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ABSTRACT

Adopiing the cusiomer viewpoint is the essence of vuccers in today s buriness world,
becasue of the contimous and ragrid changimg exviromment and dramaic ramovetion
in the mjormation tecknology. The purpase of thiv resecrch study is to idensify the
consumer savisfaciion ond comparative study of anchor milk powder aad Nespray
milk powder in the Ampara District. The markeiers' survivad dependy on consumer
perception and their saiisfaction of the particular Brand. The conceptucitation frame
Jor chis research study clearly disclosed about the elements included i the conswumer
satigfaction, elemerts of marteting mix, other stimedli, bupers® characteristics,
CRASIOMET perception, ard decision making process. The comcepsuclization model was
ariver frwm the objectives of the particular reseanch study. For ihis reseanch study all
5 Diwisionad Secretariais Divigions were selectesd cpd 200 questiormaires were issued
to feusekalds in order to oollect date ta mees the ohjectives of the resecrch svudy.
Those 200 comsumer guestiommaires distribuied accordmg o the proportiom of
population in the ¥ Divigional Secrewgriam Divivions. The ohigined data were
amaiyzed wsing the wnivariate wnalyses hrough Statistical Package for Social Science
(SFES) Researcher has come 1o the conclusion,

Wi observing aver all marfeting wix. Anchor means value & 3 235and Nespray
mewn vaiue iy 3.196. They have little significamt differences in theze two products
bnamds. I marketing mix 164% of anchor respordents and 10% of Nespray
responienis are low pyluence. As well ax in respectively 8.6% and 76.7% are high
njluence, Heve over ail marksting mix is more gluence in two fipes of categories of
by, Wlen ebserving over all other stimuli Amchor mean valuz is 2898 ond
Nespray mean value is 2.682. They have litdle significant differeWes in these two
products brards. In other stimuli 72.2% of anchor respondents and 3843% of Nespray
respandents are low jluence. As well as in vespectively 214% mid 1.7% ave kigh
fluence. Here over all other stimull low influence in two types of categories of
brawds. When observing over ail buyers chavacteristics. Anchor mean walue is 2.90
and Nespray wmeaw value e 240 In bwyer characteristics 32.1% of anchor
rﬂpmdem‘smxf?ﬂﬂi of Nespray respondents are fow imflwence, As well av in
respectively 635.0% and 1.7% ave kigh nfluvence. Here over all buyer characteristics
Is lom feyfluezrece i Nespraw brond ard modercte Figh frflmence i anchor brand.
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