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ABSTRACT

Marketers are expected to attract more customers and fullilling the needs and
expectations of their customers. With the continuous growth of competition in the
market place. understanding customers has become more and more important method
of marketing. Therefore customers are more mobile and knowledge than ever belore,
searching for a best alterative in their purchasing process. and finally switch to their
best brand  This process known as customer switching  behaviour. Meanwhile
concerns and awareness of customer switching behaviour have increased among the
society and marketers in the past few decades Therefore society and customers
expect 1o be satisfied in each and every aspect of their newly emerged needs by
marketers. Thus it becomes necessary for the market onentated businesses to adopt

customer switching behaviour to fulfill the customers’ expectations.

This study examined the research problem of whether there is customer switching
behaviour in the carbonated soll drink market, and il so, what 15 the most basie lactor
that contributes for customers™ switching  behaviour toward the selection of
carbonated soft drinks with special reference to Manmunai -North Divisional
secretanat area. This research was carmied out with the objectives of evaluating
customer switching Eluwﬁqmr and to analvee the influence of marketers’ marketing
mix offerings, EJHH}I‘I]E:T&-' demographic lactor and psychographic factor on such
tendeney of repurchase. Four research questions were formed to Ie';st the influence of
.
customers switching behaviour on repurchase ol carbomated sofidrinks. Furthermore

h
- a 4, 5
conceptual model has been Heveloped to understand the fevel of influence of three

e

rescarch variables on customer switching behavibur _ }‘ .
'

Chuantitative methodology has been applied lor this reseath Em::l questionnaires were
used o collect data. 200 questionnaires were issued and collected data were analyzed
and evaluated as low, moderate, and high level influence of research variables on
switching behaviour in carbonated soft drink repurchase. This study found that there
is a customer switching behaviour in the carbonated soft drink market and also the
loval tendencies and non purchase tendencies present in the marketplace. Out ol 200
respondents, 167 were switching, 29 were loyal customers 4 were nonusers of sofi

drinks



Research found that, higher level influence driven lrom soft drink marketers’
marketing mix offerings and customers psychographic tactors on switching behaviour
and also on loval tendency of loyval customers Hence, this also found that
mternational soft drink marketers are mostly attracting switching customers while
most of the customers are loval to domestic marketers. Anyhow. it is concluded that
the carbonated soft drink marketers” offering has to be improved according to
customers’ demographic and psychographic expectation in order to ensure long term
survivil of the company. In addition, the study ofters suggestions to attend to the
consideration on the variables lor loosing companies in order to increase their market

share in carbonated soft drink market
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