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Abstract: Based on the data of China Family Panel Studies 2016, this study examines the 
relationship between online shopping and happiness index of rural residents. The results show that 
among china rural residents, online shopping has a positive impact on happiness index. In order to 
avoid endogenous problems, we using the instrumental variable, the instrumental variable 
regression is still significant. Combining expansive analysis, we found that online shopping can 
bring higher positive effects to rural residents with lower socioeconomic status, such as individuals 
with lower household income or lower education. Through statistical analysis, we believe that it is 
feasible to improve the happiness and well-being of rural residents by improving the construction of 
rural communication infrastructure and cultivating rural residents' online shopping habits. 

1.  Introduction 
In recent years, Internet has rapidly spread in China and has become an important part of 

people's daily life. Internet technology has profoundly reshaped the way people live today. But the 
Internet has brought about the problem of Internet divide. The Internet divide is also called the 
digital divide. The digital divide refers to the gaps that people have in accessing and using various 
types of equipment and services developed based on electronic information technology. This 
concept covers both Internet devices and services and devices and services that are not connected to 
the Internet [16]. Generally speaking, the Internet divide is divided into three levels. The first divide 
is the difference in Internet access, the second divide is the difference in Internet skills and use, and 
the third divide is the difference in the consequences of Internet use. Most of the studies only focus 
on the discussion of the primary and secondary divides, and there are less studies focus on the 
consequences of the tertiary divide. Therefore, it is necessary to determine who benefit most from 
the Internet use, and learn about the social consequences of these differences on social inequality 
[7]. As a new type of consumption, the impact of online shopping on people's happiness is still 
unclear. So this study will examine the problems above through CFPS data. 

2.  Literature Review 
Technology can create more leisure time for us, but it also may make us to do more work at 

home, so technology may bring negative effects to our lives [8]. Some researchers have found that 
new media technologies such as television or the Internet are associated with improved quality of 
life [18,14]. However, there are also a few studies believe that the new Internet media technology 
has a negative impact on life and happiness [3,10,11]. Therefore, the discussion and controversy 
about the use of information technology against human beings continues. 

The study of consumption and subjective utility and happiness can be traced back to the study of 
income and subjective utility or happiness. After the "Easterlin Paradox" was put forward, the 
number of researches on income and happiness exploded. The economics of happiness was born, 
and research in this field focused on subjective utility, happiness, life satisfaction, happiness, and 
quality of life. In the beginning, the hot topic was the relationship between income and happiness. 

2020 International Conference on Social and Human Sciences (ICSHS2020)

DOI: 10.38007/Proceedings.0000069 ISBN: 978-1-80052-000-4- 379 -

mailto:492534911@qq.com


However, some scholars have questioned the causal relationship between the income and happiness, 
arguing that consumption rather than income has a direct impact on utility [6]. In addition, 
Veenhoven found that there is not much literature on happiness and consumption according to the 
research on the world happiness database. Therefore, it is necessary to study the relationship 
between consumption and happiness. It is of great academic significance to study how to spend 
money with happiness [19]. 

The first view is that the level of consumption is negatively related or not related to happiness. 
For example, Kingdon's research found that low relative income and low consumption do not seem 
to affect the happiness of low-income samples in South Africa [12], but also apply to rural Ethiopia 
and Venezuela[5,13]. Caldas and Borrer's research finds that people spend a lot of money each year 
on material consumption, but it is not significant to improve consumer happiness. They believe that 
people should make consumption or participation that can enable them to learn new skills or bring 
them a sense of belonging Experimental and social consumption can enhance the positive effect of 
consumption on them [9].  

