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Abstract

With the growing popularity of Internet, online shops springing up, online shopping is changing
our way of life, quietly into our new generation, the dribs and drabs of life. In order to better un-
derstand the new generation of consumer demand for the diversification of online shopping and
the relevant evaluation of online shopping, we launched the investigation. After studying the new
generation’s shopping behavior and their online shopping satisfaction, we concluded the Cenozoic
general attitude towards online shopping. We also found the problems such as quality, reputation,
service and shopping environment. So we gave the corresponding suggestions.
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Figure 1. The proportion of online shoppers
of all ages
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Figure 2. The number of men and women of all ages online shopping
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Figure 3. Choose the motivation of online shopping
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Figure 4. Reasons for choosing to return goods
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Figure 5. Reasons for not giving a negative comment when you are dissatisfied
with the product
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Figure 6. Customer satisfaction of the post-90s generation
E 6.90 EERHBEE

DOI: 10.12677/ssem.2020.94029 222 IR 55 ol 2 RN B


https://doi.org/10.12677/ssem.2020.94029

38
A n il
.»‘A ) T
PR
44.3 -
Al 777
AN

Figure 7. Customer satisfaction after 2000
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Figure 8. The post-1990 logistics satisfaction
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Figure 9. Logistics satisfaction after 2000
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Figure 10. The satisfaction degree of price performance of post-90s products
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Figure 11. After 00 goods cost performance satisfaction degree
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Figure 12. Overall satisfaction of post-90s online shopping
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Figure 13. Overall satisfaction degree of online shopping after 2000
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Figure 14. Comparison of the satisfaction of physical stores and online shopping
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