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摘 要

本研究以進入超商的消費者為研究對象，主要研究消費情境接觸，產品接觸，店員服務接觸對衝動性購買行為的關連性。 

本研究問卷250份，研究結果發現，消費情境接觸對衝動性購買行為沒有顯著的影響，其中以賣場的氣氛、降價促銷與廣

告對便利商店消費者衝動性購買行為影響很小，但是購買地點，明顯影響衝動性購買行為，這跟以往的研究有很大的不同

。研究結果支持，產品接觸會影響衝動性購買行為，表示消費者與產品接觸次數愈多，愈能激發消費者產生衝動性購買行

為。消費者會受到商品屬性、產品型式與特性及特定產品的吸引力因素，激發衝動性購買行為。 店員服務接觸會影響衝動

性購買行為，表示店員服務接觸影響力愈大，愈能激發消費者產生衝動性購買行為。其中，服務人員推薦與服務人員服務

態度對衝動性購買行為沒有顯著的影響，服務人員與顧客人際關係明顯會影響衝動性購買行為。

關鍵詞 : 消費情境接觸 ; 衝動性購買 ; 產品接觸 ; 服務接觸

目錄

內容目錄 中文摘要　．．．．．．．．．．．．．．．．．．．．． iii 英文摘要　．．．．．．．．．．．．．．．．

．．．．． iv 誌謝辭　　．．．．．．．．．．．．．．．．．．．．． v 內容目錄　．．．．．．．．．．．．．．．

．．．．．． vi 表目錄　　．．．．．．．．．．．．．．．．．．．．． viii 圖目錄　　．．．．．．．．．．．．．

．．．．．．．． x 第一章　　緒論．．．．．．．．．．．．．．．．．．． 1 　　第一節　　研究背景與動機．．．

．．．．．．．．． 1 　　第二節　　研究目的．．．．．．．．．．．．．．． 3 　　第三節　　研究流程．．．．．

．．．．．．．．．． 3 第二章　　文獻探討．．．．．．．．．．．．．．．．． 5 　　第一節　　衝動性購買行為．

．．．．．．．．．．． 5 　　第二節　　消費接觸情境．．．．．．．．．．．．． 10 　　第三節　　產品接觸．．

．．．．．．．．．．．．． 15 　　第四節　　店員服務接觸．．．．．．．．．．．．． 17 第三章　　研究方法．．

．．．．．．．．．．．．．．． 21 　　第一節　　研究架構．．．．．．．．．．．．．．． 21 　　第二節　　研究

假設．．．．．．．．．．．．．．． 22 　　第三節　　研究變數之操作型定義．．．．．．．．． 22 　　第四節　　

問卷設計．．．．．．．．．．．．．．． 28 　　第五節　　研究資料蒐集與分析．．．．．．．．．． 29 第四章　　

研究結果與分析．．．．．．．．．．．．．． 32 　　第一節　　樣本之描述性統計分析．．．．．．．．． 32 　　第

二節　　消費者行為變項之描述性統計分析．．．． 34 　　第三節　　消費情境接觸、產品接觸、店員服務接觸與 　　

　　　　　衝動性購買行為樣本統計量．．．．．．． 36 　　第四節　　消費情境接觸、產品接觸、店員服務接觸與 　

　　　　　　衝動性購買行為之相關分析．．．．．．． 42 　　第五節　　消費情境接觸、產品接觸、店員服務接觸與 

　　第五節　　衝動性購買行為之迴歸分析．．．．．．． 44 　　第六節　　假設檢定結果．．．．．．．．．．．．

． 49 第五章　　結論與建議．．．．．．．．．．．．．．．． 52 　　第一節　　研究發現與結論．．．．．．．．．

．．． 52 　　第二節　　研究建議．．．．．．．．．．．．．．． 55 　　第三節　　研究限制與未來研究方向．．．

．．．．． 59 參考文獻　．．．．．．．．．．．．．．．．．．．．． 61 附錄A　　研究問卷．．．．．．．．．．

．．．．．．． 76

參考文獻

一、中文部份 王子薇(2008)，銷售人員的影響戰術與顧客購買意願之中介歷程探討，國立台北科技大學商業自動化與管理研究所未出版

之碩士論文。 王玫茵(2004)，組合價格促銷、產品訊息內容對衝動性購買行為之影響，國立高雄第一科技大學行銷與流通管理系未出版

之碩士論文。 王瀅惠(2003)，資訊式廣告內容線索、廣告訊息涉入對衝動性購買行為之影響，國立高雄第一科技大學行銷與流通管理系

未出版之碩士論文。 台灣連鎖年鑑(2009)，台北:台灣連鎖暨加盟協會。 吳國平(2007)，影響空服員服務態度因素之研究－以中華航空為

