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Abstract

With the popularization of computers and the development of the Internet, online shopping has
gradually become a new way of shopping. College students are a special and huge online shopping
group, and research on the influencing factors of their online shopping behavior can provide mar-
keters with suggestions on product marketing strategies and product quality optimization, and also
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allow college students to understand their shopping preferences so as to reasonably plan their con-
sumption. In this paper, principal component analysis is applied to analyze the behavioral factors
affecting online shopping of male and female college students. It is concluded that the main factors
that affect male online shopping are time, information, shop service, honesty factor and so on. The
main factors affecting female online shopping include price, culture, concept, return and exchange,
economic factors and so on. Finally, through data analysis, research conclusions are given and rea-
sonable suggestions are given to businesses to guide the rational consumption of college students.
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Figure 1. Lithotripsy map of influencing factors for male students
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Table 3. The eigenvalue and cumulative contribution of male factors
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4 1.194 7.463 67.251 1.194 7.463 67.251
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Figure 2. Lithotripsy map of influencing factors for female students
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Table 4. Eigenvalue and cumulative contribution of female influencing factors
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