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EXECUTIVE SUMMARY

Consumer perception theory is any attempt to understand how a consumer’s perception of a

product or service influences their behavior. Those who studv consumer perception try to

understand why consumers make the decisions they do, and how to influence these decisions.

Usually, consumer perception theory is used by
product or brand.

marketers when designing a campaign for a

The project report on “A Study on Customer Perception fowards Service Redressal
Mechanism with Special Reference to Eureka Forbes Pvt. Ltd., A marketing concept that
eNCcOmPpasses a customer's mmpression, awareness and/or consciousness about a company or
its offerings.

Customer perception is typically affected by advertising, reviews, public relations, social
media, personal experiences and other channels Perception establishes the meaning about a
product or brand when a consumer makes initial contact. In marketing, this is described as
consumer mformation processing. At this stage all of the senses are engaged in receiving
brand marketing communicate messages. In marketing literature, four distinct stages of
perception occur during consumer information processing: sensation, attention, interpretation

and retention.




