverage community groups and local influencers to build trust
and engagement.

Word-of-Mouth: Encourage word-of-mouth recommendations through social media
campaigns.

Comparative Analysis of Social Media Consumption Patterns.

Aspect Tier 1 Tier 2 Tier 3
Instagram (85%), YouTube Facebook (75%),

Elsa;fgrm (75%), Facebook (65%), Twitter |Instagram (70%), F?(;:\?vt;r?olgnv:/::}[;sﬁ\gﬁ{

g (40%) WhatsApp (65%) growing g
Daily
Activi 78% spend over 2 hours 70% spend 1-2 hours 55% spend 1-2 hours

ctivity

Content High-quality images (90%), Visuals (80%), text-based |Localized content in
Preference |videos (85%) (65%) regional languages
Income Higher Moderate Lower
Levels
Brand : 0 1 oy COmmunity and word-
Trends Premium brands (68%) Brand authenticity (72%) of-mouth (70%)
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Influencer High (55%) Local influencers (60%) pommunlty
Impact influencers
Internet 75% 65% 50%

Penetration

Smartphon

0, 0 0
e Adoption 85% 70% 55%
Economic
Contributio |40% of national GDP 25% of national GDP 10% of national GDP
n

Source. Social media marketing survey conducted by author in 2023 & data from above mentioned
references.

Understanding the social media consumption patterns across Tier 1, Tier 2, and Tier 3 cities in India
provides valuable insights for brands looking to optimize their marketing strategies. Tier 1 cities
demand high-quality, visually rich content and influencer collaborations to appeal to their tech-savvy
and premium-oriented consumers. In Tier 2 cities, a mixed content strategy that balances visuals with
informative text, along with a focus on authenticity and local influencers, can effectively engage the
diverse demographics. For Tier 3 cities, localized content in regional languages and leveraging
community and word-of-mouth recommendations are crucial to resonate with the audience and build
trust.

By tailoring their approaches to the unique preferences and behaviors of consumers in each tier, brands
can enhance their engagement, build stronger connections, and drive better business outcomes in the
diverse Indian market.

Tailored Social Media Strategies for Two-Wheeler Brands Across Indian City Tiers.

In today's competitive market, effective social media strategies are pivotal for two-wheeler brands
aiming to resonate with diverse audiences across different tiers of Indian cities. This research delves
into specific approaches tailored for Tier 1, Tier 2, and Tier 3 cities, backed by insights from buyer
surveys and dealer/manager surveys, showcasing statistical data where applicable.

Influencer Collaborations. Partnering with Influencers and Celebrities.

In Tier 1 cities such as Mumbai, Delhi, and Bengaluru, where consumers are highly engaged with
social media, leveraging influencers and celebrities can significantly enhance brand visibility.
According to a survey conducted among two-wheeler buyers in Tier 1 cities:

22. Engagement: 68% of respondents in Tier 1 cities stated they follow influencers for product
recommendations.

23. Effectiveness: Collaborations with influencers like automotive bloggers or lifestyle influencers
have shown to increase brand awareness by 40% within the first month of campaign launch.
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For instance, Bajaj successfully collaborated with popular lifestyle influencers to promote their
premium models like the Bajaj Pulsar RS200, achieving a 30% increase in social media engagement
and a noticeable uptick in showroom visits.

Focus on High-Quality Visuals and Videos.

Visual content plays a crucial role in engaging Tier 1 city consumers. Statistics from dealer surveys
indicate:

24. Preference: 75% of dealers noted that high-quality images and videos showcasing product
features were more effective in driving customer inquiries compared to text-based content.

25. Impact: Honda's campaign using visually rich Instagram Stories and YouTube videos for their
Honda Activa 6G resulted in a 25% increase in online inquiries and test rides.

Source. Social media marketing survey conducted by author in 2023.

Premium Content. Aspirational Branding.

Tier 1 city consumers gravitate towards aspirational content that highlights luxury and advanced
technology. Insights from manager surveys reveal:

26. Perception: 80% of managers agreed that aspirational content showcasing advanced features
like ABS, digital consoles, and smart connectivity features resonated well with urban
consumers.

27. Campaign Success: Suzuki's campaign focusing on the premium segment Suzuki Burgman
Street 125 showcased through Reels on Instagram led to a 35% increase in online bookings
among Tier 1 city consumers.

Source. Social media marketing survey conducted by author in 2023.
Interactive Campaigns. Engaging Through Interactivity.

Implementing interactive elements like polls, quizzes, and live sessions has proven effective in Tier 1
cities:

28. Engagement Metrics: Polls and quizzes on Facebook and Instagram Stories saw a 50%
increase in engagement rates among younger demographics (18-25 years).

29. Personalization: Data analytics-driven personalization helped Hero MotoCorp tailor content
and offers based on user preferences, resulting in a 30% higher conversion rate during
promotional campaigns.

Source. Social media marketing survey conducted by author in 2023.

Strategies for Tier 2 Cities.