There are also studies that believe that consumption has a positive effect on subjective utility. 
For example, researchers have found through Nepalese data that lower absolute income or lower 
relative consumption levels will reduce individual subjective well-being. Ravallion and Lokshin 
found that subjective well-being decreased as the average income of the community declined, but 
only for high-income families [15]. American scholar Allen argues that happiness is not directly 
related to the absolute amount of wealth, but related to the relative amount of consumption [4]. 
Ahmet Ekici's empirical study of 1035 UK respondents found that shopping happiness is a positive 
predictor of life satisfaction[11].According to CFPS data, Rao Yulei and others reached the 
conclusion that family enjoyment consumption has a significant positive effect on residents' 
happiness [1].  

As a new consumption model, online shopping is closely integrated with the Internet. But no one 
has yet discussed the relationship between online shopping and happiness. So the core issue of this 
study is whether online shopping will affect the subjective utility of residents like traditional 
consumption? Based on the previous discussion, this study will take rural residents aged 18-60 as 
the research object to discuss the impact of online shopping on the happiness index of rural 
residents. 

3.  Data and Statistical Methods 
3.1. Data selection 

The data in this study comes from the China Family Panel Studies (CFPS) project. The project 
includes surveys at the individual, family and community levels, and a follow-up survey is adopted. 
The data covers 25 provinces (autonomous regions and municipalities) nationwide. The population 
of the sampled provinces accounts for about 95% of the total population of the country. The 
sampling method uses cluster sampling with three stages of varying probability. CFPS data contains 
a variety of rich variables including personal, social, economic activity, family background, and 
subjective well-being, so it can be used to verify our research conjecture. We combined 2016 
household and adult data, matched individuals and families by household ID, eliminated urban 
samples, screened out adults aged 18-60, deleted samples with incomplete variable information, and 
finally obtained rural adult individual observations There are a total of 12,182 values. 

3.2. Dependent and independent variables 
The dependent variable of this study is the positive emotion of happiness. In order to measure the 

positive emotion more accurately, we use two subjective scales in CFPS. The higher the number, 
the more positive the subjective feeling [2]. It is also a standard practice in related research to 
calculate an individual's overall subjective well-being level by calculating the average of multiple 
subjective scales [17]. Specifically, the following two questions are included: 

Question 1: My life is happy 1 is almost nothing, 4 is most of the time 
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Question 2: I feel happy 1 is almost none, 4 is most of the time 
The sum of the above two problems forms the core dependent variable of this study: the 

happiness index. We use this indicator to measure the happiness level experienced by rural residents 
subjectively. The minimum value is 2 and the maximum value is 8. The average happiness index of 
12,182 samples is 5.88, and the standard deviation is 1.67.The core independent variable of this 
study is online shopping. The core issues for measuring online shopping are Internet shopping 
frequency. The expression of Internet shopping frequency in the CFPS adult questionnaire is: 
Frequency of using Internet business activities (times) "(in general) how often do you use the 
Internet for business activities (such as online shopping, online banking, etc.), in order to comply 
with the logical order, we reverse process the original code. The processed internet business use 
frequency ranges from 0 to 7, which are respectively not applicable , never, once a few months, 
once a month, 2-3 times a month, 1-2 times a week, a week 3-4 times, almost every day, we treat it 
as a fixed distance variable in the model. 

Table 1 Descriptive statistics of variables. 

3.3. Statistical methods 
This study using OLS regression and the instrumental variable method for modeling. The 

dependent variable happiness index is a value obtained by adding multiple standard variables, with 
a value of 2-8. Therefore, it can be regarded as a continuous variable. Use the OLS model and 
instrumental variables Method for modeling. 

