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Shopping Decision-Making Model: An analysis of Consumer Online

Li Shuangshuang'? Chen Yiwen' Li Jiangyu®
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Abstract: It first reviews typical decision-making models, consumers’ online shopping behavior and their
decision-making types, and then explores the similarities and differences between typical decision-making models
and online decision-making models. Based on three typical shopping decision-making models and four online
shopping decision-making models in existence, it develops an integrated consumer decision-making model fitting
to the environment of the development of e-commerce in china, and gives predictions and suggestions for the
future research on consumer online shopping decision-making.

Key words: consumer, online shopping, decision-making model.



