	論文中文摘要：
	如今越來越多人因為想要追求健康生活或是作為休閒的項目，而開始從事各種運動。結果，使得運動用品的需求量迅速上升。另一方面，隨著網路的普及，越來越多人開始在線上購物，而在線上購買運動用品的比例也在急劇上升。Verhagen and Dolen (2011) 提出線上商店的大部分收入來源，是來自衝動性購買。因此，衝動性購買對與線上的運動用品商店同樣扮演了很重要的角色。在本研究中，我們使用正向情感與衝動性作為中介變數，來探討線上刺激物對衝動性購買的影響。
本研究樣本是依據產業情報研究所(Market Intelligence & Consulting Institute, MIC)所提供的人口統計比例抽樣，共收集了450份的有效問卷。然後利用SPSS以及AMOS 來驗證變數之間的效果以及因果關係。本研究結果指出，銷售促銷是對於刺激消費者產生衝動性購買而言，最有效的刺激物。另一項重要的發現是，代言對衝動性購買有正向影響，這在其他研究中還沒有被證實。

	論文外文摘要：
	Nowadays, more and more people are participated in a variety of sports for several reasons, whether to have a healthy life or as a kind of recreation. As a result, the demand for the sporting goods is growing rapidly. And with the widespread use of internet, purchasing activity are started conducting online, and the proportion for sporting goods purchasing online is increasing rapidly. Verhagen and Dolen (2011) suggested that most of the income of online store are from impulse purchase. Thus, impulse purchase plays an important role in online sporting goods store. In this study, we use positive affect and impulsiveness as the mediating variables, and discuss which stimulus is most effective for impulse purchase.
In our research, we collected 450 valid samples in accordance with the proportion of demographic statistics offered by the Market Intelligence and Consulting Institute (MIC). We used SPSS and AMOS to examine the cause and effect relationships among all variables. The result show that sales promotion is the most effective stimulus to stimulate impulse purchase. The another important find is that endorsement has positive influence to impulse purchase which has not been prove by other researches.


