







A study on factors influencing consumer preferences and purchase behavior for fresh coconut vs. processed coconut
















1. [bookmark: _Toc213353749]Introduction

Coconut (Cocos nucifera) is a highly incapable tropical crop that plays a significant role in the agricultural economy and food systems of many countries. Globally, coconut is widely consumed and processed into a range of products including fresh coconut, coconut milk, coconut oil, desiccated coconut, and coconut water. Countries such as the Indonesia, Philippines, India, Sri Lanka and Brazil are the top 5 producers and exporters of coconut and coconut-based products. (Devi & Ghatani, 2022)The global demand for coconut products has been increasing in recent years due to rising consumer awareness about its health benefits, and ability to use as a plant based diets. In Sri Lanka, Coconut is deeply embedded in cultural and culinary traditions. It is one of the three main plantation crops of the country, alongside tea and rubber. On average, over 70% of the total coconut production is consumed domestically, with approximately 120 nuts per person per year being used in households. (Bandara & Kumari, 2020). Coconut is an essential ingredient in daily Sri Lankan cuisine, especially in the preparation of curries, sambol, and desserts. Although, fresh scraped coconut has been the dominant form used in cooking in Sri Lanka, due to the urbanization, lifestyle changes, and time constraints there is an observable shift toward more convenient processed coconut options such as coconut milk powder and ready-to-use coconut milk. There is a lack of localized empirical evidence on how consumer perceptions, socio-demographic factors, and post-purchase experiences influence preferences and purchasing behavior toward fresh and processed coconut products in the Matara Pradeshiya Sabha area. Understanding these factors is important for improving product development, marketing strategies, and policy decisions related to the coconut sector.

2. Materials and Methods
2.1 [bookmark: _Toc213353763]Introduction to the Research Methodology
This chapter discusses the procedure and techniques adopted for carrying out the research work on consumer preferences and buying behavior related to fresh coconut and processed coconut products (coconut powder and processed coconut milk) in the Matara Pradeshiya Sabha area. The research work will adopt a quantitative method of research. The technique will be based on carrying out questionnaires to gather data in figures. The study will enable an accurate analysis and validation for determining consumer preferences related to the product based on income levels and purchasing behavior.
2.2 Research question
This research aims to find major variables affecting consumer preferences and buying behaviors pertaining to various categories of coconuts and coconut-based items in the area of Matara Pradeshiya Sabha. It aims to delve into how consumers appreciate coconuts in relation to quality, prices, and availability, while simultaneously taking into consideration major demographic variables such as age, gender, income, and occupation, in relation to buying behaviors. A correlation between consumer attributes and purchase behaviors, including regularity and volume of coconut purchases, is another area that needs to be considered, exploring trends that can generate promotion and marketing of coconuts in the local market.

2.3 Research design
The study adopted a quantitative research design to analyze the preference and buying behavior of consumers towards different forms of coconut and coconut product variants. The reason for adopting this design was to enable the collection of data quantitatively through a structured questionnaire to analyze statistically through the Chi-Square test to establish relationships between consumer attributes and buying behavior. The study also adopted this design because it allows for objectivity and accuracy in understanding consumer behavior in the chosen location.
2.4 Research Location, Sample, & Sampling Methods
The case study will take place within the Matara Pradeshiya Sabha region, found in the Matara district of Sri Lanka, because this region has an active market for its consumption of coconut products. The research will employ a cluster sampling method because it will focus on people who use coconut products on a regular basis to prepare their meals. A total of 132 participants will be chosen from the Matara district to ensure they get representation from urban regions.
3. [bookmark: _Toc213353775]Results, discussion and conclusion


Table 3.1: Characteristics of the consumer sample (n=132)

	Variable
	Levels
	Frequency
	Percentage %

	Gender
	Female
	112
	84.8

	
	Male
	20
	15.2

	Age
	18- 24
	12
	9.1

	
	25- 34
	68
	51.5

	
	35- 44
	38
	28.8

	
	45- 54
	2
	1.5

	
	55+
	12
	9.1

	Monthly income
	Above 75000 
	46
	34.8

	
	Less than Rs.25,000 
	6
	4.5

	
	Rs.25,001- Rs. 50,000 
	42
	31.8

	
	Rs.50,001- Rs.75,000 
	38
	28.8

	Highest education level.
	Degree 
	46
	34.8

	
	Diploma 
	30
	22.7

	
	Postgraduate 
	2
	1.5

	
	Up to A/L 
	44
	33.3

	
	Up to O/L 
	10
	7.6

	Occupation
	No
	52
	39.4

	
	Yes
	80
	60.6





Table 3.2: using coconut in day to day life (n=132)

