A STUDY ON CONSUMER BUYING BEHAVIOUR ON
NON-FAT MILK POWDER PURCHASE: WITH
SPECIAL REFERENCE TO MANMUNAI NORTH
DIVISIONAL SECRETARIAT

CHANDRAPALAN SATHEESRAJAN

......

m‘iﬂ

11117 -
Lty 08, = ‘.
DEPARTMENT OF MANAGEMENT

FACULTY OF COMMERCE AND MANAGEMENT
EASTERN UNIVERSITY, SRI LANKA
2010




ABSTRACT

Merketers zre expected to attract moere customers and fulfilling the aceds and
expectations af teeir customers. With the continuons growth of compelfition im the
market place, understamding customers has become very importaat tool in
marketing. Every marketer should identify the consumer buying behaviour to
satisiy the customer expectation. Therefore comsumer bebaviour is a very importann
factor in marketing.

Noa-fat milk powder was introduced by the markerers for healthy life. Most of the
pecple 2re purchesing nens-fat milk powder for different reasons. Therefore this
stedy was carried owt ©o examine the research problem af whick factor rhai
influemees on censumer buying behaviour teward the selection of mop-fat millk
powder parchase with special reference to Mapmuonai -North Divisional secretaciat .
This research was carried out with the objectives of evaluating consumer buying
bekavicur and to analyze the influence of markelers’ marketing mix offerings.
buyer’s characteristics, and epvironment factors. Forthermore conceptuz] model
has been developed to understand the levell af infloence of l‘hl‘f&t‘ three research

variables om consumer baying behaviour.

Umantitative methedology has been applied for this research. On the convenient
sampling method 3¢ questfonmaires were issacd and collected datz were analyzed
aad evalnated as low, moderate, and high level inflmence of research variables on
consumer buying behsviour oo mon-far milk povidier pﬂrﬂhau.. This study found
moderate level inflnence driven from non-fat marketers’ mmrlwt:hg mix ciferings,
buoyer characteristics, and environment Factoers mn consumer hlgnm:z, behavionr.
Anyhow, it is recommended that the non-far millc ;mmlmr mmhﬂem offfering has to
be improved according to costomers’ expectatios in order fo ensure long term

p—

survival of the company.
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