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A Study of Consum er jn pujsive Buyng
Based on the View of Socja] Influence and M anzi

ZHANG Zheng 1 ZHUANG Gui jn
Schoo] ofManagement Xi an Jaotmg Universiy Xian7oo4q China

Abstrac} There are a host of researches on the ndividual s mpulsive buying but few researchers focus
on the mpu lsive huying wit, ofers' canpany Especially or the Chinese wity, strong other orientatiog ethical
culure incjuding M ianzimay Play a vita] ole in fhe mpulsive buying€ Based on socia] i fluence heory andM i
anzi heow of Chinese Ind €enous Psychology heory tis Paper ested the ro]e of susceP th ility n socia] infl
ence and MV @anzi {n consum er i pujsijve buying and the mediaor ©le of M janz; heween the susceptibhility to
socia] nfluence and mpulsive buying We have finished a survey and collected 996 questonnaires A fter he
statisticswith SPSS sofware we proved hat susceP tibility © noma] influence has a positive d irect jnpacton
mpulsive buying while suscePthility © infmatjona] influence and ProtectiveM janzi orien@ton has a negative
inpacton mpulsive huying Moreover the mediator effect of ProtectijveM @anzi oren @A tjon he ween suscepPtibili
% © nfmatponal influence and mpujsive huying was testeq Finally the authors draw som e impJications f{or fhe
re@ajlers and consumers and put mward sane advice on the future research
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