	Consumer Use of Coconut for Meal Preparation

	Response
	Frequency
	Percent %

	Yes
	132
	100

	No
	0
	0



	Type of coconut milk use

	Levels
	Frequency
	Percent %

	Both 
	28
	21.2

	Only fresh coconut 
	104
	78.8

	Only processed coconut
	0
	0


Table 3.3: Type of coconut which people purchase (n=132)

Table 3.4:  Frequency of coconut purchasing in a week (n=132)
	Frequency of coconut purchasing in a week

	Levels
	Frequency
	Percent %

	1-2 times 
	48
	36.4

	3-4 times 
	48
	36.4

	5-6 times 
	8
	6.1

	Daily 
	28
	21.2



	Weekly Quantity of Coconuts Purchased by Consumers

	Levels
	Frequency
	Percent %

	1-2 nuts/ packs 
	16
	12.1

	3-4 nuts/ packs 
	60
	45.5

	5-6 nuts/ packs 
	40
	30.3

	More than 6 nuts/ packs 
	16
	12.1



Table 3.5:  Weekly Quantity of Coconuts Purchased by Consumers (n=132)





Table 3.6:  Reasons for purchasing only fresh coconut (n=132)

	Reasons
	Responses
	Percent of Cases

	
	N
	Percent
	

	Better Taste
	60
	31.9%
	56.6%

	Health Benefits
	64
	34.0%
	60.4%

	Low Price
	14
	7.4%
	13.2%

	Cultural Habit
	34
	18.1%
	32.1%

	Availability
	16
	8.5%
	15.1%




Table 3.7:  Reasons for purchasing both fresh coconut and processed coconut (n=132)

	Reasons
	Responses
	Percent of Cases

	
	N
	Percent
	

	According to quantity
	12
	18.2%
	42.9%

	According to time
	20
	30.3%
	71.4%

	According to occasion
	20
	30.3%
	71.4%

	According to availability
	14
	21.2%
	50.0%



Table 3.8: Experience of dissatisfaction with fresh coconut milk (n=132)
	Experience of Dissatisfaction with Fresh Coconut Milk

	Response
	Frequency
	Percent %

	No
	28
	21.2

	Yes
	104
	78.8



Table 3.9: Experience of dissatisfaction with processed coconut milk (n=132)
	Experience of Dissatisfaction with Processed Coconut Milk

	Response
	Frequency
	Percent%

	No
	76
	57.6

	Yes
	42
	31.8

	Not respond
	14
	10.6



Table 3.10: Consumer Willingness to Switch to Processed Coconut Products (n=132)
	Consumer Willingness to Switch to Processed Coconut Products

	Response
	Frequency
	Percent %

	Maybe 
	74
	56.1

	No 
	26
	19.7

	Yes 
	32
	24.2



In this study, a Chi-Square test of Independence was applied to analyze the relationship of demographic variables with the favorite type of coconut of 132 participants. Through results, it has been identified that none of the demographic factors have a significant effect on coconut preference (Pearson Χ² = 7.322, df = 4, p-value = 0.120); although the Likelihood Ratio suggests a slight effect (p = 0.039). Apparently, people of different genders have a different preference for coconut types (Pearson Χ² = 6.346, df = 1, p = 0.012). On the other hand, none of the other demographic variables such as education level (χ² = 3.139, df = 4, p = 0.535); monthly income (χ² = 2.333, df = 3, p = 0.506); occupational background (χ² = 1.674, df = 1, p = 0.0.196); or the number of family members (χ² = 4.261, df = 4, p = 0.372) have any influencing capabilities for coconut preference. However, it should be kept in mind that in data for education level, income, and number of family members, there are a number of observations with low expected frequency.
Consumer perception study identified positive beliefs of having a strong preference for fresh coconut because of its taste (Mean = 4.42). Consumption of processed coconut products saved a lot of time (Mean = 3.84), especially in busy families. Health factors were very highly considered by consumers (Mean = 4.05). Factors like availability, packaging, storage life, branding, and advertising were moderately considered by consumers, while price sensitivity remained moderate too. Moderate price sensitivity indicated a balance between quality and price of products.
The experiences gained after purchasing showed dissatisfaction with fresh products because of spoilage and food safety issues, though processed products fared better on convenience and storage characteristics. More than fifty percent were conditional on considering a switch to processed products based on improvements made to quality, taste, and prices.
The consumption patterns of coconuts in Sri Lanka portray a dual market situation where traditional households mainly consume fresh coconuts, while processed products are ideal for urban or working-class consumers who find them convenient. A consumer is faced with the task of choosing one factor over the other to suit his needs based on priorities like taste, health considerations, time,
[bookmark: _GoBack]Recommendations: improve taste and quality of processed products, increase awareness of health and convenience benefits, target urban and working consumers, offer affordable pricing and suitable pack sizes, and promote value addition through policy and institutional support to expand market acceptance while respecting cultural preferences for fresh coconut.
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