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ABNTRACT

Todav’s business environment is highly competitive and rapidly  changing.
because of advance i modern communication and mlormation technology, if the
marketers want 10 succeed in the market place. they must think and do
differently rather than doing the same thing. This depends on the Jull
consideration ol the consumers who are the king makers in the market place.
[he purpose of this research study is to identufy the consumer perception and
brand behaviour of Sova products in rincomalee district. Marketer' s long-term
existence is depending on the consumer perception and hrand behaviour. In this
repards. the chapter one has been prepared, which includes introduction,
objectives. conceptualization and methodology, Conceptualisation consists ol
lactors such as brand behaviour, marketing mix, buvers” characleristics.
consumer perception. deeision making process and decisions. For this rescarch
study all 11 Divisional Secretariats divisions was selected and 200 guestionnaires
were issued 1o house holds and 20 guestionnaires to retailers in order to collect
data to meet the objectives of the rescarch study, Thoese 200 consumer
gquestionnarres and 30 retatlers’ guestionn:ires were distributed aceording 1o the
ratio of population in the 11 Divisional Sceretariats divisions, The collected data
were analyvzed using the univaniate analyses through 5PSS packape, Researcher
has come 1o the conclusion. that it is eminent that the consumers have the bl
degree of brund awareness for only one hrand out of ten brands, that is Lanka
sov and for other brands TVP . MDK . Harvest Turkey Raigam All and Rasa soy.
consumers have moderate awareness and other brands such as Mapzi and
Kingsway are not known by most of the consumer therelore the Lanka sov is the
market leader i Trincomalee district. As lar as Sova ot concerned. Tasty and
Turkey have high degree of brand awarceness, in which tasty o1l is the market
leader. As [ar as Sova sauce 15 concerned, Golden crown has the high degree of
brand awareness and for other brands such as Turkey sauce, Harvest, and
imperial, consumers have moderate brand awareness and Edinbhorough his low
brand awareness among the people in Trincomalee district. Golden crown 1s the

market leader among the other brands.



