
FACTORS INFLUENCING THE CONSUMER BEHAVIOUR IN
LADY'S SCOOTER MARI(ET IN BATTICALOA

By:

URUTHIRAMO ORTHY MANOJKUMAR

REG. NO : EA IIS 12012 I COM/63

INDEX NO: COM 1563

Itr.''
")

#

FCM 2112

ililillltilililil il rlililll lllil lllil rillil
Project Report
Library - EUSL

A Project report submitted to the Faculty of Commerce and Management,

Eastem University, Sri Lanka, as a partial fulfillment of the requirement

for the Degree of Bachelor of Commerce Honours (BComHons).

,:,&)i,
!i, til .)'r.::'*tt.

DEPARTMENT OF COMMERCE N-

FACULTY OF COMMERCE AND MANAGEMENT

EASTERN UNIVERSITY, SRI LANKA

2018



Abstract

The marketing mix allows a marketer to better relate to the identified target market;

based on the characteristics of the target market, the marketer will "build" the

marketing mix elements around the target market. This study aimed at investigating

the factors that influencing the consumers' behaviour in Lady's scooter market in

Batticaloa district. The objectives of the study are to identify the level, relationship

and impact of marketing mix on consumer behaviour towards scooters. The study had

been conducted among 200 women users who are using scooters in Batticaloa district

and convenience sampling was used. Descriptive statistics, conelation and regression

analyses were used to analyze the data.

The study fourd that the marketing mix and its factors and consumer behaviour were

in high level among women users of scooters in Batticaloa district. Distribution/Place

was more importance than the other marketing mix factors. Furlhermore, the study

has been proven that there is a positive significant relationship between them; and the

product factor only significantly influenced on women's consumel behaviour in

Batticaloa district. The study contributes to existing theoretical and practical

knowledge by providing evidence about the relationship between marketing mix and

consumer behaviour. The scooter market is growing rapidly in Sri Lanka. Hence, this

research has the potential to contribute to the overall two-wheeler marketers in tenns

of how to maintain a sustainable marketing strategy and enlarge the market share.
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