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ABSTRACT

Tea is one of the most popular beverages consumed in Sri Lanka. According to the statistics
provided by economic and social statistics, Sri Lanka continues to retain in the position of
being the third largest exporter and the fourth largest producer of tea (Central Bank of Sri
Lanka,2015). The present study was done to study the consumer preference on purchasing
of different brands of tea and to identify traders marketing sensitivity of tea in Colombo

city limits.

Primary data were collected from Colombo city parts (Colombo 1 to 15 parts) which ten
consumers and two tea traders from each city parts were taken as respondents. Two traders
of a city part were represented by one supermarket trader and one retail shop seller. Data
were collected using a structured questionnaire for 150 consumers and 30 traders.
Frequency and mean analysis was employed to study the socio-economic data of consumer
and trader (gender, civil status, age, no. of family members, education level, monthly
household income). From the COI’lSUI'\I:lCI' socio-economic data 56% of the consumers were
female and the remaining 44% was male. The 49.3% of respondents were married and the
48.7% and 2% of consumers wefé*‘:single and divorced respectively. 51.3% of the
“consumers were aged between 18-30 years which the mean pee value was 38.02 years. The
‘mean value for the consumer family members shown as 3.80 members. 47.3% of
consumers were educated up to GCE Advanced Level. The percentages for the GCE

Ordinary level passed and Bachelor degree holders were respectively 36.0 % and 16.7%.

The mean income value calculated for the consumers was 38250.00 Rupees.
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From trader socio economic data analysis 93.3% from 30 traders was male and remaining
6.7% was female. 90% traders were married and remaining were unmarried. Above half of
the traders were aged between 31-40 years which the percentage was 53.3. The mean age
value of the trader population was obtained as 38.6 years.66.7% of traders were educated
up to GCE O/L and remaining had education level of GCE A/L. 52.0% of consumers were
gained knowledge of tea brands and qualities by day to day communication with people
around them. 26.7% by Tv, radio, newspapers and 16.0% by Publications, Articles, Books
and remaining 5.3% by Social Media (Facebook, YouTube, Twitter, Blogs). 57.3%
consumers buy tea once in a month time period. About 60% of the respondents from
consumers sample buy about 0.5Kg-1.00Kg of tea in a month period. The mean value of
buying tea quantity in a month period was 735.00g (0.735Kg). Most of the consumers wére
willing to pay about 251-750 Rupees in a month period which the percentage of 78. The
mean value expense for tea in a month period was about 656.00 Rupees for 735.00g of tea.
90% of traders buy tea bags/packets from the Priva:ce tea firms which the frequency is 27
out of 30 traders. Remaining traders buy from whol%alcrs. Consumer highest preferred tea
brand was Lipton tea brand. And tea qu;}lity type was PEKOE type. Also, consumer had
better behavior level on purchasing of different brands of tea and the trader had moderate
level of sensitivity in their tea market;ng process at supermarket or retail shop. And the
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traders were able to supply the consumer tea demand in the Colombo city limits.
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