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ABSTRACT

Ts: project segort &s submitted under the title of “The comprehersive stady emd
enalysis on marketing oppertunity of the fishmg industry in valsichenas™ and this will
hefp me to complete the degree program in Bacheler of Business, Admimistration at
the Eastern University of Sti Lamka This disseriation assistance m to seven chapters
all this chepiers explain abeut the titfle related matiers.

The objective of this research study is 1o find the factors which are influsnced on
getttimg tthe marketing opportunity of fishing industry ir valaichenai deep sem fishing
pom. theretiore, thus amalysis: is dene with the four variables. The dependent warialle is
mazrketing epgostunity and indespendent wariables are value added management
supply chain. information end government policy. To messure the level of influence
of each vasable. questionnaire is prepared and issued among marketers and data was
collecied.

The gathered information was shown in the form of illustration, falbles, chams and
fgures. The relztion between the dependeat and independent variables are groupad as
Lowrer Level, Moderate and High Level. Basad on the findings, the data veas analyzd
and presenied. Further. the discmssion on Bndings also expressed

£
Furthemmare. this research s conclinded with each influencing factors, ax the amival of
mngshing the thesis recommendetions sre givem to tmprove the effectiveness of

marketing oppartumity for the fish marksters mn the industry. |
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