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Abstract: The author explored the influence of delivery time on online impulse buying of 

Chinese customer. Through the deep-interview to some online buyer author learned that the 

delivery time probably would block the online impulse buying for delaying buyers’ immediate 
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desire and anticipatory emotions to confirm the products bought would partly lessen this 

influence. Three experiments were done to validate these hypotheses by online order in the 

simulated internet store. 
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