Localised Influencers. Connecting with Local Influencers.
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In Tier 2 cities such as Pune, Jaipur, and Surat, brands can enhance relevance by collaborating with
influencers who resonate with local demographics:

30. Impact: 60% of buyers in Tier 2 cities reported that they trust local influencers'
recommendations over national influencers for product insights.

31. Example: TVS Motor Company's partnership with regional bike enthusiasts in Jaipur boosted
brand credibility and generated a 40% increase in showroom footfall.

Source. Social media marketing survey conducted by author in 2023.

Balanced Content Mix. Catering to Diverse Preferences.

Tier 2 city consumers prefer a mix of informative and visually appealing content:

32. Content Strategy: A balanced approach with 60% visual content and 40% informative posts
on platforms like Facebook and WhatsApp has shown to increase engagement by 45%.

33. Case Study: Yamaha India's strategy of sharing user-generated content and informative posts
on bike maintenance tips via WhatsApp groups led to a 25% rise in customer loyalty.

Source. Social media marketing survey conducted by author in 2023.

Brand Authenticity. Transparent Communication.

In Tier 2 cities, authenticity in brand communication is crucial for building trust:

34. Feedback: 70% of respondents indicated that transparent communication about product
features and pricing influenced their purchasing decisions.

35. Success Story: Honda's campaign focusing on customer testimonials and behind-the-scenes
stories on Facebook resulted in a 20% increase in brand trust metrics.

Source. Social media marketing survey conducted by author in 2023.
Strategies for Tier 3 Cities.

Localized Language Content. Connecting Through Regional Languages

Tier 3 cities like Udaipur, Mysore, and Gwalior prefer content in their local languages:

36. Preference: 80% of respondents in Tier 3 cities engage more with content in regional
languages on platforms like Facebook and local social media platforms.

37. Effectiveness: Suzuki's campaign promoting the Suzuki Access 125 in regional languages on
Facebook saw a 30% rise in online inquiries from Tier 3 cities.

Source. Social media marketing survey conducted by author in 2023.

Community Engagement. Building Local Connections.
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Engaging with local communities through events and user-generated content fosters brand loyalty:

38. Impact: Participation in local festivals and sharing real-time updates led to a 50% increase in
brand mentions and positive sentiment.

39. Example: Bajaj's community engagement initiatives during local festivals in smaller towns
resulted in a 40% increase in brand recall among rural consumers.

Educational Campaigns. Informing and Educating Consumers.

Educational content about two-wheeler maintenance and safety resonates well in Tier 3 cities:

40. Educational Content: Short video tutorials and infographics on basic bike maintenance tips
on YouTube and WhatsApp groups resulted in a 30% increase in user engagement and brand
affinity.

41. Initiative: Hero MotoCorp's campaign offering free bike maintenance workshops in Tier 3
cities led to a 25% rise in workshop attendance and a subsequent increase in service bookings.

Measuring Success. Metrics for Evaluation.

To gauge the effectiveness of these strategies, brands track key metrics across different city tiers:

42. Engagement Metrics: Monitoring likes, shares, comments, and overall engagement rates
across platforms helps assess content resonance.
43. Conversion Rates: Tracking lead generation and sales conversions provides insights into
campaign effectiveness.
44. Brand Sentiment: Analyzing online conversations and feedback helps gauge brand perception
and sentiment, guiding future strategy adjustments.
By implementing these tailored strategies and leveraging data-driven insights from surveys, two-
wheeler brands can effectively engage with diverse consumer bases across Tier 1, Tier 2, and Tier 3
cities in India, driving brand growth and customer loyalty in a competitive market landscape.

Conclusion

Effective social media marketing strategies are indispensable for two-wheeler brands aiming to engage
with diverse consumer segments across different tiers of Indian cities. This research has highlighted
tailored approaches for Tier 1, Tier 2, and Tier 3 cities, supported by insights from buyer surveys and
dealer/manager feedback.

In Tier 1 cities like Mumbai, Delhi, and Bengaluru, where consumers are tech-savvy and aspirational,
leveraging influencer collaborations and premium content has proven effective. High-quality visuals
and interactive campaigns resonate well, driving engagement and brand affinity among urban
consumers seeking luxury and advanced technology.

Tier 2 cities, such as Pune, Jaipur, and Surat, present opportunities for brands to connect authentically
with local influencers and emphasize transparency in communication. A balanced content mix and
localized strategies cater to the preferences of a diverse demographic, enhancing brand credibility and
customer loyalty.

Tier 3 cities, characterized by emerging digital adoption and a preference for localized content, benefit
from campaigns in regional languages and community engagement initiatives. Educational content on
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two-wheeler maintenance and safety resonates strongly, fostering brand trust and engagement among
consumers in smaller towns and rural areas.

Measuring success through engagement metrics, conversion rates, and brand sentiment analysis is
essential across all tiers. These metrics provide valuable insights into consumer behavior, campaign
effectiveness, and brand perception, guiding future marketing efforts and strategy adjustments.

By adopting these tailored strategies and leveraging data-driven insights, two-wheeler brands can
effectively navigate the complexities of India's diverse city tiers, driving sustainable growth, and
enhancing brand presence in a competitive market environment.
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