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ABSTRACT

Adopting the customer view point is the essence of success in today’s business world,
because of the continuous and rapid changing environment and dramatic innovation in

the information technology.

e purpose of this research study 13 to identify the factors influencing on consumer
preference and perception towards the Dialog Per-Sccond Blaster and Mohbitel
Upahara post paid packiage- special reference to government emplovees in
Akkaraipattu division, The marketer survival depends on the behavior of consumers
towards particular service connection. Therefore the study intended to carry out

research in this area.,

Dailog and Maobitel are the best competitors amoeng the number of mohile service
provider marketers in this arca. Consumer perception and preference among these
users tend to deviate based on tmportance and influence of factors they are being
considered. Here the Consumer perception and preference is analvzed based on the
conceptualization frame work, Hence Consumer perception and preference variable
include the marketing mix, only the marketing mix have taken to study the Consumer

perception and preference regarding the two tvpes of post-paid packages.

Further 200 guestionnaires were issued and administrate in all 7 departments in
Akkaraipattu division. All the collected data were analyzed and presented through the
SPSS package for convenience and reliability. The result indicated that the Dialog
Per-Second Blaster has the high preference and positive perception compared with the
Mobitel Upahaga, o

A =

I'his research gives better understanding of the lactors which led o such devioation
between Dialdz Per-Second Blaster and Mobitel Upahara, Incaddition to the above,
the study offers suggestion Lo the marketers of IJitlln.}QF*Ct'—."icl:crnr{iJ Blaster and Mobitel

. - . = e 4
U;}:ll‘mrrl [or therr future Hll]"f’l\'-‘.l] and suceess,



CONTENTS

Abstract

Acknowledgement

Contents

List of tables

List of Figure

CHAPTER 1 INTRODUCTION

-

|

b

el

N

6

Backeround ol study
Problem Statement
Research Question
Research Objective
Assumption of Research
[Limitation ol Research

Y )

CHAPTER 2 LITERATURE REVIEW

-
Laa

y

2

introduction . : ;
i e } '

Customer’'s Wants and Needs

=3

2.1 Company objectives gz H

[

2.3 Significance of consumer behavior in Marketing
General View of Marketing

2.31 Service marketing

Pages

VI-VII

VI

Lid

fed

O

3

9

Y



(]
1N

=2

-

CHAPTER 3

g

d

0

%

Service Marketing Mix

I

4.1 Service product

{4

4.2 Service pricing
2.4.3 Service place

2.4.4 Service promotion

=2

4.5 People

2.4.6 Physical evidence
2.4.7 Process
Perception

A

wh

1 Service quality

A

wh

2 Consumer expectation
2.5.2.1 Expectation Gaps
Summary

i e

Introduction 4

Conceptualization

Lsd

2.1 Service product

4.2.2 Price

2.3 Place

I.\_,p-_l

2.4 Promotion

L™

L

-

CONCEPTUALIZATION AND
OPERATIONALIZATION

’

Iy

L6



¥

3.3 Operationalization

34 Summary

CHAPTER 4 RESEARCH METHODOLOGY

4.1 Introduction

4.2 Study Setting, Design and Method of Research
4.2.1 Research Design

4,

fnad

Population and Sample
4.3.1 The Choice of Sample
4.3.2 Random Sampling
4.3.3 Sample Size
4.4 Methods of Data Collection and Measures
4.4.1 Primary Data Collection
4.5 Data ﬁ'k;tml;;i:% and Presentation

; - .‘ % 5 +
4.6  Method of Data Fvaluation

4.7 Summary ¥
, 13 .1 !
CHAPTER 5 DATA PRESENTATION . }‘1
-
5.1 Introduction

5.2  Personal Information

L

2.1 Sample Distribution

h

2.2 Monthly Income

17

[
hn

-J
N

26

20

26

26

28

29

24

fad

el



h
Ll

wh
I

Ly
Lry

5.2.3 Monthly Expenses for Mobile Connection
Research Information

Marketing Mix

5.4.1 Service Product

5.4.2 Service Place

4.3 Service Price

ih

A4 Service Promotion

LA

i

4.5 Overall Marketing Mix

Summary

CHAPTER 6 DISCUSSION

6.1

6.2

6.3

Introduction
Discussion and Findings

6.2.1 Departments

e

0.2.2 Moniply Income

(]

3 Monthly Expenses For mobile connection

fr.

6.2.4 Service Product
A L S
6.2.5 Place ,
6.2.6 Price .
o

6.2.7 Promotion

Summary

(]
Lh

(e
LA

I_u_',_,
LN

4



CHAPTER-07 COCLUSION AND RECOMMENDATION 64

7.1 Conclusion 6
7.2 Implication O
REFERENCES O&
ANNEXES (O
Questionnaire 79
i
F ] - e" d



