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ABSTRACT

Advertising spokesperson is one of the way that many advertising agents attract consumer attention in recent years, particularly in

the fad dress, for the most universal advertisement strategy, hope to transfer to a product by the spokesperson good image and the

popularity, let consumers to touch that product, then cause consumers’ purchase motive. Because the exaltation for gaining,

consumers have more additional expenditure to carry on an unplanned cost and makes the impulse purchased behavior increment.

Impulse purchase behavior is usually suddenly and not expect, and often be subjected to environment or others influence, and in a

shop inside the decision done. More research with the spokesperson and purchase the related research of will, consequently, this

research joins touch and reference groups variable, and with popular dress for main range of research, inquire into a consumer

whether meeting because advertisement spokesperson or other influence of the reference groups of friends and relatives...etc., also or

be subjected to the store inside situation incitement after getting into an entity store, the factor of actual touch of attendant and

product, then produce the behavior that the impulse purchases.
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