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ABSTRACT

The majority of the world population consume seafood especially lish for their day 1o day
meals consumption in this way Sri Lankan consumers are not exempl. 511 Lanka 15 a
fishing country and has huge fisheries resources but the people who mvolve in lisheries
face uncertainties and problems regarding the issues of storage, price determination and
marketing . The [ishermen in the Verugal Division in Trincomalee District face wilh the

problems especially in reference to marketing,.

Therefore the rescarch study is aimed at identifying the marketing problems of the
fishermen in the Verugal Division and recommending and guwiding them to have good

mar -.L'l.:l | X 1:-|'r:-111|(_‘1:; '.|'.||.1| ||'|I'i'.'_ll.l_:"." canobialn are .'.wl-.l.:ﬂ"._ e for Ihet '.le.-;_'.l:_h.

The information for the research collected form the 100 respondents from the five main
villages of the Verugal Division by ssuing guestionnaires and discussions and the four
main lactors were analyzed ncluding Price, Production. Place and Prometion which

affect the marketing process of the fishermen.

According 1o the research lindings the problem of the fishermen include reasonable FE'iL'.L'.
for the fshes are not determined by the buyers and a narrow Market Coverage, lack of
marketing k!'l[‘.l‘.ﬂ-'.:fii-\}__{t‘."H‘ll]'ﬂ'f}]?l;‘l' mogle of Transportation and dishonesty intermediaries
are lacking and the fishing area is restricted by the Government also a dominant
shortcoming for the large scale production which may create a ht.ly_.'z': market hence a

Ly i ; i : | . I = , "
higher price can be oblained, There fore the Governmen :|11-.| theother, Stake helding

-~ b A
(]|'il:1|'|izuLin1|~ theluding Bural™ Developiment Societices, sl ries Soetelies must take
F]

necessary steps o {ix n,w:}ndb]u, price and ¢ *rll'll‘Ll'l'i" Eme for ..xp.u‘l’ ion, waning them to

use the new fishing equipments and 16 have f'mmi marketing l-r‘;]il[r'-. can hLl the people
[ .,Hn: P I

Lo have a pood standard of living. -
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