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ABSTRACT

The rapid pace of change in today's business world means that marketers

must continually think about the future in order to be able to continue

creating value for customers. The competitive organizations in the

changing environment trying to survive by having considerable market

share with value customers. Therefore an organization's entire system

serves the needs of final consumer. The organizations have to study and

understand the consumer perception and behavior towards brand because

each and eve? day many products are being introduced in the market.

Find out what extent the marketers are considering the factors which

determine the consumer perception and brand behavior in Trincomalee

district is significance matter. So, I have starled to do a research on

"consumer perception and Brand behavior of Cosmetic product in

Trincomalee district. This research analysis consist five chapters each of

it has its own importance.

Qhapter one prbvides an overview of the introduction to the research on

the topic of consumer perception and brand behavior of cosmetic product

in the district of Trincomalee, Sri Lanka. It includes introduction,

objectives of the research study, conceptualization, methodology, and

chapter outline.

Chapter two emphasizes the literature review of the research study.

Literature review is a theoretical parl and it clearly explains each and

every element in the model of conceptualizatron. This chapter consists of

introductiqn, product variable, brand behavior, marketing strategies,

consumer perception, buyer characteristics, decision making process, and

decisions.
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Chapter three exhibits the method of data collection. This chapter

includes an introduction, conceptuahzation framework, population and

sampling, questionnaire design and development, questionnaire

administration, analysis and interpretation, and conclusion.

Chapter four introduces the results and discussion, the statistical package

for soil science is use to analyze the data for the purpose of interpretation

of data and to the derivation of conclusion.

p

Chapter five focuses on the conclusion of the research study. In addition,

the chapter outlines the recommendations for the knots which requiring

clarification,
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