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ABSTRACT

Teais one ofthe most popular bcvcrages consumed in Sri Lanla. According to the statjstics

prcvided by economic and social statistics, Sd Lanka continues to retain in the position of

being the third largest exporter and the fourth largest producer oftea (Central Ba-nl( ofsri

La*a,2015). The present study was done to study the consumer prefercnce on purchasing

of differcnt brands of tea and to identily 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 1ea l-raders ftom each city parts wero taken as respondents- Two traders

ofa city parl were represelted by one supemarket trader and one retail shop seiler. Data

were collected using a structured questiornaire lor 150 consumers and 30 fuaders.

Frequency andmean analysis was employed to study the socio-economic data ofconsumcr

and trader (gender, civil status," age, no. of famil)t members, education level, monthly

household income). From the consumer socio-economic data 56olo oI the consumers were

female and the remaining,140lo was ma1e. The 49.3olo ofrespondents were marded and the

48.7% and 2%o of consumerc weie.single and divorced respectively. 51.3% of rhe

-consumers were aged between 18-30 years which the mean 
fgc 

laiue was 1R.02 years. The

lnean 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 16.701,.

The mean incone value calculatod for the consumers was 38250.00 Rupees.



From trader socio oconomjc data analysis 93.3% from 30 traders was male and remaining

6.7yo was ferirale. 90yo trader s were manied and remaining were unmarried. Above half of

the traders were aged between 31-40 years which tho pcrccntage was 53.3. The mean age

value ofthe trader population was obtaincd as 38.6 years.66.7% oftraders were educated

up to GCE O/L and remaining had education level of GCE A/L. 52.002 of consumers were

gaingd knowledge oftea 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

ard 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 ftom

con.sume$ sample buy about 0.5Kg-1.00Kg oftea in a month pe od. The mean value of

buying tea quantjty in a month period was 735.00g (0.735Kg). Most ofthe consu,ners were

willing to pay about 251-750 Rupees in a month period which the percentage of 78. The

mean value expense lor 1ea il1 a month period was about 656.00 Rupees for 735.00g oftea.

90% ofhadors buy tea bags/packets from the Private tea fiIms which the frequency is 27

out of30 traders. Remaining l-radersbuy liom wholesalers. Consumer highcst prcferod tea

brand was Lipton toa brand. And tea quality type was PEKOE 1ype. ,\lso, consumer had

better behavior level on purchasing ofdifferent brands oftea and the trader had moderate

_ 
level of sensitivity in their tea marketing process at supermarkel or retail shon And the

d

.baders 
were able to supply the consumer tea demand in the Colombo city limits.
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