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Abstract

Online group-buying is a way of purchase which is organized by consumers voluntarily in order to
obtain the optimal price. Because it caters consumers’ psychologies of cheapie, convenience, fa-
shion, conformity and so on, online group-buying is flourishing. However, there are numerous
problems that we can’t turn a blind eye on them. This article will analyse online group-buying
consumers’ characteristics of psychology and behavior, search for the solutions of problems ex-
isiting, let merchants’ marketing strategies fit consumers’ psychology effectively, and create heal-
thy and harmonious network group-buying consumption environment.
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