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Abstract

Objective: To explore the influence of different emotional motivations on college students' online
consumption willingness. Methods: In order to initiate different emotional motives, the subjects
were randomly assigned to a negative emotional motivation initiation group and a positive emo-
tional motivation initiation group. The former filled in the emotional subjective rating scale and
the consumption willingness scale after watching the neutral and negative videos, while the latter
filled in the emotional subjective rating scale and consumption willingness scale under the cor-
responding emotional motivation after watching neutral and positive videos, 229 undergraduate
students were selected as research objects, and SPSS24.0 software was used for data analysis and
processing. Results: The online consumer willingness under negative emotional motivation was
significantly lower than that under neutral emotional motivation, and the difference was statisti-
cally significant (P < 0.01). The willingness to consume under neutral emotional motives was sig-
nificantly higher than that of positive emotional motives, and the difference was statistically sig-
nificant (P < 0.05). Conclusion: Emotional motivation has a significant impact on Internet con-
sumption intention; compared with neutral emotional motivation, negative emotional motivation
will significantly reduce Internet consumption intention, and Internet consumption intention will
significantly weaken under positive emotional motivation.
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HE: A RBESINNTRZAENEHER BB, 755 NESIARBESITREBHRREL B
HIREESNEBIA. BRBEHEA, MERETE. HRABEEITHENEESIL T EEENR
PERR. HRBEERNEE, FEWNETE. BRASETHNEZSIN THRE NP ERE.
HABBERNRS, 2ERE2298EEIESIRINERSPEMEAT AR, HERSPSS24.0
BRAERTEIEET A 50 SR HRIBLESIHLT KM 2HE 3 RE B T P B 3L T M2
REE, ZREAGHFERN(P<0.01). FHBEIIHTHRHRRERTRRELEITLTHERSE,
EZRBFRITFB (P <0.05). F5i: BLEIHLEELM T MEHEREE; AT HEEEIIH, HK
BEINSEEHBONEFERRE, MEHEEBEEPRBEENN TREEMRES.
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Table 1. Correlation between emotional motivation and willingness to consume
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Table 2. Correlation between emotional motivation and willingness to consume
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Table 3. The Influence of different emotional motivations on consumer intention
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