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ABSTRACT

Th€ oble.tves oJ the research s lo g.n a praclicd erperen.e p6cnc.

kiowedge holv lo apply the theorctica knowelge at llr€ work f!
organizaton ltrvas competey d ffe.nlm the acaden. perod ai r.rversty

had lo face sorne chareng€s Frcbems and work takrng respofsibr ty

Treelore thnk lgol slccesstul r.s.arch experen.€ n thal perod ln

peparaton of ths report r hale to revea sotrre theorel.a afd slandard

pra.lca work wh e what was dof! . the resear.h Ferod rfa/y n rhs
Eporl t..d to lalhered everyexperences breily nEsearchrok deta sol
resear.h melhod technqles a.d procedurcs the probeh encounteed durng

th s r--sea ch period a.d niost sr labe nethod taken lo r€so!e lhose prob em

n the esearch !] vn! lrood so utofs

lr lhe f st.hapter t has cons dered the .nodurton. obleclr!e ollhe resear.h

and lhe con.eptla zat on which s,elale.l to the researcr and nrethono oq es

lsed io .o e.l a.d eva Lale tre dala

The second chapter t has conssts of the existingt.oncepts regadfg the

co.sumer percept on and br..d behavior and a so reiecrs ih€ nosl s! t.bre

.oncepts to th s researcr

n lhe tlr d .hapler concerfed co le.ted r.iormalron and hovr lo ana yses the

dala I conssts oi the persofa informalon nlormator r€gard ng the

cofsumer peteplon ard brand behavor

Al th€ evalla1on ol the dala was ds.lssed n the iourth .hapter trar
persoial ffornaion reated to ihe rese:r.h rfonnato. and dsrlsson
cons!frer per.eptron and brand behavror

Evenlla y in the lral chapter I has ncrd€d conclsiof and nrp calio. to

a.h ele tlre resear.h obleclve
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