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Abstract

With the rapid development of economy and society and the improvement of quality of life, college
students are more inclined to cost-effective commodities when purchasing commodities, but dif-
ferent cognitive styles often cause deviations in the purchase intention of college students. In or-
der to explore the impact of product novelty on the purchase intention of college students with
different cognitive styles, we analyzed the psychology of college students when purchasing com-
modities, so as to reveal the psychological tendency of college students’ consumer groups in the
process of choosing products, and provide a theoretical basis for merchants to design products
that are more in line with market demand. The research is divided into two parts. Experiment 1
adopted a mixed experimental design of 2 (cognitive style: rational, intuitive) x 2 (commodity no-
velty: traditional, innovative). The results showed that the main effect of commodity novelty was
significant, while the main effect of cognitive style was insignificant, and there was an interaction
between commodity novelty and cognitive style. In experiment 2, a mixed experimental design of
2 (cognitive style: rational, intuitive) x 2 (exposure times: 1 time, 3 times) was adopted. The re-
sults suggested that the main effect of exposure times was significant, while the main effect of cog-
nitive style was not significant, and there was no interaction between exposure times and cogni-
tive style. To sum up, the commodity novelty and exposure times have a great impact on the pur-
chase intention of college students with different cognitive styles.
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Table 1. Probabilistic results of commodity novelty variables
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