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(V) Abstract

Globale"x}-jefts on the subject of marketing communication have tndicated a major shift
in consumer media consumption habits. Although it is visibly evident in Sri Lanka as
weil with different eChoole of thought having debated the issue with no clear outcome,

nar has the 1n1t1at1ve been taken to study this area extenswe]y to unclerstand the effects
of medla consumptlon habits of Sri Lankan ‘consumers and the level of influence of

each of the methods available to marketers.

Marlcetlng orgamsatlons on the other hand are facmg the dilemma of no reliable ‘
1nformatlon to base thetr marketmg communlcanon investment decisions on. Hence
they rely heavﬂy on. the recommendatlons of. the advertxs:ng agency and the media
buymg company ThlS is' not w1thout k:nowmg that the adverttsmg agency and media
buyulg agency are both paid commlssmns on media space they sell to their clients, This’
51tuatlon is extremely dlfﬁcult to deal WIﬂ’l as the ageno1es recommendatlons are biased
by the conﬂtctmg mterest of trylng to earn -the comm1551ons offered by media
compames Despjte thls marketers turn a bllnd eye due to the lack. of credibie
mformatlon for decision rnakmg 1n thlS area which consumes the highest portion (75 -

percerit to 80 percent) of the company 5 marketmg budget.
This geye_ rise to the following research probletn.

Gwen the 51gmﬁcant Shlft in the world of consumer medla habits, should consumer
brand” marketmg orgarnsations targetmg urban and suburban consurmer groups shlft
ernpha515 of then‘ marketmg budget from “abOVe—the lme marketmg actmtles to
“below—the hne marketmg act1v1t1es m order to be more successful in achlevmg their

sales and revenue objectwes more effectwely and effic1ent1y?

The obJectlve of th[s study 1s to examine 1f the current mvestrnent in marketlng actmty

by consumer brand marketlng organlsatlons should change from the present heavy
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