例，私立銘傳大學觀光研究所碩士在職專班未出版之碩士論文。 吳蕙妤(2004)，百貨公司商店品牌權益衡量之研究－以購物動機為基礎

，私立朝陽科技大學企業管理系未出版之碩士論文。 呂珮芬(2008)，廣告代言人、參考群體與接觸對衝動性購買影響之分析－以流行服

飾為例，私立大葉大學事業經營研究所未出版之碩士論文。 李美慧(2007)，探究從眾性購買和衝動性購買之關係，經營管理論叢，3(2)

，117-127。 沈欣怡(2006)，不同促銷方式下衝動性購買行為之研究，私立東吳大學商學院企業管理學系未出版之碩士論文。 周文

玲(2007)，顧客對銷售人員喜愛對品牌忠誠度影響:知覺信任與知覺專業之角色，多國籍企業管理評論，1(2)，107-121。 周文賢(1999)，

行銷管理－市場分析與策略規劃，台北:智勝文化。 周育臣(2007)，銷售人員特性與顧客回應之研究－以百貨公司為例，私立東吳大學商



學院企業管理學系未出版之碩士論文。 林怡菁(2005)，服務接觸、個人體驗與顧客關係感知的探討，私立逢甲大學企業管理研究所未出

版之碩士論文。 林建煌(2005)，消費者行為中衝動性購買的前因與後果之模型探討，商管科技季刊，6(1)，47-68。 林福榮(2002)，消費

者衝動性購買之資訊整合模式研究，國立高雄第一科技大學行銷與流通管理系未出版之碩士論文。 張秀琪(2004)，紀念品購買情境對衝

動性購買行為之研究，私立靜宜大學觀光事業學系未出版之碩士論文。 陳銘慧(2002)，溝通策略、消費者衝動性特質、產品品質對衝動

性消費行為之影響，國立台灣大學商學研究所未出版之博士論文。 楊瑪利(2005)，忠厚的外表，顛覆的心，天下雜誌，315，126-132。 

葉乃綺(2004)，滿額現金回饋促銷型態對非計畫性購買行為之影響，國立成功大學國際企業研究所未出版之碩士論文。 鄭丹妮(2006)，購

買情境對台北縣立金瓜石黃金博物園區賣店消費者之影響，國立台南藝術大學博物館學研究所未出版之碩士論文。 謝昆璋(2007)，以群

體從眾觀點探究衝動性購買行為－以職業運動棒球場為例，私立大葉大學事業經營研究所未出版之碩士論文。 二、英文部份 Adellar, T.,

Chang, S., Landcendorfer, K. M., Lee, B., & Morimoto, M. (2003). Effects of Media Formats on Emotions and Impulse Buying Intent. Journal of

Information Technology, 18, 247-266. Applebaum, W. (1951). Studying Customer Behavior in Retail Stores. Journal of Marketing, 16, 172-178.

Assael, H. (1998). Consumer Behavior and Marketing Action (6th ed.). Cincinatti: South-Western College Publishing Baker, J., Levy, M., &

Grewal, C. (1992). An Experimental Approach to Making Retail Store Environment Decisions. Journal of Re-tailing, 68(4), 445-460. Bayley, G., &

Nancarrow, C. (1998). Impulse Purchasing: A Qualita-tive Exploration of the Phenomenon. Qualitative Market Re-search, 1(2), 99-114. Beatty, S.

E., & Ferrell, M. E. (1998). Impulse Buying: ModelingIts Precursors. Journal of Retailing, 74(2), 169-191. Bellenger, D. N., & Korgaonkar, P.

(1980). Profiling the Recreational Shopper. Journal of Retailing, 58, 58-81. Bellenger, D. N., Robertson, D. H., & Hirschman, E. C. (1978).

