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Research on hte Influence of Digital Economy on Consumer Purchasing Behavior
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Shenyang Li gong University,School of Economics and Management
[Abstract] The digital technology makes it easier for consumers to access information and make comparisons,
making it easier to find the most cost—eftective product or service. Secondly, the development of e—commerce
platforms enables consumers to shop online anytime and anywhere, which greatly improves the convenience
and flexibility of shopping. In addition, personalized recommendation systems and big data analysis technology
also allow consumers to obtain a more personalized shopping experience to meet their individual needs. On the
other hand, the digital economy also brings some challenges. For example, consumers may face issues such as
information overload and privacy protection. In addition, some consumers may become addicted to online
shopping and social media, leading to over consumption and mismanagement of time. Therefore, consumers in

the era of digital economy need to be more rational about their purchasing behavior, stay vigilant and make wise

consumption decisions.
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