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ABSTRACT

In-app purchase is a new business model in mobile game apps, and also is an important issue for game
development business. In the field of marketing, previous literatures indicated that emotion plays a
crucial factor for impulsive buying. However, there is different perspective from the field of
information management. Moreover, there is dissimilar player behavior between mobile device and
person computer because the usage situations are divergent. This study adopted software
characteristics, flow experience as factors influencing impulsive buying behavior based on emotion
theory. A questionnaire survey was carried out to explore these relationships, and 304 valid
questionnaires were collected. This study employed PLS approach to examine hypotheses. The results
demonstrated that enjoyment, novelty, and escapism affected emergent intention of impulsive buying
through emotion. And the flow experience of player had positive relationships with emergent intention
of impulsive buying and behavior of impulsive buying. The implications of academic and management

were discussed in the conclusions.
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