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Abstract

In recentyears, the Chinese government has continuously intensified e-commerce policies to promote
consumption, with measures such as trade-in programs, consumption subsidies, and credit incentives
effectively unleashing consumption potential and stimulating market vitality. Based on questionnaire
data from 1035 residents, this study analyzes the impact of different types of consumption-stimulat-
ing policies on consumers’ purchase intentions and behaviors in e-commerce. The findings reveal
that trade-in programs and consumption subsidies significantly enhance consumers’ purchase
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intentions, while policies implemented in emerging scenarios like live-streaming e-commerce and
cross-border e-commerce are more effective in driving actual consumption behaviors. Additionally,
consumers’ responses to these policies exhibit variations across age groups, occupations, and sce-
narios. Accordingly, this paper proposes recommendations including strengthening policy combi-
nation design and optimizing multi-scenario adaptation mechanisms, providing targeted refer-
ences for governments and platforms to formulate precise consumption-stimulation strategies.
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Figure 1. Distribution of respondents’ ages
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Figure 2. Distribution of respondents’ occupations
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Figure 3. Distribution of respondents’ average monthly income (Unit: Yuan)
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Figure 4. Respondents’ awareness of various consumption-promoting policies
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