
THE STUDY OF CUSTOMER SWITCHING BEHAVIOUR

TOWARD CARBONATED SOI,T DR]NK MARKET
*WTTH SPECIAL REFERENCE TO MANMUNAI NORTH

DIVISTONAL SECRETARTAT AREA'

JEBARAJAKIRTHY WILLIAMS ABARAJITHAN

ENT

',,

$ nlllulullJulllilllilil

DEPARTMENT OF MANACEMf, NT

ULTY OF COMMERCE & MANAGEM

EASTERN UNIVERSITY, SRILANKA

2010

FAC



Nla,l.rcrs arc c\pc(ed cuirme's rrd luLlilliJi! tlrc nc.ds rdd

c\pccr.ti1,n\ ol tl,e- cu(o'ne,s $nh rhc cofr ruors 3ro{ ofconrrclnof Inre
,dlcr pla.c urdcrsratin: cusn,nrer\ ha\ hcconre mo.c md m.'€ iorronanr itrhod

.l arkdiirg rhereture cu{onre'\ n,e rrr'e ddrile aid [ .rLldge thri cv.. bcLi],..

sca chins ri)r r he{,1(erative lD rlrl. purcIasin-lp]occss afd fina Ly ssild, ro trctr

bcn braid lhG poces kno\n rs cuirmcr sril.hiog bchxri.trr .lcrr*.lnlc

c.Ddn\ and xRaretrcss olctrsroincr s{ lch D! Lrchaviou' h.vc Dc.cased rnlorq lhc

socicq and nra'kele'! ni rhe pa$ lclv dccadcs rlrcittbrc socicrr afd crslofrc s

cxpcd ro bc lalrdicd in ea.h a d evcr! asp.cr ol r[cii nc]Lv emci.qcd ic.ds bl

rnx,lere,r Ihrs ir bccoDcs fcccssar! ib, the 'nirlcl oricnalcd busrncsses ro adopl

' o .l'i1 bl .. 
" 

IL'.. arp ,.\'r'.-'.

Tliir !!dy.{aDrlDcd rhc 
'.sea,.h 

ptublen ol trhcrher rhero 5 cu5ronrcr $ilohifg
bchavou. I the cn'borated snt dridk nrailcr. a.d ll so. whar ls fi. nos basic lacror

rhal c.rtib lcs lor cunonc^ !wirch'ng hehavi(u ro$rrtl th. srle.ri(nr .l'
carb.f.red lnt d,ink\ *irh eclal 

'elefunce 
r. ltlanmtrnai N.rrI Dn sioiil

sec'elarlxr .rca lhis rcsca.ch $as caified olt with rhe objecllves or cvaluar,rg

c0nonrcr switch Dq behavirur nDd t, hdv/e the rollu€ .e ol ,rarkete,s ra,LeL g

h'r\ .Uering\. ctr{omeri denrg'athi. licro, and psv.hogratlri. lirtr oi iLch

r.ndcncj. ol 
'cD!r.hase 

l.o!r resen'ch quesriors were linrned ro ri$ rbe n!ILence ol
i". rl-l.l 

'.. ' eo. ,i_a".. ." 
"

r'' J J l oo u .ropco oird- r, " lr''t ot

rcscach \x. ablcs or c!nonrcr s*rlchLng behi!'tnr t
Quaxikrrve nreihrdol(igr hds l)een atplled ntr rlis rese*h aJld .uenn'n[i,ds we'e

!s.d L. collccl da\x l0r qucsliofnxi,cs rc,e Gsucd and co!lccrcd d.lr $crc ,aL!7cd

xDd claliLatcd 6 lo$. Noderdc. rd hi-eh e\cl itrfi,eoce o] reslarch rariab.s or

sritching behavour in carh.nnred \tl di,nk r€purcha\c Thi\ nudv lnund dur there

s a cusloDrcr sqilc[ing beh iolr o l]rc carbonrtcd $R drirrk na.kcl and a so lhc

l.vrl rendcn{,cs and non pu.chasc rcndcnci.s prcscnt n, rhe nrark.tph(c ()Ln ol :00

