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ABSTRACT -j)

The study was measurng srldy o. consumer buyng behaviof or cosmeic

producl r Trnconalee dlstrcts -lhe Trncomalee dslflcls has eeven DS

divsion n which eighi were selecled for ths stldy through ihis research

wrral sorl oi cha.ges has occlr in the cosmetic producl markel based on

markel ng mix and buyer characterisl cs Fina ly subm I adequate know edle

to those purchasng cosnetc producl as we as marketers who nvolve

settinq those lype oi prodlcl

The v.riabe fcludes n th s sludy were markel ng mix and blyer

characlersUcs To measure these varable dala vJas colecled f@rn a sample

of 200 respondents irom T ncomaee dstrcts. !sns random safrplng

method The colected data were anayzed using the !nvarate method The

colecied daia were presented inllrerorm ortable. barchads andpe.harls

The data galhered were analyzed usng ilre Mcroson package excel 2000

and SPSS 1l 0 w ndows

The finding showed thal prodlct and p ace hghry nfuencewhichfalsunder

the marketng mix Atlhe same lme it observed buyerchaE.ierstcs culural

faclor nfuence q owlevel a.d other fa.tors lhose come under lhe buye.

characlersics are nfue.te n the moderale leve n overalthe conslmer

blying behavor fioderately ntlence lhe purchas ng on cosmel. producl

Therefore it is recommefded lhal the marketers have

modicaton. and have to use new strategy to lncrease

behavior of cosmet c prodlct
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