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ABSTRACT
The aim of this study is to clarify the relationship between consumer’ s involvement and impulsive buying behavior. From the
previous studies, we found the results are unclear. Furthermore, we want to investigate the relationship between consumer’ s
involvement, country-of-origin image and impulsive buying behavior.
The samples are 331 effective from 390 totally. We analyzed the data using hierarchical regression analysis and got the following
results: 1. The more consumers involve the product, the more impulsive buying does. 2. The different country-of-origin image
interfere the relationship between consumer’ s involvement and impulsive buying behavior is not significant.
Finally, we make suggestions both in academic and managerial fields.
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