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Abstract 
 

Impulsive Buying is always an essential issue when people talking about 

purchasing behaviors of consumers. However, researchers have mostly focused on 

product factor, personal reasons and/or environmental problems. People seldom 

discuss the influence caused by Conformity Behavior on Impulsive Buying. This 

paperinvestigatesthe effect of conformity behavioron impulsive buying, by 

usingquestionnaire from “Clothing Purchase” of university student in daily life. In 

addition to the variable of conformity behavior, variables of product factor, personal 

reasons and/or environmental problems are also used to observe their impact. 

 

This research was processed through factor analysiswhich allows us to select 

variables, and reliability analysis to ensure the consistency and stability of data. In the 

end, regression analysis was employed to verify the three hypotheses mentioned in the 

essay.  

 

Empirical results are as follows: 

 

1、 Hypothesis 1 is confirmed. Meaning that conformity factors have significant 

impact on conformity behavior. 

 

2、 Hypothesis 2 established. Meaning that the product factors have significant impact 

on conformity behavior. 

 

3、 Hypothesis 3 established. In other words,conformity behavior has significant 

impact on impulsive buying. 
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