CONSUMER BUYING BEHAVIOR OF PACKED FOODS
AT SUPERMARKETS IN KANDY AND KALMUNAI
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ABSTRACT

The study of consumer behavior is a crucial issue in marketing. It is essential for a
marketer to understand the behavior and determinants of people’s attitudes and
purchase decision. Supermarkets have cmerged as a major outlet for urban and
suburban consumers in Sri Lanka to purchase household consumption goods.
Consideration of consumer buying behavior is very importance to attract the
consumer in competitive business environment. The aim of this research study was
mainly to identify the variables which are influencing in the consumers who
purchase packed food in Kandy and Kalmunai town area supermarkets. A random
sample 120 consumers (60 at each location) were selected for the study. A structured
questionnaire was used to collect data, which was analyzed using SPSS package.

The research has come to the conclusion that urban and suburban arca consumers
prefer to purchase packed food at supermarkets than rural area consumers, packed
food consumers were highly educated younger people. Also higher income people
preferred to purchase packed food at Supermarkets weekly, and the preferred type of
packing is polythene bags in both areas. Most of the packed food customers preferred
to purchase beverage, processed [ood, dairy products and sweets, and also oil in both
area supermarkets. Rice, processed meat and fish purchases was rarely preferred by
consumers at both area supermarkets. Educational qualification, monthly family
income was positively correlated with lheir.Cxpcnditurc‘on packed food products and

consideration about quality while buying packed foods.

Cultural factors had low level of impact on purchase decisions of packed food
purchases. and also social factors and psychological factors had moderate impact, but
the personal factors had high impact on purchase decisions of packed food

consumers in both arca supermarkets. Economic factor, technical factor and
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