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ABSTRACT

The research of consumer Behavizur is a crucial issue fin markzting. [ is essemtial for
hotzl sector te wnderstand the behaviour determinents of people’s atritudes &
comsmmpsion dezision.

The consumer lbehaviour is affected throughout the chanpes made im the enviromment.
Each & every clhamge im envirmmment iis reflects in the consumption ckecision of the
consumer, therefiore the necessary arise 1o study the comsumer prefierence amd

behaviour of hotel services in Batticaloa s Fid T

To identify conszmer behavicur and preference of hotzl services, five major
Dojectives have formulated. Based om ihe pjectives the conceptuslization frame wiordk
tfor this research has developed, i this saquence of conceplualization frzime worl, the
stalemenis. in questionmaire were aranged. whene pre-sslectzd set of statements wene
asked to fhe respandamts iin onder 1o collect reliakle data, Fivepomt liker scale mods]
off staterments wene nsed, wihick are ramgimg [EFom [-5. The questionnaires were issued
o 100 consumers: wino were selectad by random samplimg basis.,

The alll private: hotells are going on same umiazzltiny levell. As the result of this: study,
the services; marketime mix, that very much determines ‘Illrt COMSUMET CESummption
behaviour andl jpreferance of the hotel services in Batticaloa disirict The price,
prodoct. promation, and! physicall evidence are highly imfluenced i the servioes
marieting mix. The buyers” charzcteristics are highly dieriding factors fior determines
the comsumer comsumpfion beleviour and preference af the lm%l SErYioss im
Baiticaloa district. In fact the cultural factor znd pexchological factér are moderate
daciding factor for this research, -

Thank you ' .



TABLE OF CONTENTS

Airow ledgement
Albsfiract

Tzhie of Comtenits
[Lisi of Figures

List of Tables

Chapter One- Intreduciiona
1.1 Backgroumd of the Study
12 Problem Statemeni
1.3 Ressarch Question
1.4 Oibjectives of the Soady
1.5 Significamos of the Stady
1.6 Scope of the Study
[.6.1 Limizations
1.6.2 Assumjpticns

Chapter Two- Literatuse Review
2.1 Inftroduic ticn
2.2 Consomer buying behavior
2.2.1 Consumer wamis andl reeds )
222 Cowpamy objective
223 An imtzgrated strategy
2.3 Significance off consumer Bethevior in marketing management
2.4 Magor factors influencing consumer behavior
25 Buyers” chamacteristics.
2.5.1 Culoural Techors
252 Social factors
2.5 3 Persomal factors
254 Pspcthollogical facior

Fage No

il
¥ii

viiil



2.6 Services marketing mix
2.1 Product
262 Price
263 Place

264 Promotion
265 People
2 &6 Physical evidenos
2.6.7 Proozss
2.7 Drecision Making Process
2.7.1 Problem Recognitian
2.7 2 Imformation search
2.7.3 Evaluation of aluematives
2.74 Purchase decision
2.7.5 Fost purchese behavior
2.8 [Decision

29 Smmmmary

3.1 Introduction
3.2 Comcephualization
321 Comsumers Behmvior
3.2.2 Services Marketimg Mis
3.2.3 Buvers” ( hfraciensics
3.2.4 Dimensioms: A
3241 Produen
.2.4.2, Price
3.2.4.3. Plave
3.2.4.4. Promatiiom
3.2.4.5. Peaple
3.2.4.%. Physical evidenoz
3.2.4.7. Prozess
3.2.4.8. Cultuwal fachors
3.2.4.9 Social factors

B --1_

e ERRBEE

4

KR



324 1 Persomal fchions
3.2.4.1 1. Psychelegicall factors
13 Operations|ization
34 Summuary’

Chapter Four- Methodology
4.1 Introdction
4.2 'Stndly seitimg, Desigm, and Method of Survey
4.3, Sudy Populkstion.
4.5 0. Samplinz
A5 0.1 Sample sizz=
#5012, Sampling metivad.,
4.3.1.5. Sampling Diistrilbution.

4.4 Method! of Data collection

4.5 Metthod @f Measurament

4.6. Method of data presentation and amalysis.
4.7, Method of data evalustion

4LE. Summirmary.

Chagter Five- Data presentation and Analysis

5. Imtmoduetion
-2 Rlesearchn Iimformation
52.1 Services marketing mi
52,11 Prodhuc
5.2 1.2 Peomotiam
5203 Plape

52 0.4 Price
5.2.1.5 Pezple
5.2.1+6 Physical evidenoe
572.1.7 Process
3.2.2. Orverall Services marketimg mix

5.2.5 Buyers” Cliaracteristics

R

38
9
40
+0
40

4l

50



3.2.3 |l Cultural Factais B2

3252 Social Factors b4
32535 Persomal Faciors
5234 Psychological Factors 67
324, Overall Buyers® Charactenistics 68
3.3 Persomall Informmation 70
5.4 Sumimary T
Chapter Six- Discussion 7385
6.1 Intnodiuctions 75
6.2 Discussiens on research infermation 73
2.1 Services Marketimg Mix 73
©.2.2 Buyers” characieristics 21
®.3 Miiscussions on persomall infenmation B4
B4 Surmnmary 5]
Chapter Seven - Conclusions and Recommendations §6-92
7.0 Irdroduction &
7.2 Comclusion &5
7.5 Recommendation &8
7.4 Limitatiors : 9l
75 Implicatios of the reszarch » g2
’ - A
References | ! I
2 '

APPENDIX
Anpendix 1- Survey Questionmaire n 1-VI




