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ABSTRACT

In Sri Lankan context retail and wholesale marketing is very important because economy
of country is running through this platform. In this platform implﬁSe purchasing behavior
is also identified as a major concept by businesses because it leads to instant purchase of
goods in businesses. In this study impulse purchasing behavior and buyer’s characteristics

mainly focus with reference to the textile businesses in North Western province.

This study attempts to find out the impact of buyer’s characteristics on impulse purchasing
behavior in textile business in North Western province, Sri Lanka. In accordance with
literature review and existing findings, there are literature gap regarding the buyer’s
characteristics on impulse purchasing behavior in textile business in North Western
province, Sri Lanka. This study was conducted to fill this gap with this objective in the

textile business in North Western province, Sri Lanka.

The population of the study is all customers of textile industry in North Western province
in Sri Lanka and primary data that has been used for the study were obtained from 228
customers of selected textile businesses as Nolimit Textile Kurunegala, Fashion Bug
Textile Kurunegala, Sriyani Dress point Kurunegala, Kandy Textile Chilaw using
convenience sampling. The collected data has been analyzed using univariate and bivariate
analysis. Univariate analysis (descriptive Statistics) has been adopted by using the SPSS
22 package was used to generate the analyzed outcome. According to the bivariate analysis
results showed the positive high linear relationship between the buyer’s characteristics and
impulse purchasing behavior and emotions is the most important factor to consider as
basically for the impulse buying behavior. According to the univariate analysis results
showed the mean value of variables and their concluded items, based on the decision rule,
indicates there are high level of Enjoyment, Emotions, Hedonism Fashion and Impulse
purchase. The findings of this study are useful in further enlarging and enriching

applications of these concepts in practice.

Keywords: Impulse purchasing behavior, Enjoyment, Emotions, Hedonism, Fashion,

Textile business, Buyer’s Characteristics
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