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ABSTRACT

I ibe markstmgz envitonment, consumess are the key Factors. So finst, we must iy 1he
baying belavious of consumer ard proceed with other things fnd ol what extiens the tea
consumers mre considering the factors which determing ihe comsumeer buying behaviour i the
Wanara district is = significant maties. So [ have statied to do research study on “consumer
buying behaviour en tez in Matasa district”.

This reseancth analysis consist of seven chepier each of it bas its own impartance.

The frst chagter is thke introduction. This deals mainly dhe Pack sround of the study,
problems of the ressarch, objectives off the study, research question, and significance of 1he
sindy, assumption and limitation.

The second chapter s litersture review. [t deals mainly the introduction of consumér buying
behaviour and ifs importance marketing managenrent znd other theorsticall mattiers relating o
tihe comsumer buying behaviour.

The ohird chapter is concephualization and opsrationalizarion. It mainly focus inroduce the
conpegtmal frame weork (impendent and depenckent variizblies)) and operationalization of the
sty

The feurt: chapter 15 resessch methodology. Methodzlogy means: the procedures used in
making systematic abservations or otherwise oblaining dafa, evidence, 0r information &5 part
off 2 reseandh project or sudy. “Resezrch metihodology s a systematic way fo solve a
meoblem. '

The {ifh chapter is dala presenation and amalisis. This deals aﬁ&mntuyiéug thehavinur
responded by the consumer throwgh a sinoctured! questicnnaine teh&mfmﬂg ez consmmption
i Manara district. Even though various modss @f'am;d}-zc can be performed. ':.- fumcdzmental
Frut jpover fulll mmivariste anzlysis hes been adopied with the usege of the computer peckage
“SPSS (5.0 univariztz measure like mear, standard deviation and freguency dismlbution
e been used o znaliyzes the data.



The sinth cheprer & discussion. This chapter explores the justitication of reseandh finding,
Data obuined from 120 respondents bave beem amalyzed im comnection with persomal
mfionmation amd veszarch infermetion.

The lest chepter is conclusion and recommendation [ concerrs wiat is the present situation
af the lea market im the Matara district, What sre the clhanges should be made by tea
marketers i Matama disirict, what sze the changes sivould be made by tea madket which ase
sellling in the Matara district include the implication of this research siudy.
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