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ABSTRACT

Recently, research suggests that the incidence of compulsive buying may be increasing with each successive generation. Impulse

buying means that consumers had a purchasing list before consumers come to store. However, they get a sudden and irresis- tible

urge to promote consumer to purchase spontaneously, unref- lectively and immediately. The sudden, irresistible, impulsive,

incidence urge would make consumers decline their cognitive abi- lity and make impulse buying. After impulse behavior, it also

fallows more consumer regretting. Contrary to previous research, our study start an original view to demonstrate consumer’s

impulse behavior.The traditional view of impluse purchasing behavior proposed individual view, product information and

envirvoment factors would puff up different level of impulse urge. Our study proposed the view of social herding to address the social

member factors. We classfies herding behaviors to seven variables, including infor- mation overload, reputation, the characteristics of

purchasing enviornment, pursuing fashion, identification, social norm and consumer behaviors. We select the baseball retailing as

research environment, the audience are the unit of analysis, using questionaire survey, to test the impulse purchasing behavior.
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