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5. —.030| -.036| —.023| -.056 1
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1 2 3 4 5
B ¢ B ¢ B ¢ B ¢ B !
0.033 | 0.575 | 0.047 | 0.782 | 0.032 | 0.668 | 0.052 | 1.136 | 0.042 | 0.907
0.104 | 1.891 | 0.106 | 1.924 | 0.047 | 1.06 | 0.016 | 0.376 | 0.016 | 0. 366
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Research on the Influence of P ranotion and OnlineW ord ofM outh on Impulse
Buying under N etw ork Environm ent Based on ScenarioM ethod
ZHOU X ing LEI Jun-jig ZOU Jun-yi
( School of M anagement Xiamen Unwersity, Xianen Fujian 361005 China)

Abstract On the basis of literature review and deph interviews the research niroduces amodel to explore
the inflience of pranoton and online word-ofmouth on mpulse buy ng under newoik enviomnment The scenario
method and multi-factor betw eer-subject experment is performed to discuss pranotbn online w ord-ofmouth and
heir nteraction on onlne mpulse buying and whether mpulse buying tendency and product involvem entm odu late
the effect of pranotion and onlneword-ofmouth to mpulse buyng ornot

Key W ords onlne word ofmouth online mpulse buyng mpact factor
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