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ABSTRACT

The study ol'consumer bchavior js a crucial issue in marketirg- It is essential for a

marketer to uDdeftand the behaviot and detcrminants of peoplc's altitudes and

purchase decjsion. Supcrmar'kets hare cnrerged as a rnajot or'Ltlet for r'rban and

suburban consnmcrs in Sri l-anka to purchase household consumption goods'

Consideration of consurner buyilg behavior is very impo arlce lo attracl the

colsumer in competitivc business enviLonment. Thc aim of this research study was

mainly to identifl the variables which are influencing in the consumcrs who

plrrchase packcd fooLl in K:rncly and Kalmunai to$n area s[pcrlnar'kets A mndom

sample 120 coNumers (60 at each location) \\'cre selected lbr thc study A structulcd

qucstiofila;re was uscd to collcct data, which was analyzed using SPSS package'

The rcsearch has come to the conclusion that Lllban and subur-ban arca consunlers

prcler to purchase packecl food at supcrnarkets than rural area consumers, packed

l'ood consumers rvere ltighly educated )ounger people. Also higher income people

prcferrecl to purchasc packed food at Supermark.{s weekly, and 1llc prelened type of

packinj is pollthcne btgs in bolh artds. Most ofthe packed food custbnrers prefcrred

to purcbase bevemge, processccl lbod, dairy producls and sweets' and also oil ii both

arca supemarkets. Ricc, pl-ocesscd meat and fish purchases was larcly pr'eferred by

consuners ai both area Supermarkets llducational qualificatiol]' monthly lamily
\

incomc rlas positively conelaled \\'ith their expenditurc-on packed lbod prodLlcts and

consicielation about quality whilc buyilg packed foods

Cultural factors had low levcl of inpact on purchase decisions of packed foocl

purchases. and also social factors and pslchological factors had moderate i pact, but

the personal lirctors haci high impact on purchase decisions of packed food

consumers in both area supennarkets. llconomic lictor. technical factor and
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