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Abstract

With the steady increase in national income levels, the consumption structure of residents contin-
ues to upgrade. Against the backdrop of the deep integration of internet technology, computer tech-
nology, and online shopping models, consumers’ shopping methods have transcended traditional
models, exhibiting diversified and digital characteristics. To enhance user experience and promote
sales conversion, personalized services have emerged and significantly influence consumers’ pur-
chasing decisions. As one of the core groups in online shopping, college students possess considerable
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spending power and are important target users in the e-commerce market. This paper takes current
college students as the research object, focusing on the influence mechanism of personalized ser-
vices on their online purchase intention.
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Figure 1. The SOR model
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Table 4. Basic demographic information of research subjects
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Table 6. Reliability analysis of each variable
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Table 8. Regression analysis of consumer perceived value
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Table 9. Effects of perceived value on purchase intention
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