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Abstract

With the advancement of science and technology, the consumption habits of modern people have changed. According
to a survey conducted by the Institute of Industrial Intelligence (MIC) of the Institute of Information Policy, the online
shopping market in 2010 reached 358.3 billion yuan, and the main business type is the electronic platform stores, that is,
B2C. In the transaction mode, the physical store is no longer the only channel for purchasing goods. In addition to the
online shopping platform in recent years, consumers can order goods on the Internet and send them to the designated
address without going out. Therefore, the operators are also Most of the rental costs and warehouse management costs are
saved. For college students, mobile phones have become an important tool for daily life, and they have even reached the
level of “inseparable from the machine”. When they are busy with school work, they want to relieve pressure to go
shopping, but the opportunities are fewer and fewer, and they have begun to rely on the Internet. Shopping, and online
shopping can quickly compare prices, the price is also cheaper than the physical storefront, stimulate the desire for college
students shopping, but also let us see college students can not be underestimated online shopping spending power, so this
study aims to be based on marketing theory , On the application of methodologies, the expert criteria framework was
established through the literature review and Delphi method, and the fuzzy AHP was used for the evaluation and
construction of the two-stage expert criteria. In the empirical aspect, experts at the standard level believe that importance is

in order of security, promotion, and service. The importance of the sub-criteria is the adoption of price-oriented promotion
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strategies, provision of personal data protection guarantees, and provision of customer refund mechanisms. This result
shows that in addition to reasonable commodity prices, the consideration of the safety aspect is an important factor that the
university students will evaluate. The internal mechanism of the platform is perfect and guaranteed, and it is a condition for
young people to care about shopping.
Keywords: Online shopping platform, e-commerce, Fuzzy AHP, Delphi method
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