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Abstract

This paper investigates the consumption intention of college students in Xuzhou City by issuing
questionnaires, and uses the survey data to analyze the influence of the Internet celebrity mar-
keting model on college students’ consumption outlook and consumption behavior, using a strati-
fied two-stage sampling method and issuing questionnaires through online surveys. After prelim-
inary processing and testing of the questionnaire data, the method of contingency table analysis is
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used to explore whether consumption in the marketing mode of Internet celebrities will promote
the generation of excessive consumption behavior, and the analysis shows that the amount of ex-
cessive consumption of the group that buys Internet celebrities is always greater than that of the
group that does not buy Internet celebrities. Then, the logit model based on binary choice is estab-
lished to conduct regression analysis on the factors that influence college students’ purchasing
decision-making behavior. Finally, from the college students themselves and the social level of
how to better guide college students to establish a green and healthy consumption view of the re-
levant suggestions.
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Figure 1. Consumption college students monthly living expenses distribution
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Table 1. Purchase statistics
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Table 2. Contingency analysis tables
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Figure 2. Relative plot
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Table 3. Selection variable scale
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Table 4. Collinear diagnosis results of influencing factors
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Table 5. Regression result

=5 E)FER

B bRtz FLIR 1 HHE B Exp (B)

1 5] -0.659 0.220 8.937 1 0.003 0.518
FERH 0.259 0.100 6.745 1 0.009 1.296
TH PR 0.269 0.114 5.595 1 0.018 1.309
il -1.555 0.536 8.434 1 0.004 0.211

Xof R 2k B I6 15 H . Hosemer and Lemeshow Test #5652 & PE N 0.762, 4R A T HidE (0
FHE R LA R TR B AR RS R IRA G AR = AR B R
B Logit B8 B Gt X, AN 504.230, p fE/NT 0.05, BAIAT LIS 72.4%1) 50 2538
&, AETEA:

Logit(p) =—1.555-0.659x, +0.259x, +0.269x,

flcHs B A5 AR HOT LIS s VI 2 A AT PAT X b R B AR G, AT 2 R ) 2 B
M. Bk, fEMZLE AR, PR B AT P AT X — R B, AT B K
RS NS [ PSP v sV TUE ST 15K VT ed o N 3 o8 1 SO G o = A S SR o 7 Pt oF << 11T R
N, TREE A, AT 2% 00 AT RETERUINIE K, 1 9 L2 SE P S R bR A 2 18 2 R B R,
A AT RE 7 A AT AT

5. ARG ILEEIN

T 3 W 27 B A S R A L K 2 DL KR 2 A AT B AT R Al e, K A o e T 9
ML AL M R SO, T RS 5 S5, AN AL 2 & T T 515 KA AR RN 22 0] ) 2L 77 1
7 A RS FIBRE T, AN B B AL R S AL o B SRR, AT G 3T S S R 9. BR
BERASE, KREEAABE T RERAT I EEA S O, R ISR, A ERH H DR AT 8, WL IR
(7 S AW -

RIS, FKNGIFEF R RGN, WL IEME SRS, W2 &M % E W, 4l
BEHFEN AL 54, ZRENR ST Z MR, HUREZ TR R, 1

DOI: 10.12677/aam.2022.115337 3190 IR Esid


https://doi.org/10.12677/aam.2022.115337

TiRE, AR

OB, RS R R BT EU AR AN BT AT N

MR ETR0 RAR E SRR, U SRR E AL Z T, RO, PUEE R

U A B A P AL SR, BUF B ESER MR A AR R, R B, K74
It E SOOI ER TR, RN KRR O TS

SE

(1]
(2]
(3]
(4]

(3]

RS, FRWE RTREARREIE AN BRI, G593, 2013(1): 22-25.

DR, FIBRSIEE T SR PR A St 5%, 20103): 16-17.

LA, WALETE T B 238 1 SE SR B 520 R 36 40 [D]: [t 226018 5]. dbat: bRt R, 2019.
R, AbIE 2 S M R B AR B R R PR LR 5 ——SAS/STAT i {4(6.12)"h REG &l FE 185 T RE 1) £
FA[I]. BFG 5%, 2000(5): 49-55.

B WINMER SRR IR E GDP BEEEM /ir——3E T ZJniE B logit B[], HREVF, 2019(4):
32-35

DOI: 10.12677/aam.2022.115337 3191 IR Esid


https://doi.org/10.12677/aam.2022.115337

	网红营销模式对大学生消费行为的影响
	摘  要
	关键词
	The Influence of Internet Celebrity Marketing Model on College Students’ Consumption Behavior
	Abstract
	Keywords
	1. 引言
	2. 调查对象与样本数据分析
	3. 大学生超前消费行为分析
	4. 影响大学生消费行为的因素分析
	5. 研究结论与建议
	参考文献

