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ABSTRACT

People are consuming tea as a habit in their day to day life, with changes in the life and
trade pattern, tea passes to consumers as blends from different sources with various
characteristics. Leading tea companies have established brand names that bring strong
customers demand rather than selling tea according to the origin., Presently, tea market
have different tea packet with different brands and customers are consuming teas some
are concerning several factors and some are not. Thergfore, problems of tea market are
high. The main objective of this research to identify marketing problems associated

with the branded tea market in Kandy from the perspective of customers.

The variety of literature was gathered in oréler to identify the specific sub components
regarding the quantitative study. Then specially developed a framework for the purpose
of the study. The primary dgf[a was gathered by using a well-structured questionnaire.
It consisted of two sections, the first section of the survey questionnaire collected
respondents’ demographic}in%ormation such as age, gender, education, income levels,
and consumer duration, brand selection. The second section asked respondents to mark
the number that best reflects their opinjon used by Five Point Likert scale method and
They are product related problems, pf/i/ce related problems, place related problems and
promotion related problens. The Convenient vsample method®* comprised of 250
respondents from Kandy District in Sri Lanka as covering the:majority of the market.
The reliability and validity of the instrument was tested using an internal consistency
Measure (Cornbrash’s Alpha (o). The recommended value of 0.7 was used as a cut—off
of reliabilities. The data analysis was carried out using SPSS 25 with approving the
conditions of the analysis there moved to the part of findings regarding the results of

them.

Findings of the study concluded thatthere is significant level of product, price, place
and promotion related marketing problems associaged with the branded tea market in
Kandy. All the marketing actions need to take to avoid the bad consequences of not
considering regarding findings of the research and the best output results which can

gain by considering the research ﬁndings’were clearly defined through the research.
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