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ABSTRACT

The different theories on consumer behavior and the relevant research conducted on
the understanding of the consumer behavior. After the understanding of the consumer
behavior, the different marketing strategies which are to be adapted for the customer loyalty.
The success of the company depends on the maintaining of the strong customer relationship.
Consumers are the users of any particular product. They may not be the buyers but they are
the ultimate users of the product. The telecom industry has flourished a lot in last five years
and this is due to the ever increasing customers and service providers in this industry. This
detailed study will help in the comprehensive reasoning about the subjects related to
marketing and change management. The analysis from the different research articles will

help in the understanding of different research theories about this subject
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CONCLUSION

weher had made an effort to find out the level of buying behavior of Samsung
. 1eSCl
The !

\d it is clear that the public have high awareness on Samsung services. Samsung
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