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.nasfirygt

Itfre stull of consumer hefravior is a ruciaf issru in ffiarfigting. It is essentiaf for
marfrgter to unferstanf tfre fiefratrior determinants of peopfe's attitufes d, purcfrase

fiefrzvinr. (Fin[ out wfrat extent consutners dre consi[ering tfrefactors So, I fiave startet'

to do a researcfr stu[y on "cottsutwr \uytng 1efrartior towards Tr/asfring macfrine in

rBaftbafoa fistrict".

l[fiis researcfr ana{ysis consist five cfrapter eacfi of it fras its own importance. ltfre first
cfrapteris tfu intro[uttion. {fris [eafs mainfi tfre profifens in tfrc researcfino|jeafues of

tfie stu[y, (onceptuatization, fuletfrodo hg1, assumptinns 4, [imitations.

Itfre secon[ cfrnpter is {iterature rer;iew. It dea{s wain$ tfu intro&rction of cu$utner

6uyng \efravior an[ i* importance in narfrgting ffiandgernent an[ otfrer tfizoreiicaf

mdtters rekting to tfrp conslaner fiefravior

'ffie tfrird cfrapter is data ana$sis and presentation. [ft.is [eots csnsumer-6"y*g

hefinvior respon[e[ fu tfrc consumers tfrrougfr a stn$ture[ Eustionnaires rektinq to tfie

was fting mac ftine in cBatticafoa district.

tfrefourtfr cfiapter is fiscussian, wfiicfr feafs witfi tfre discussion of tfrree fimeruions of

t fu factors inffwncfuq cons umer- *uying 6 e fravior.

'ffie fast cfrapter is canctusion. It concerns wfiat dre tfr.e present sittnti.ons of tfre

wasfrinq macfiine marfrgt in tfiz $atticafoa.
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