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RESUMO

Este trabalho objetivou verificar as atitudes dos consumidores de servigo de telefonia
moével celular da cidade de Salvador perante uma insatisfacéo na relacao de compra.
Além disso, buscou identificar os critérios de avaliagdo de servico mais criticados
pelos consumidores, evidenciar as variaveis que levam a escolha das operadoras,
verificar a percepcao dos usudrios sobre a prestacado deste servico e averiguar se,
diante da frustracdo com a compra, os clientes fizeram uso do Cédigo de Protecao e
de Defesa ao Consumidor, recorrendo a 6rgaos competentes. Assim, ao contemplar
o foco no estudo do comportamento de compra e, consequentemente, conceber a
satisfacdo do cliente como forma de alcancar a efetividade organizacional, este
trabalho restringiu-se a seara mercadolégica. E, no intuito de obter maior
conhecimento sobre o problema de pesquisa e alcancar os objetivos propostos,
realizou-se uma pesquisa exploratéria a partir do levantamento em fontes
secundarias, do levantamento bibliografico. Aliado a estes métodos, contemplou-se
uma investigacao de dados primarios com a concep¢ao da pesquisa qualitativa com
dois grupos focais, sendo um grupo de usuarios de telefonia mével celular do
sistema pré-pago e o outro do pos-pago. Apds a analise dos dados obtidos, como
resultado, verificou-se um manancial de informagdes acerca do comportamento dos
consumidores deste servico que foi respaldado por uma fundamentagado tedrica
sobre o tema. Vale salientar que o estudo efetuado, pelo carater exploratério e
qualitativo, indica a importancia da realizagdo de futuras pesquisas sobre a area de
telefonia celular, bem como outros estudos para compreender o comportamento dos
consumidores de outros tipos de servigos também relevantes para a cidade de
Salvador.

Palavras-chave: Marketing. Servigos. Comportamento do Consumidor. Telefonia
Celular.



ABSTRACT

The aim of the present paper was to investigate the attitude of the mobile telephone
service customers in the city of Salvador once it was detected dissatisfaction in the
purchasing relation. Besides, this paper intended to identify the evaluation criteria of
the most criticized services by the customers, to evince the variables that influence
the choice of the telephone company, to verify the users perception about this service
rendering and then, to verify if up against a frustrating purchase the clients have used
the “Cdédigo de Defesa do Consumidor” resorting to governmental competent
agencies. So, by emphasizing the study of the purchasing behavior and, as a
consequence, to conceive the client’s satisfaction as a way of reaching
organizational effectiveness, this paper was restricted to the market range. An
exploratory research was performed from the survey of secondary sources and
bibliography aiming to obtain more knowledge about the research problem and then
to reach the purposed targets. Besides these methods, an investigation of primary
data was performed by conceiving a qualitative research in two focal groups, the first
one constituted of pre-paid cell-phone system users and the other one of after-pay
cell-phone system users. A fountain of information about the customers’ behavior of
this service was verified as result of the obtained data analysis based on theoretical
fundaments about the theme. It's worth pointing out that the performed study,
through a qualitative and exploratory character, indicates the importance of the
accomplishment of subsequent researches about the cell-phone range, as well as
other studies in order to comprehend the customers” behavior related to other kinds
of services but also relevant to the city of Salvador.

Key-words: Marketing. Services. Customer’s behavior. Cell-phone telephony.
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