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Abstract

Facing the time of experience economy, recently more and more industries and
companies emphasize on satisfied consumers’ mental and emotional needs. As a
result, Industries of retailing are conscious of store atmospherics. All physical
surrounding in a store is store atmosphere and befitting store atmospherics will bring
some particular react on mentality, Sometimes, it’ll be impulse buying. For this reason,
some dealers in retailing try to use store design, product display and so on to increase
the probability of impulse buying. This research chooses purposive sampling and Shin
Kong Mitsukoshi Department stores and Idee Department stores to conduct the survey.
Tree hundreds tree questionnaires returned from these four department stores. The
results indicated that the male is more than,female in the percentage of impulse

buying and impulse buying behavior only-correlates.with sex distinction. There is no
significance in impulse buying about age, educational'background, marriage, and
occupation. Part of store atmosphere sthe mostimportant factor is the insider and
outsider shopfitting, because it can solicit the highest emotion for consumer. The
second important factor is the decoration of no functional use, and it also can solicit
consumers’ emotion. At last, the lamplight and illumination can’t solicit consumers’

positive emotion.

KEYWORD: Mood, Emotion, Store atmosphere, Impulse buying
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