'eiro.dedh 
167 *ere Nirchlr)g 2sw.rel.y.l ctrnofie's.1 were noDuse's ollri



Rcscarch found that, higher level innuencc drivcn lion son drink ma.kctcrs

marketingnix ondings atrd cuslonrers psychoAraphic lactoB on switch,ng behaviour

and aho on loyal iendency ol loyal .Lsrone's Hen.e. tlris ako lound rhal

lncinarional sor. dnnk harkeres are noslly atimcri.g switchnrg c!$orEs while

nrost ofthe cusone6 are loyal lo domcnic ma*ctcu Anyhow. it is concluded that

rhe ca,b.naled soft dnnk markcicrs ofttriig has to bo ifrpr.ved accordlig (o

cusrones demoelaphic and psychog.aphic expectation ii order to ensure long terfr

suwival ol lhe company In addnion, the study ofti6 suggestions 10 atend to tlre

coosderari.n od ihe variables lor loosing companics in order to increase then market

shaie i. cadoMtcd sofi dnnk nra'ket

Key words Swnching behaviour, loyal tendency. mnrkeling

dcmoqraphic rador, burer psychog'aphic lactor



T BI,E (}F CONTF,NTS

ChaplcrOnc
Innoduction

I I Bd .rr und lo h, daolirdy
I n'oLl.n ldcm lu.ion

| - ri-1iti-1.ru,.\rnrdJ
Pl(-..\ nP had t^!)
'\'r' r'o' ,' Fcud)

I lr Lim .dr o' 5 o'lh( eqrh
' ' . dp'cr frdnso'l

ChaprerTwo
l.ncrartrc r.vi.w

i

2

t0
12

tl
tl

22

1l
?2

hodrdioN :
Con$rnrc. Echaviou;nd Cuslon€r Suilchins 8€haviour
NlarketingMix
2:l I Prcducr i. ,

232Pnce
2I I Promolion
2I.1Pla@
Defrographic Factor

l.l I Peso.al Facros

,
25

23

23

lt
32

2 4, (uhl J lanor
- a 4 So.,allnnl.nccon Con'Lm.r tJchdiolr

- P.J"\o! dphn lnn'.acc on aol dmct Bcl-"\'o r
/ , ^r,une' Pe'!cn.on.

-:: LMron
r ) aonrrmo Morn!\ and Motnarion
' < lC rllre' Allnrd!,
2 5 t C.ns,mer Lamino

1l



I c 
' 
dJ -rr ! d..'!n and nerhod ui '^"r

r . n, NL n',ndqmplnroftcqr.h
4 b Ve . d or Dara @ led.on
4 7 \'leLl od oiMe6uremcnr
j3ve 

'-dolDa'" 
Anallsi'drd I !.1!driun

j \alid. ) ,nd R!l;bjlirJ

Ch.trerlive
Data PEFnration and Analysis

I I lDlroduclion
I 2 conccptualiztion
3I Opcrationalizlions
I 4 Summary

6 I Introdudion
6 2Persondl lnlormtion
6I Dhcusion ol Rcsa.ch intormalion - Orcmll Analysis
6,1Sumnary

1l
72

15

5 4 Re,e"'.h lirb'dd on
54LB'J'd

'r r Dcl o{aphrc li.ro'
. 1 a Psjclo!.aphi! Fddo'

t 5l Overallanalysis orthe deLeminarions (vriabla9* :-'
5 5 2 Overallanalysis or customer swiqhins behaviourgd bdnd loyalry

5 6 Croslab Analysis (PeMnd I nromalion wilh Resrch rnfomation)
\d Td; !

r'hrnrer ci\
Discusion 6lFindings

1A

3l
34

l

r2l
l2r
Dl



Chapr€r Sry@
Coelu.ion &d R@mn€nL ion

T l Introduction . . . . .. 144

72 Conctusio.s 144

? I R{onmendalion. .. . 143

T.4lhplications of theRffih 153

? s R€conmendation for funhd.Mch ...................... 154

? 6 sunmrv 154

Markete^ in Cdbomted $ft dnnk mrkel

suNey queslionnane EnCJish

S!rvey quesl ion.aire Tanil


