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ABSTRACT

Tea is one ofthc most popular bevcrages consumed in S Lanka. 'Ihe studv was carricd

out to detcmine, impact of tea packaging o11 consumer buying behavior in Walallawita

DS division, Kalutara district. The stud), was rnainly bascd on prinary data obtajned liom

a sample suwey in six CN division in Walallawita division. . I)ata were collected using a

stnrctured questionnaitc for 100 consumers. Data were analyzed using a SPSS software

anddescriptive statistics was cmplovedto study fie socio-economics ofconsumcrs. About

66% consurner rLsed supcr market and 3,1'% used rctail market. About 660lo ofconsumers

gained kno\\ ledge on tca throLrgh l V, radio, newspapers. About,l4o% consumcr purchased

teape. once a week. Consumer mostly prcfened to buy l00gms dnd 200gms size tca pacl.

Average expcnditure to bLly tca on.a month was Rs.652.00. Mosl ofconsumcrs used tea

I brand: Laogee tea (21%) arld Wata\r,ala tea (19%). Whcrl consqmer sclecting the tca

brand; packaging label, packaging type. SLS ccrtificalion, packaging material, packaging

color and packaging djagram were fitctors considered. (lonsumer's prefcrcnce level o1_

thosc factors were assesscd using mean valuc o1'Likert scalc. Tlte Likefi scale $,as

measured from I ls most prel'crrcd to 5 as no prcfcned. Among those. packaging labcl

(2.08) and packaging t1,pe (2.23) received higlr level prefercnce by consumcrs. Most

consumers (62010) examined the SLS ccrtification wlren buying tea. Most of col1sulners

(65%) prefbrrcd to buy tea packcts as tea packaging type. The consumer prelerencc on

the basis ofavemge mcan for Likert scale which llctors influencing 1() sclcct packaging

typ€ can be indicated as: convenience faatures (1.56), cost (1.73), availabilit], (1.87),

aesthetic (2.17) and eco-lriendly (2.77).



About 54% consulnci \{crc considcrcd about packaging color of tca package. 4670

consumers were not considered about packaging color. Among lbose who considered thc

packaging color,,10.7% consumers were prefered dark color tea packaging.33.4%

corisumers were preferred Jight color packaging and othcrs (25.97o) wcre preferrecl

transparent packagin-g. 67010 of consumer were prefered the piastic packaging rratcrial

whilc 20% ofconsrLmers were prcfcrrcd thc composite packaging naterial. Accordjng to

the consurner preference on thc basis ofaverage mean value. factors influcncinS to selecl

packaging material identilied as availability (l .67), cost (1.76), convenicnt fcaturcs ( 1.82),

acsthetic (2.43) and cco liiendly (2.62). 51o% consumers were considered about diagrarn

on tea pack whcn buying tea and 49% of consumer did not considcr aboul tea package

diagram. According 1() the con.sumer prel'erence on mcan Liken value lor thc diagram to

select the teapack idcntified as cup oftea (1.19). tea throal (1.60), a lady (1.81), tea samplc

(2.00.) and tea eslate (2.04). 84% consutner considerecl about the packagc label ol1 tea

package and othcrs (16%) did not consider. According to thc consumer prefercnoc on the

basis of avcrage Likerl mean value lbr the labcling inlirrmation, expiration dale (1.32)"

manulacture dale (2.44), package dato (2.64), grading of tca (2.71). artihcial ingrcdient

(1.18) and nutrition value (3.21) were inportant to consumer to decidc purchase ol'tea-
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