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RESUMO

O objetivo dessa dissertagdo consiste na identificacdo dos fatores influenciadores
no processo de decisdo de compra, de servicos de telefonia mével celular dos
universitarios de graduacdo em  marketing. Como suposicdo, fatores como
qualidade e variedade dos servigos, influéncias de relacionamento pessoal,
propaganda e marcas envolvidas no processo, foram considerados como fatores
influenciadores das decisdes dos universitarios. O referencial teérico foi ancorado
nos estudos sobre marketing de servigos, comportamento do consumidor,
satisfacéo e lealdade do consumidor. A pesquisa do tipo descritiva, ocorreu na
cidade do Rio de Janeiro, com a participagcdo de 140 alunos de uma IES —
Instituicdo de Ensino Superior, visando identificar tais fatores. Os resultados da
pesquisa apontam para o perfil de estudantes entre 18 e 26 anos, ambos os
sexos, solteiros, pertencentes as classes sociais A e B. Quanto aos habitos de
consumo, 47% utiliza o sistema conta (p6s-pago) e 54% nunca trocou de
operadora. A propaganda e o visual das lojas das operadoras foram percebidos
pelos universitarios como fator de qualidade. O fator prego e tecnologia influenciou
decisivamente como motivo para troca de operadora, e o servico mais utilizados € o
envio e recebimento de torpedos. O fator com maior possibilidade de influéncias,
tanto para compra do aparelho ou contratacdo dos servigos, S&o as pessoas amigas
e conhecidas. A imagem da operadora e a marca do aparelho do telefone celular

também exercem influéncias no processo de decisdo de compra.

Palavras-chave: Comportamento do Consumidor, Marketing, Marketing de

Servigos.



ABSTRACT

The objective of this dissertation is to identify the influencing factors in the purchase
decision process of cellular mobile telephony services of college students, which are
in marketing school. As an assumption, factors such as quality and service variety,
personal relationship influences, propaganda and brands involved in the process
have been considered as influencing factors in the students’ decision. The theoretical
references were anchored in studies on services marketing, consumers’ behavior,
costumers’ loyalty and satisfaction. The descriptive type of research was developed
in the city of Rio de Janeiro and counted with the participation of 140 IES -Instituto de
Ensino Superior- students, aiming to identify such factors. The survey results point to
students with ages between 18 and 26 years old, male and female, single, belonging
to A and B social classes. As for the consumption habits, 47% use the account
system (post-paid billing) and 54% never exchanged phone companies. The
propaganda and the looks of the operators’ stores were perceived by the students as
a quality factor. The price and technology factors influenced decisively as a reason
for operators’ exchange, and the SMS is the most used service. The factor with the
greatest influence chance, in the devices’ purchase or in hiring services, is friends or
colleagues. The operators’ image and the cell phone devices’ brand also exert

influence purchase decision process.

Keywords: Consumers’ behavior; Marketing; Services marketing.

































































































































































































































































































































