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Abstract: Factors affecting consumer purchase behavior were analyzed in this article based on Adams equity
theory, namely consumer purchase behavior occurred only when they had perceived justice on purchase be-
havior, which was effected by two factors—product perception and service perception. Furthermore, puts for-
ward some policies and suggestions for enterprise on how to guide the occurrence of consumer purchase be-
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havior.
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Figure 1. Schematic diagram of consumption perception and
purchase behavior
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