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Abstract

Impulsive shopping is a common phenomenon in consumer behavior, which refers to the behavior of suddenly buying without
advance shopping intention, whether it is to buy a specific product category or complete a specific shopping task. Due to its potential
impact in the field of marketing, impulse shopping has become an important focus of marketing research. The impulse buying
research has attracted the attention of researchers in several fields (Clover, 1950; Stern, 1962; Rook, 1987; Chang et al., 2011).
However, the research on the impact of impulse online shopping is relatively limited. Therefore, this study aims to bridge this
research gap and explore impulsive online shopping behavior, which is usually driven by market stimulation and ultimately affects
consumers’ impulsive responses to product characteristics.
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