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Empirical Study of Product Element Influence on Online Herd
Behavior of College Students
ZHANG Daliang® ZHOU Hui
(School of Management,Zhejiang University , Hangzhou 310058 )

Abstract : Three experiments are designed to test and verify whether price, product types and brand awareness affect college
students’ Online Herd Behavior. The results show these three factors really have effluence on herd behavior. And herd behav-

ior is easier to happen when college students buy high priced products, experience goods and those with low brand aware-

ness.
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Table | The manipulation test of independent variable
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Table 2 Single element variance analysis in Online Herd Behavior
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