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Abstract

With the continuous development and iteration of Internet finance, loan finance is gradually po-
pularized in the campus and used by more and more students. In the process, the consumer psy-
chology of middle school students also has changed. At present, college students’ consumption
psychology tends to be reasonable on the whole, but there are also increasing competitive con-
sumption psychology and phenomenon taking place. This paper mainly takes college students in
Songjiang university city as the research group, aiming to analyze the current consumption trend
and views of college students on Internet financial lending platforms, guide them to establish cor-
rect consumption concepts, change rational consumption concepts, and conduct self-financial
management.
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Figure 1. The use of college students’ Huabei
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Figure 2. The survey of Benefits and welfare provided by Huabei
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Figure 3. Average monthly spending of Huabei
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Figure 4. The use of Huabei and Jingdong white strips
E 4. LMARFAEBFE EFERBR

423. REESTHHEEREESH

ML S AR A A SO, JRATTAT DU, BT 2R T 9 o5 B R IE R H R, TR
AEMLAL LG ) J P78 o A SO AR R4 T8 OE , B R AR AR R B A, Xt
51 REE A R AR AR

PRl —MURE T HR ISR K At AWe ?

Title: What do you usually buy offline?

— M ARER N AR R AT 4,

11.23% 2o.520%

491% \I o

34.74%
74.04%
22.81%
RIS O ARORR R G R I RIARERR S ER AT VR & AN /AL
2 N

Figure 5. Results of the use of the Huabei
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Figure 6. Consumption of Huabei in different grades under the line
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Figure 7. Number of Huabei used by different school students in a week
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Figure 8. Online consumer spending situation of different school student groups
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