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On Factors Influencing Youth Online Consumption Inclination
in the Context of Covid-19 Prevention and Control

SONG Lei
( Fujian Jiangxia University Fuzhou Fujian 350108 China)

Abstract: From the end of 2019 to the beginning of 2020 the pneumonia caused by novel coronavirus broke
out in China and it spread rapidly.The unprepared people frightened at the shut down of the city can only stay at
home.Because of the traffic control following the regulation of " preventing the spread of the coronavirus from both
within and without of the area” young consumers can only meet their material and psychological needs through

online consumption thus giving birth to the " stay-at-home economy".To do the empirical research a survey is made

with questionnaires and then the data are collected and analyzed with the linear regression to study the impact of
factors such as the Covid-19 prevention and control measures consumers ~ anticipation of the epidemic
development the security index of the consumption platform its consumers” online comments and the service quality
of logistics etc. on young consumers” online shopping inclination. Based on the study some suggestions are put
forward such as making full use of the opportunity of “stay-at-home economy” to build up people “s online
consumption habits developing the business integrity and establishing a good reputation.It aims to provide reference
for the post-Covid 19 development of online consumption platforms.

Key words: Covid-19; epidemic prevention and control; youth online consumption; online shopping inclination
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