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Abstract

With the popularization of the Internet and the continuous deepening of the digital economy, online
shopping has become the mostbasic and frequent way of shopping for people. Fragmented information,
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low product perception quality recommendation rate, and impulsive purchasing and other con-
sumption problems have seriously restricted users’ consumption willingness and the high-quality
development of the industry. This paper takes shopping intention as the core research goal. Firstly,
it defines shopping intention and summarizes the influencing factors of shopping intention from
four dimensions: consumer factors, promotion and communication factors, product and service fac-
tors, and host-product matching factors. Secondly, based on the S-O-R theory, cognitive load theory,
and conformity effect, it explains from a psychological perspective how external stimulus factors
that affect consumers’ purchase intentions influence their purchase intentions by affecting consum-
ers’ cognition and emotions. Finally, it analyzes how to improve consumers’ information discrimi-
nation ability, improve product matching degree, improve personalized recommendation methods,
and enhance the scene experience and consumption security of online shopping users in combina-
tion with the problems existing in the online shopping industry from the perspectives of consumers,
merchants, and shopping platforms. This provides certain inspirations for how the online shopping
industry can stimulate consumers’ shopping intentions, enhance consumers' shopping experience,
and achieve sustainable development in the future.
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Figure 1. The framework diagram of the S-O-R theory model for consumer
purchase intention
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Figure 2. The cognitive load theoretical model framework for
consumer purchase intention
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