Im-pulse Buying Varies by Product. Journal of Advertising Re-search, 18(6), 15-18. Binter, M. J., Booms, B. H., & Tetreault, M. S. (1990). The

Service Encounter: Diagnosing Favorable and Unfavorable Incidents. Journal of Marketing, 54, 71-84. Boles, J. S., Johnson, J. T., Barksdale, H. C.

J. (2000). How salespeo-ple build quality relationships: A replication and extension. Journal of Business Research, 48(1), 75-81. Borucki, C. C., &

Burke, M. J. (1999). An examination of service re-lated antecedents to retail store performance. Journal of Organ-izational Behavior, 20(6),

943-962. Brown, C. S., & Sulzer-Azaroff, B. (1994). An Assessmentof therela-tionship between customer satisfaction and service friendliness.

Journal of Organizational Behavior Management, 14, 55-75. Butcher, K., Sparks, B., & O'Callaghan, F. (2001). Evaluative and Re-lational

Influences on Service Loyalty. International Journal of Service Industry Management, 12(4), 310-327. Cadogan, J. W., & Simintiras, A. C. (1995).

Behaviourism in the study of salesperson-customer interactions. Management Decision, 34(6), 57-64. Chandon, J. L., Leo, P. Y., & Philippe, J.

(1997). Service Encounter Dimensions-A Dyadic Perspective: Measuring the Dimensions of Service Encounters as Perceived by Customers and

Personnel. International Journal of Service, 8(1), 65-86. Clover, V. T. (1950). Relative Important of Impulse Buying in Retail Stores. Journal of

Marketing, 25, 66-70. Cox, D. F., & Rich, S. U. (1964). Received risk and consumer deci-sion making the case of telephone shopping. Journal of

Mar-keting Research, 1(4), 32-39. Crawford, G., & Melewar, T. C. (2003). The Importance of Impulse Purchasing Behavior in the International

Airport Environment. Journal of Consumer Behavior, 3(1), 85-98. Dholakia, U. M. (2000). Temptation and Resistance: An Integrated Model of

Consumption Impulse Formation and Enactment. Psychology and Marketing, 17(11), 955-982. Dittmar, H., Beattie, J., & Friese, S. (1995). Gender

Identity and Ma-terial Symbols: Objects and Decision Considerations in Impulse Purchases. Journal of Economic Psychology, 16, 491-511. Engel,

J. F., Blackwell, R. D., & Miniard, P. W. (1990). Consumer Behavior (6th ed.). Chicago, Illinois: The Dryden press. Ferris, P., Oliver, J., & Kluyver,

C. D. (1989). The Relationship Be-tween Distribution and Market Share. Marketing Science, 8(2), 107-127. Fitzsimons, G. J., & Lehmann, D. R.

(2004). Reactance to recommen-dations: When unsolicited advice yields contrary responses. Marketing Science, 23, 82-94. Guenzi, P., & Pelloni,

O. (2004). The impact of Interpersonal Rela-tionships on Customer Satisfacyion and Loyalty to the Swevice Provider. International Journal of

Service Industry Management, 15, 65-384. Guiry, M. (1992). Consumer and Employee Roles in Service Enoun-ters. Advances in Consumer

Research, 19, 666-672. Heilman, C. M., Nakamoto, K., & Ambar, R. (2002). Pleasant sur-prises: consumer response to unexpected in-store

coupons. Journal of Marketing Research, 39, 242-252. Hennig-Thurau, T., Gwinner, K. P., & Gremler, D. D. (2002). Under-standing Relationship

marketing outcomes: An Integration of relational Benefits and Relationship Quality. Journal of Service Research, 4(3), 230-247. Hirschman, E. C.

(1985). Cognitive processes in Experiential Con-sumer Behavior. Greenwich, Connectticut: Jai Press, Inc. Hofmeyr, K. (1997). Employee attitudes:

A key dimension in organ-izational success. People Dynamics, 15(8), 30-35. Iyer, E. S. (1989). Unplanned Purchasing: Knowledge of Shopping

Environment and Time Pressure. Journal of Retailing, 65, 40-57. Peck, J., & Childers, T. L. (2006). If I touch it I have to have it: indi-vidual and

environmental influences on impulse purchasing. Journal of Business Research, 59, 765-769. Keaveney, S. M. (1995). Customer Switching

Behavior in Service In-dustries: An Exploratory Study. Journal of Marketing, 59, 71-82. Kelly, J. P., Smith, S. M. H. K. (2000). Fulfillment of

Planned and Unplanned Purchases of Sales and Regular Price Items: A Benchmark Study. International Review of Retail, Distribution and

Consumer Research, 10(3), 247-263. Kollat, D. T., & Willett, R. P. (1967). Consumer Impulse Purchasin Behavior. Journal of Marketing Research,

4, 21-31. Kotler, P. (2008). Marketing Management: Analysis, Planning, Im-plementation, and Control (10th ed.). New Jesey: Prentice-Hall.

