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Abstract

The study of consumer behavior is a crucial issue in marketing. It is essential for
marketer o understand the behavior determinants of people’s attitudes and purchasing
behavior, Consumer has different characteristics and perspectives towards the purchase

of motorcvele, which characteristics having influence the buyving decisions.

This rescarch work is studied about the “consumer buying behavior among different
target groups towards motoreyele in Manmunai-North, Batticaloa. The question was,
which factors having influence on purchasing behavior of target customers. Targel groups
idcnliﬁc& officers working in Government and private organization, businessmen who
use motorcycle for their trading activities, and ladies. Hence. there was a pap to study

ahout the level of influence among the selected target groups.

In order 1o analyze the buying behavior, three vanables were considered which included
Marketing stiimuli, Buyers characteristics, and other stimuli such as economical,
Technological factors. The structured questionnaire was used to collect primary data for
this study from 200 respondents. Collected data were analyzed by SPSS and evaluated as

low, moderate and high level of influence.

The study found 1'Ei]_:u_‘._[,l'n: Marketing mix is a high influence faclors to nearly all
CORSUIETS. Buyer's characteristics are mostly considered by ladies than officers, and
businesspersons, ©Other stimuli such as economic, tedmo[r}gin_:ullt‘acmrs extremely
miluence the purchasmg of officers, and businessperson, and ]ad-igls; buying activities
were regularly not influenced by other stimuli. Therefore, it was known {rom the
conclusion, manufactures and distributors of motorcyele have lhuhi}.‘ﬁpunﬁibilil}' to fulfill
their expectlations at high level. Eventually this report recomafiends some remedial actions

that help to improve increase the sales amount of motor cycle.
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