“IMPACT OF MARKETING MIX ON CONSUMER BUYING
BEHAVIOR IN NATURAL AND CARBONATED SOFT DRINK IN
THE TRINCOMALEE DISTRICT”
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The study essentially foreses on consumer buying behavior towands sofi drink praducts.
The research study’s conceptuelization framework comsists of two varabies such as
masketing mix amd buyer's characteristics In tiis mamner, the major reasens foe
underiaking this reszarch study are to cresie the awarensss about importance of
markzting mix and influence of buyer’s belhevior among the naturzl 2nd cartonated soft
drink censumers.

Pomary deia wsed in this study were from quoestionnaires, interviews and observation, and
secoindary daza from amnual reperts and améicles. Ore hundrad rspondents gvere selected
a5 a sample and questionmames were issued fto them to collect the data which wes
analyzed wsimg the univeriatz method and wsad SPES190 packags, The daia collectzd
was present=d| in the form of tables and cross-talhulations.

It revealed that merketing mix had kighly impsact on the consumer Buying behevior on
sofil drink markst in Trincomales . Alsa according to the research product mix, place and
promation mix bad high impact en the consumer behavior than price mix.

We expect this research study en that madketer of sofft drfnk in Trincomales fo become
revolution, should concentrats to develop the elements of, predoct, place, price and
pnmﬁmmﬁmsﬁuﬁnmum.xsm&ﬂehﬁh:ynﬂfeﬁ@ﬁnﬂ&sﬂﬂ:&mmm‘s buying
befavior. il
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