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Abstract

In teday’s Post-modesa Era shopping has become a soctal and leisure activity,
redicing the mumber of copnitively planted purchasss made by consumers Somes
view impulse Buying as “an act of freedem occuming within restricted sifuations™.
While Impulse buying s & commen bebavior today, as far as there are mamy
sesearchies has been condinctad 1o examine the relatiomship berween imdernal factors,
exterral factors and situational and product relased factors and impulse purchase. Sn
Lanka has modem growing retzil seclor and swuper markets and commercizl centers
play & main role by providing facility 1o consumers 1o buy things in one place. Thos
encomrages the consumer to by spontaneously. I that comtext: this: study is going to
behaviar of consumers in Badulla district.

The main ofjective af the stady was to find owt the level of buyers” characteristic

. ~variables and impulse purchasing bekavior of consumers in Bedulla District. Further
twio sub-ofbjectives wiers developed mmder the main objective those were to find oud
the rature of demographic factors and impulse purchesing behavior of consumers in
Badullla District.
Information was: gathered from comsumers who visit super market or commercial
cemter at least ene time oy themnselves. The sample size s 100 consamers in Badulls
dstrics. The Buyers® mmwwﬂmbymwmﬂummy
. demoprephic facters: and imternal stinmli. Evﬂy?mmbkwﬂ&:ﬁmdmﬁmmhﬁmun
Demographic factors include age, pender, ethnicity, momﬂnb ]]}‘Cﬂﬂﬂ Edﬂtﬂilmmlm]

wmugmm of comsumers. Intermal stimuli included mpg,mqnt, emotions,
D i fashion, varietdies secking and pooduct involvement of consumers.
mm&mwﬂmmﬂcﬂmm Based onm the
3 of twan warialrles the goestions were dmdnimdmthmcgueﬂmnm The
stions were measured through Likert scale method. Convenient sampling metlod
was used 1o select samyple of 10D consumers. R
High Jevell of enfoyment, moderate lewel of emetions, hedoniam, fashion involvement,
y seeiimg amd product invelvement can see in the findimgs. Demographic actors
high level on impulse purchase. Thers is no significant differsm between age,
g moome, educaton and eccupaton of the consumers with infennsl stinmuli




while there is difference Between elimicity and hedonism, fashion znd product

Furthes, it was identified that censamer demographics are at high level or consumer
 suggested by the researcher assuming that thoss would be supportive 10 gain real
 profit {0 retailers fom impulsive consamers in Badalla District
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