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Abstract 

Decathlon is one of the worlds’ leading sports companies which fathoms to shine as bright as it logo 

‘Providing Pleasure of Sports at Affordable Price’. It has created an edge over its counterparts by being a 

force to reckon with in its domain of services ranging from sports to clothes and catering every sports’ need. 

The crux of this report is to study the fundamental ways of marketing by Decathlon, understand consumer 

perception and give recommendations for the same.  The research methodology was exploratory and 

quantitative research based on responses of 134 respondents through questionnaire. The sample of this 

research project was 100 and the source of the data was primary. The data analysis was done based on a 

questionnaire filled by respondents residing predominantly in Dahisar and showed the perceptions about 

Btwin cycles which was not so great owing to various reasons. The analysis led to creation of a model 

called Crank which works as a panacea to the current problems of Decathlon. 
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1. Introduction 

Decathlon has created an edge over its counterparts by being a force to reckon with in its domain of services 

ranging from sports to clothes and catering every sports need. Decathlon India’s marketing in Dahisar 

region of Mumbai predominantly hinges on the brand recognition without moving to the digital marketing, 

enhancing the layout and creating cycle oriented communities which is the new wave in the sports arena. 

The centrifugal problem is the crises of not creating having a dynamic layout wherein the visibility of the 

products are such that it leads to decrease in sales and clinging onto the stagnant ways of marketing. 

Decathlon India though boasts some really good marketing ways but it needs to improve on many areas 

especially building a team that can cater to customer needs and also put to the platter new recommendations 

to solidify as well as nurture the process of marketing that is  too clichéd according to the norms set. 
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2. Research Methodology 

A] Research Type  

With the limited amount of experience or knowledge on the topic ‘A Study of Catchment Area of the Road 
Cycles at Dahisar, Mumbai’ the researcher chose to diagnose the problem using exploratory research. As a 
part of exploratory research, Quantitative analysis was used to understand the research problem and 
generate conclusive results. 

B] Population 

For the purpose of our study, the number of customers determined to be a population across Dahisar was 

determined to be 134 respondents who filled the questionnaire. 

C] Sample size 

Sample size for the given population was calculated by: 

n = t2*p (1 - p)/m2 

D] Sampling Method 

The sampling method used was Simple Random Sampling. Simple Random Sampling is operationally more 

convenient. A simple random sampling is a subset of statistical population in which each member of the 

subset has an equal probability of being chosen. It’s an unbiased representation of the group.  

D] Data Collection Method 

Primary data: The primary data for the purpose of the “A Study of Catchment Area of the Road Cycles at 

Dahisar, Mumbai” was collected through a questionnaire filled by the respondents of the training and 

development head. This data was the onset of the research as it divulged information about the customers’ 

perception for Btwin cycles. 
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3. Results 

ANALYSIS I 

Only 13% consumers own a road bike in the catchment area but in this the penetration of Btwin road cycle 

is only 38%, which tells that the market is yet to be infiltrated by us. 

 

 
 

ANALYSIS II 

Only 13% of the population in the catchment area owns a road cycle and the majority 87% of the population 

use other categories and the reason for not buying the road cycle in the catchment area is: 

1. 79 respondents feel that the road bike is not an all-terrain cycle. 

2. 56 respondents feel it’s not for everyday use. 

3.  54 respondents feel it is expensive for the features included. 

Thus, 63% of the populations believe that the price of the road cycle is really high and they need proper 

guidance to understand the purpose of different cycle. 
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ANALYSIS III 

The brand perception of Btwin cycle in the catchment area affects a lot while making a purchasing decision. 

The graph above shows: 

1. 75 respondents feel that Btwin is affordable. 

2. 68 respondents feel they have been satisfied with after sale services. 

Thus 71% consumer feels that Btwin is an affordable brand with good after sales service. 
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ANALYSIS IV 

The above chart shows the factor influencing the buying decision of the customers in catchment area 

compared to the reach of btwin in the last 3 months. Thus making decathlon fall short in reaching to the 

modes that effect the buying decision of the customers which are: 

i. The majority of the customers are influenced through the reviews and information available on the 

internet that being 87 of the respondents and decathlon falls short in reaching the customers through 

internet with only 27 respondents heard in the last 3 months. 

ii. Social media being the hottest platform for reaching the customers saw only 48 respondents seeking 

help of it and Btwin is still to tap this platform for promoting their products as only 17 respondents 

did hear about it in the last 3 months. 

iii. 40 respondents have registered that they have not heard about Btwin in the last 3 month through 

any form of promotion which is an alarming number and needs to be addressed. 
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4. Recommendation 

Crank is a model that encompasses the idea of holding and moving forth in the quest of increasing the sales 

of Btwin Cycles of Decathlon. It’s a vision to amalgamate all the flaws engulfing the reasons for not 

increased sales of Btwin Cycles.  

 

Crank works on 3 parameters which draws the growth to escalation phase of Btwin Cycles. It comprises of 

moving from a prospect to a brand evangelist. This model pitches the immediate needs that will help in the 

growth of the cycles. 

1. Digital Marketing – Decathlon needs to work majorly on its social media and get its marketing 

right using various features to reach out to the consumers more effectively. They need to work 

with the current trends to promote their products and reach the potential consumers more 

efficiently.  They should use instagram to create more brand awareness including twitter. The 

potential consumers are very tech savvy and need things digitized which will create major brand 

credibility. 
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2. Layout – Decathlon needs up their game with layout as it will enhance their product visibility that 

is a perquisite for increasing sales of Btwin cycles. Layout holds the fundamental nature of 

grabbing the eyeballs and increasing footfall in the store. Changes in the layout as per customer 

needs will help nurture growth in the store and help uplift the sales of Btwin Cycles. Displaying 

cycles that are new and just arrived as the center of attraction works in the favor of the road cycles.  

Example: Triban 500 and 520 were sold in 2 weeks of change in layout and display that were of 

Rs 35000 and Rs 50000 respectively.  

 
3. Communities – Decathlon needs to work on its communities and improve the communities. It 

needs to create communities that are highly Btwin cycles oriented which will create awareness and 
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lead to better awareness. Communities can be organized through holding various events that will 

strengthen the organization and will serve as         brand evangelists to the organization.  

 

5. Conclusion 

Decathlon needs to work affirmatively on its marketing, layout and communities to increase the footfall 
and decrease the stock. Social media marketing is a highly untapped version of Decathlon that can be 
worked on really well. It’s perquisite to have a layout which is more customer oriented leading to better 
visibility and increased sales. It’s also necessary to have communities which are going to work as brand 
evangelists and help in increasing the sales of Btwin Cycles. 
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