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ABSTRACT

Facing the global competition, many fashion industries are devoted to continuous innovation and research and development of new

products, for fulfilling consumers fancy to the fashions. The consumers’ purchase patterns and options are even more divers

nowadays, which not only cause’s the circumstance that consumers’ are impulse buying all the time, also furthermore plays a

significant character in the consumer behaviors. The academics in the past mainly aimed at different products to treat the consumers

’ features, and further found out which products caused the consumers impulse purchasing more easily. This research stands at the

product point of view, to treat which factors would easily cause the consumers’ impulse buying. The research mainly uses the

multiple regression analysis to inspect the impulse buying and consumer behaviors, and by using the consumers who purchased only

certain brands in the department stores in Taiwan as the research objects, lastly, by using the demographic statistics variations to

treat, whether they would have any diversity to the impulse buying. The research proved, that fashion, mass communication,

interpersonal communication, fashion involvement, innovativeness, production innovation and breakthrough innovation, all have a

remarkable relation to impulse buying.
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