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Introduction 
The chocolate market in Sri Lanka has grown significantly in recent years, providing consumers with an extensive variety of items, including traditional chocolates and chocolate-covered snack items known as “chocos.” Although chocolates are typically seen as luxurious and indulgent products, chocos are frequently regarded as practical and budget-friendly options for regular use. Regardless of these disparities, buyers often confuse the differentiation between the two product types, resulting in misunderstandings concerning quality, nutritional worth, and health advantages. This confusion is exacerbated by deceptive marketing tactics, unclear labeling, and powerful brand impact within the market.The rising health awareness among Sri Lankan consumers has led to increased focus on ingredient lists and nutritional details. Nonetheless, contradictory information, compelling marketing, and societal influence persist in impacting buying choices, frequently overshadowing informed reasoning. Previous research indicates that misleading information and ambiguous packaging undermine consumer confidence and trust, especially regarding food purchases. In this context, grasping consumer awareness and perceptions of chocolates compared to chocos has become more crucial for marketers, policymakers, and consumer advocacy organizations.This research seeks to examine consumer views and buying habits concerning chocolates and chocos within the Sri Lankan market. Utilizing the Theory of Planned Behavior (TPB), the study investigates the impact of attitudes, subjective norms, and perceived behavioral control on behavioral intentions and real purchasing actions. The research examines how buyers distinguish chocolates from chocos, the influence of social pressure on buying choices, the effects of misleading or contradictory information, and the effects of demographic elements like age and education on preferences for clear marketing. By focusing on these areas, the research aims to enhance consumer education, promote ethical marketing practices, and support informed decision-making in the Sri Lankan chocolate sector.



Materials and Methods 
A quantitative research method was utilized to investigate consumer awareness, perceptions, and behaviors related to chocolates and chocos in Sri Lanka. Primary data were obtained through a structured questionnaire that was self administered and created according to the Theory of Planned Behavior framework. The survey contained parts that assessed demographic traits, consumer trust in distinguishing chocolates from chocos, perceived societal pressure, impact of marketing statements, clarity of ingredient details, intended behavior, and real purchasing actions.The sample primarily included young and educated consumers, representing an essential segment in the chocolate market. Women represented 64.68% of the total participants. Regarding age, 46.1% of respondents were younger than 20 years, while 41.1% fell within the 20 to 29 age range. In terms of education, 40.9% of participants had a degree, with the largest occupational groups being school students (47.6%) and undergraduates (39.8%). Data were examined with descriptive statistics to summarize demographic features and essential variables. Correlation analysis was used to investigate the connections among attitudes, subjective norms, perceived behavioral control, behavioral intention, and actual behavior. Regression analysis was performed to evaluate the impact of independent variables on consumer buying behavior. Average scores were utilized to assess the impact of marketing assertions and the significance attributed to ingredient transparency. The study concentrated on recognizing trends associated with consumer confidence, social impact, and how clear information affects buying intentions and actions.

Results, Discussion and Conclusions 
The results uncover a significant disparity in consumer awareness regarding the distinctions between chocolates and chocos. Although 40% of participants expressed a moderate degree of confidence in differentiating between the two, an impressive 60% reported having low or very low confidence. This underscores significant misunderstanding, even within a mostly young and educated group. Despite their lack of confidence, 73.6% of participants felt that the information provided was adequate for making purchasing choices, indicating a disconnect between perceived understanding and actual comprehension.
Social influence has become a significant factor in buying behavior. A total of 75.7% of participants indicated experiencing social pressure to buy chocos when they are identified or seen as chocolates. This discovery corresponds with the subjective norms aspect of the Theory of Planned Behavior, highlighting how peers, family, and societal expectations influence consumer decisions. Moreover, 83.6% of participants faced confusion stemming from contradictory opinions and information, highlighting the detrimental effects of deceptive advertising and ambiguous labeling methods. Marketing assertions were observed to have a moderate impact on consumer choices, achieving an average score of 2.85, whereas ingredient transparency was recognized as a top priority, reflected by a lower average score of 2.04 signifying greater consensus. Remarkably, 84.3% of participants indicated that improved and more transparent information would enhance their buying behavior. Moreover, 50.9% expressed low to moderate confidence in their ability to read and comprehend nutritional labels, highlighting the necessity for clearer and more straightforward communication.
Regarding behavioral intention, 74% of consumers expressed that they would plan to buy chocolates if the products were clearly labeled and not deceptive. Additionally, 68% favored clear information about ingredients and nutritional assertions when deciding on purchases. These results align with earlier studies that emphasize the favorable connection among clear labeling, consumer trust, and buying intention.
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