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Marketing Stimulating Factors of Impulsive Buying : Focus

on TV Home Shopping Consumer

Chang-Ho Kim*

Abstract

The central purpose of this paper is to examine impulsive buying from home shopping channels
and to investigate some stimulating factors of marketing on the customers’ impulsive buying. on
TV. Survey questionnaires were given to 303 customers who have purchased products through TV
home shopping more than once. We report the following findings. First, we find that product stim-
uli factors exert an effect on impulsive buying of fashion goods, but not of specialty goods. Second,
of the two promotion stimuli factors a bonus pack and an extended payment period-the latter is
shown to have a great effect. Third, in the case of price stimuli factors, concrete stimuli such as a
discount range have a greater influence than abstract stimuli such as a reliable pricing. Finally, in
the area of situational stimuli factors, speeches of show hosts have a bigger impact than buying
situations such as limit selling. We believe that the current research provides a significant result,
theoretically and practically, with respect to customers’ behavior in TV home shopping. The meth-
odological limitation involving samples and sampling method and the regional limitation make it dif-
ficult to generalize the findings. It should be worthy classifying and managing marketing stimuli.
More practical research is in order.

Key Words: Impulsive Buying, TV Home shopping

* College of Global Business, NamSeoul, University.



