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Abstract

In recent years, with the rapid development of the Internet in China, electronic
commerce has become an important force of promoting economic development; the
number of online shoppers has increased significantly and more and more netizen
have got used to online shopping. At present there is one online shopper out of every
four internet users in China, while, in some higher Internet penetration rate areas
such as Europe, America and South Korea, this rate is 2:3, which implies that
Chinese online purchasing market has great potential. Researches show impulse
buying, which frequently happens under brick-and-mortar stores, is aso very
common online, while at present there are only a few domestic researches on
impulse buying behavior and even less attention is paid on impulse buying based on
the Internet. Therefore, it will be of certain significance to propose an impulse
buying research under network environment.

On the basis of literature review and depth interviews, the research introduces a
model to explore the influence of promotion and online word-of-mouth on impulse
buying under network environment. The scenario method and multi-factor
between-subject experiment is performed to discuss promotion, online
word-of-mouth and their interaction on online impulse buying, and whether impulse
buying tendency and product involvement modulate the effect of promotion and
online word-of-mouth to impulse buying or not.

The thesis consists of fives parts. The first part is introduction, which
successively introduces background, propose, procedure and structure of the research;
the second part is literature review, which summarizes the literature of variables and
lays the theoretical foundation for the research; the third part is research design and
method, which proposes the conceptual model and assumptions, and elaborates the
process of experiment, the fourth part contains data analysis and results discussion,

which makes an mathematical statistics analysis and discussion. The last part puts



forward the conclusion and marketing implications of this research.

By the empirical analysis the research reaches conclusions as following: (1) a
time-limited discount will be more effective to motivate consumers’ online impulse
buying than common discount, while a quantity-limited discount will be not; (2)
high level of online word-of-mouth will be more effective to motivate consumers
online impulse buying than low level of online word-of-mouth; (3) promotion and
online word-of-mouth has no interactive effect to online impulse buying; (4) the
product involvement will modulate neither the effect of promotion to online impulse
buying nor the effect of online word-of-mouth to online impulse buying; (5) the
consumer’s impulse buying tendency will modulate the effect of promotion to online
impulse buying but will not interfere the effect of online word-of-mouth to online

impulse buying.

Key Words. Promation; Online Word Of Mouth; Online Impulse Buying
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