Kunkel, J. H., & Berry, L. L. (1968). A Behavioral Conception of Re-tail Image. Journal of Marketing, 32, 21-28. Larsen, S., & Bastiansen, T.

(1991). Service attitude: hotel and restau-rant staff and nurses. International Journalof Contemporary Hospitality Management, 14, 27-31. Lele, M.

M., & Sheth, J. N. (1993). The Customer Is Key. New York: John Wiley Sons Inc. Litwin, G. H., & Stringer, R. A. (1968). Motivation and

organizational climate. Unpublished master’s thesis, University of Harvard, Boston. Lindquist, J. D. (1974-1975). Meaning of Image: A Survey of

Empiri-cal and Hypothetical Evidence. Journal of Retailing, 50(4), 29-38. Lockwood, A. (1994). Using Service Incidents to Identify Quality

Im-provement Points. International Journal of Contemporary Hos-pitality Management, 6(1, 2), 75-80. Loudon, D. L., & Della, B. A. J. (1993).

Consumer behavior: concepts and applications. New York: McGraw-Hill. Mallalieu, L. (2006). Consumer perception of salesperson influnce



strategies: Anexamination of the influence of consumergoals. Journal of Consumer Behavior, 5, 257-268. Martin, W. K. (1993). Validation of the

Impulse buying Tendency Scale. Advance in Consumer Research, 20, 81-90. Mattila, A. S., & Wirtz, J. (2007). The Role of Store Envirmental

Stimulation and Social Factors on Impulse Purchaseing. Journal of Services Marketing, 22(7), 562-567. Mattila, A. S., & Wirtz, J. (2001).

Congruency of scent and music as a driver of in-store evaluations and behavior. Journal of Retailing, 77, 273-289. Mehrabian, A., & Russell, J. A.

(1974). An Approach to Environ-mental Psychology. Cambridge, Massachusetts: MIT Press. Menon, G., Lauren G. B., & Sureash, R. (2002). We

are at as Much Risk as we are Led to Believe: Effectsof Message Cues on Judgments of Health Risk. Journal of Consumer Research, 28, 533-549.

Milliman, R. E. (1986). The Influence of Background Music on the Behavior of Restaurant Patrons. Journal of Consumer Research, 13, 286-289.

Mowen, J. C., & Minor, M. (1998). Consumer Behavior (5th ed.). New Jersey: Prentice-Hall. Nancarrow, C., & Bayley, G. (1998). Impulse

Purchasing: A Qualita-tive Exploration of the Phenomenon. Qualitative Market Re-search, 1(2), 99-114 Narasimhan, C., Neslin, S. A., & Sen, S.

(1996). Promotional elastic-ities and category characteristics. Journal of Marketing, 60, 17-30. Parasuraman, A., Zeithaml, V. A., & Berry, L. L.

(1996). The behav-ioral consequences of service quality. Journal of Marketing, 60, 31-46. Patterson, L. W. (1963). In-Store Traffic Flow. New York:

Point-of-Purchasing Advertising, Inc. Peck, J., & Childers, T. L. (2006). If I Touch it I Have to Have it: In-dividual and Environmental Influence

on Impulse Purchasing. Journal of Business Research, 59(6), 765-769. Piron, F. (1991). Defining impulse purchasing. Advances in Consumer

Research, 18, 509-514. Price, L. L., & Arnould, E. J. (1999). Commercial Friendship: Service Provider-Client Relationship in Centex. Journal of

Marketing, 63, 38-56. Pugh, S. D. (2001). Service with a smile: Emotional contagion in the service encounter. Academy of Management Journal,

44, 1018-1027. Pullins, E. B., Reid, D. A., & Plank, R. E. (2004). Gender Issues in Buyer-Seller Relationships: Does Gender Matter in Purchasing.

