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ABSTRACT

Sepenmarkets zre beroming a speciall component of retaill industry. Supenmarkets in
Sri Lamka have reconded significant growth and expamsion in lest few years. People
theose ke supermarkets for their purchasing in order 1o emjoy the comvenient of
burying amd enthanoe tthe purchasing experience, This exgperience seekimg befhavious Jet
the customers: to pay sttemtion ebowt the in-store enviromment.

Iniside the supermarkets there are many tocls cam be used to increase the sales Trigper
the impalsz purchasimg behaviour of the customer, is one of the modam tool use by
comennporary markelters respomse far high level of sales velume and imcame. Freviows
stizdies indicate that inside the supermarkets impulsive purchases are nsually occurred
and| in-store enviromment paroeption has the influsmce om impulsive hdﬁwrriifmr of ithe
customer. But 1 would mot e & dirsct imflinerce. Im-store: envdrommentt perception willl
creatie pesitive or negative meods in customiers” mimd amd their mood! detiermime the

lzvell off urge o buy. Utimately unze to buy leads to the impulse purdhasing.

This stody considers impact of in-store emvirenment perception on finmpulse
puschasing kehaviour in the context of sppenmarkets im Trineomalee district. Abowt
200 custrmers have responded with a siructured questiomnaire and the datz are
evaluatzd with Univariate. Bivariate gndi Minltivariste analyses 1o explare the levels of
tive varizblies. their relationship and thoeir influences.

Customers have high level of in-store envitonment percqzamomm ithe supermarkets m
Trincomelee district. 1t mezns. all the in-store stimuli lmmg -.@rgammaj well mside the
swpenmarkets. Layoul lnas more indluence on creating pmmauc iﬂa-LED{ a.m:}.‘nlm mEgative
affect. In-store envirenment perception is usefinl to e:{pl.am about 22% of positive
affect and 299 of megative affect. Pearsom’s carmrelation shows: t]mﬂ, Positrve aflfect has
stmomg, positive relationship (r = 0.671) with urge to bay and megative affiect hhas
medium negative relationship (r = -0.341) with unze to buy. Urze 1o buy has medium
positive relationship (0.440) with impulse pumdﬁmmg betnardiour. hng,auw, affiect amd
Posirive afffect zre useful fo explain about 4‘? 1% wamation of lﬂ.‘ﬁﬁﬂ oy and urge 1o
buy is usefiul to explain about 20%% varistion of impulse purchasing behaviaur off the
customer at supesmarkets in Trincomales disirict.
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