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Sni Lanka has besn postiangd i the world market as the best ea
culture since 100 vears ago. Tea is the major foreien agriculiural money
making way for Sri Lankan economy. Sri Lanka s exparting tea fo
the world marker with diversified product range. Anyhow. the
compention of the world markel i terms ol ageressive marketing
strategiek 15 rapidly growing with the concepts of value added ten and
develaped tea. With this background, this stdy focuses on identifyimg
the prioblems ol mcreasing et ganmg ol of bulk tea exportation
under the rpidly glowiig marked competition in villle added sector,

Tis research has been based on s-t:{:nm'iur}' tui published by Sri Lanka
Tea Bound, Contral Bank reports, televant jobirmals and soime newspaper
articles, '

This study reviewed the strocture of Sti Lankan expon (éa production
with thesir relative importance. In addition o that it has analyzed the
Sri Lunkan position in the world market compared to other competitive
fes supphers m lase decade and the rend of market capurmg. The
research has led on o critically analvze the sirategy of re-exporting
of imported tea with value addition Tallowed by Sri Lankan tea
manufacturers and its relative importance compared 1o local
components. Further ithas wentified 1he corporute strategies fallowed
by Sri Lankin tea authoriiies 16 develop innovative value sdded and
branded teu

The researchers concludad thit Sei Lankian vidue added wes e xporition
hits geadually developed campirad to bulk tea éxporation, They have
recommended a product dovelopment: steamtery parallel o brand
development as an effective murketing stritesy

Etnally, the stully hus pointeld out seme ceritical implemgntation issues
of Sri Lankan wea development strtegies,
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