Journal of Supply Chain Management, 40(3), 40-48. Puri, R. (1996). Measuring and Modifying Consumer Impulsiveness: Acost-Benefit

Accessibility Framework. Journal of Consumer Psychology, 5(2), 87-113. Quelch, J. A. (1989). Sales Promotion Management. Englewood Cliffs,

New Jersey: Prentice-Hall. Richard, F. Y., & Eric, S. R. (2000). The Effects of music in a Retail Setting on Real and Perceived Shopping Times.

Journal of Business Research, 49(2), 39-148. Rook, D. W., & Fisher, R. J. (1995). Normative Influence on Impul-sive Buying Behavior. Journal of

Consumer Research, 22, 305-313. Rook, D. W., & Hoch, S. J. (1985). Consuming Impulses. Advances in Consumer Research, 12(1), 23-27. Rook,

D. W. (1987). The Buying Impulse. Journal of Consumer Re-search, 14, 189-199. Scherhorn, G., Reisch, L. A., & Raab, G. (1990). Addictive

Buying in West Germany: An Empirical Investigation. Journal of Con-sumer Policy, 13, 155-189. Schiffman, L. G., & Kanuk, L. L. (1994).

Consumer Behavior (5th ed.). Singapore: Prentice Hall. Shamdasani, P. N., & Balakrishnan, A. A. (2000). Determinants of Relationship Quality

and loyalty in Personalized Services. Asia Pacific Journal of Management, 17, 399-422. Sherman, E., Mathur, A., & Smith, R. B. (1997). Store

environment and consumer purchase behavior: mediationrole of con-sumeremotions. Psychology and Marketing, 14(4), 361-378. Sherman, P. W.,

& Jarrow, G. (1996). The Naked Mole-Rat Mystery. New York: Lerner. Shiv, B., & Fedorikhin, A. (1999). Heart and Mind in Conflict:

TheIn-terplay of Affect and Cognition in ConsumerDecision Making. Journal of Consumer Research, 26, 434-448. Smith, J. M. (1991). Brand

Equity and the Analysis of Customer Transactions. In Maltzed, E. (Ed.), Managing Brand Equity (pp. pp. 91-110). Massachusetts: Marketing

Science Institute. Smith, M. F., & Sinha I. (2000). The impact of price and extra product promotions on store preference. International Journal of

Retail and Distribution Management, 28(2), 83-93. Solomon, M. R. (2001). Consumer Behavior (5th Ed.). New Jersey: Prentice Hall. Stern, H.

(1962). The Significance of Impulse Buying Today. Journal of Marketing, 26(2), 59-62. Tansuhajm, P., Randall, D., & McCullough, J. (1988). A

Services marketing management model: Integrating internal and external marketing functions. The Journal of Service Marketing, 2(1), 31-38. Tsai,

W. C., & Huang, Y. M. (2002). Mechanisms linking employee affective delivery and customer behavioral intentions. Journal of Applied Psychology,

87(5), 1001-1008. Underhill, P. (1999). Why we buy: the science of shopping. New York: Simon & Schuster. Venkatesh, R., Kohli, A. K., &

Zaltman, G. (1995). Influence strate-gies in buying centers. Journal of Marketing, 59, 71-882. Ward, S., & Robertson, T. S. (1973). Consumer

Behavior Research: Promise and Prospects. In S. Ward & T. S. Robertson (Eds.), Consumer Behavior: Theoretical Sources (pp. 3-42). Engle-wood

Cliffs, New Jersey: Prentice-Hall. Weinberg, P., & Gottwald, W. (1982). Impulsive Consumer Buying as a Result of Emotions. Journal of Business

Research, 10(1), 43-57. West, J. C. (1951). Results of Two Years of Study into Impulse Buying. Journal of Marketing, 15, 362-363. Wood, M.

(1998). Socio-economic status, delay of gratification, and impulse buying. Journal of Economic Psychology, 19, 295-320. Wood, M. (2005).

Discretionary Unplanned Buying In Consumer So-ciety. Journal of Consumer Behaviour, 4(4), 268-281. Yalch, R. F., & Eric, R. S. (2000). The

Effects of Music in a Retail Setting on Real and Perceived Shopping Times. Journal of Business Research, 49(2), 139-147. Youn, S. H. (2000). The

Dimensional Structure of Consumer Buying Impulsivity: Measurement and Validation. Unpublished doctor-ral dissertation, University of

Minnesota, Minnesota, USA.


