E-Commerce Letters 3T Rj25¥ig, 2025, 14(1), 1863-1869 Hans X
Published Online January 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.141232

TR SR T HREI TR RIEHSR

B A
Ll TR R FER 2R, Ll

Woks H . 20244F10H23H; FHEM: 20244F11 7208 & A HE: 20254F1H16H

=

TR S T RE R SRR T AMTRIEYHE T, A e r R4t T ST eetk. 87T o
WREMSTATA, A COARPPEER. WX RSERAN & RO B R, KA THS
BT H BB T AN R B RMENL. W AT AR RIS E A T BT B 4 E
DABOAELA, $RHIMEHBEERRE. WAHEAE MUMLTER, WRHREGFEE. WAL ELTX
B, DA MRS P ERE A O ERMAMEE.

XK ia
HTHS, HRETH, FEWE, MLES

Strategic Research on Consumer Behavior in
the E-Commerce Environment

Chunting Fang

School of Management, Shanghai University of Engineering Science, Shanghai

Received: Oct. 23", 2024; accepted: Nov. 20", 2024; published: Jan. 16, 2025

Abstract

The rapid development of the e-commerce market has influenced people’s shopping and consump-
tion methods, providing a variety of possibilities for these activities. In order to analyze consumer
purchasing behavior, this paper intends to use cognitive balance theory, purchase risk theory, and
consumer concern theory as the theoretical foundation, and identify characteristics of consumer
behavior in the e-commerce environment, such as personalized consumption needs, arbitrary con-
sumption behavior, a more segmented consumer market, and emotional consumption behavior.
Based on these findings, the paper proposes strategies to broaden consumer choice channels, meet
consumer personalized needs, enhance consumer trust, and strengthen the interaction between

XEFIH: BHEE. BRI TR E NSRS D). TR PEE, 2025, 14(1): 1863-1869.
DOI: 10.12677/ecl.2025.141232


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.141232
https://doi.org/10.12677/ecl.2025.141232
https://www.hanspub.org/

online and offline, in hopes of providing a reference for businesses to grasp consumer psychology
in fierce market competition.
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Figure 1. E-commerce industry transaction size and growth rate data chart
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Table 1. Marketing comparative analysis
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