Consider endogenous issues, we chose two instrumental variables in this paper. One is the 
proportion of the population in districts and counties on the Internet, and the other is the individual's 
Putonghua level. Existing literature shows that the proportion of the population in districts and 
counties can be used as an instrumental variable for Internet use; the statistical results below also 

Sample size (N=12182) Variable information mean Standard 
deviation 

Online shopping 
frequency 

0-7 are not applicable (ie not online), never, 
once a few months, once a month, 2-3 times a 
month, 1-2 times a week, 3-4 times a week, 

almost every day 

1.03 0.14 

Happiness index The value is 2-8, the larger the value, the 
happier 5.88 1.67 

Age Maximum 98, minimum 18 39.7 12.66 
Gender 0 for women and 1 for men 0.498 0.50 

Education level 

1-8 are illiterate / semi-illiterate, primary 
school, junior high school, high school / 

secondary school / technical school / 
vocational high school, college, 
undergraduate, master, doctor 

3.20 1.23 

Political status CPC members take the value of 1 and 
ordinary people take the value of 0 0.08 0.92 

Health 
1 is unhealthy, 2 is average, 3 is relatively 

healthy, 4 is very healthy, and 5 is very 
healthy 

2.12 0.1 

Annual Household Gross 
Income 

Remove the extreme value of annual 
household income 47774 545 

Family size How many people eat at home 4.7 2.1 
Relative income 1 is very low, 5 is very high 2.47 0.97 

Subjective 
social status 1 is highest,5 is lowest 2.80 1.07 
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show that these two instrumental variables can well meet the assumptions of the instrumental 
variable method and obtain a consistent estimate close to the true value. 

4.  Empirical Analysis Results 
4.1.  Benchmark regression 

Table 2 reports the impact of online shopping on the happiness index of rural residents. Based on 
previous research results, basic demographic variables and other control variables are added to 
Model 1. From Model 1, it can be seen that traditional variables such as political appearance, family 
income, subjective social status, and subjective social income all have differences in happiness or 
affect happiness. Model 2 adds our core independent variables on the basis of Model 1: Online 
shopping frequency. In Model 2, we see that Internet business use has a positive impact on the 
happiness index, which is significant at a confidence level of 0.05. For each unit increase in 
frequency of use, the average happiness index of an individual can increase by 0.042 units. It can be 
said that the higher frequency of online shopping, the happier the rural residents are. 

Table 2 OLS regression model on happiness index 
Dependent Variable: 

Happiness Index Model1 Model2 

Age 0.001 
(0.007) 

0.001 
(0.0013) 

Gender 0.005 
(0.029) 

0.005 
(0.029) 

Education level 0.01 
(0.005) 

0.009 
(0.005) 

Health 0.235*** 
(0.012) 

0.234*** 
(0.012) 

Communist party member 
(Reference group: the masses) 

0.062 
(0.071) 

0.044 
(0.063) 

Family size 0.004 
(0.007) 

0.007 
(0.007) 

Annual household income (logarithmic) 0.131*** 
(0.016) 

0.12*** 
(0.016) 

relative income 0.094*** 
(0.016) 

0.093*** 
(0.016) 

Online shopping frequency —— 0.042*** 
(0.010) 

Sample size 12182 12182 
R square 0.1094 0.1106 

Note: significance level, + p <0.1, * p <0.05, ** p <0.01, *** p <0.001; the data in the table are 
non-standardized regression coefficients, and the data in brackets are standard errors. 

4.2. Interactive analysis: the moderating role of socioeconomic status 
Some scholars have found that daily consumption can bring higher subjective effects to the 

low-income class. So, we use education and annual household income as moderating variables to 
examine whether the influence of online shopping on the happiness index of rural residents is 
regulated by socioeconomic status. Taken together, we can establish two competitive research 
hypotheses: 

Hypothesis 1a: Online shopping brings more happiness to individuals with high socioeconomic 
status 

Hypothesis 1b: Online shopping brings more happiness to individuals with low socioeconomic 
status 

We have established three models, as shown in Table 3. Model 2a incorporates the interaction 
term between total household income and the frequency of online shopping based on Model 2.A 
significant negative interaction term indicates that for individuals with lower household economic 
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status, online shopping can bring them higher Happiness. Model 2b incorporates the interaction 
terms of education level and Online Shopping frequency based on Model 2. Similarly, we can 
observe negative interaction terms, indicating that online shopping can bring higher happiness to 
individuals with low education level. The result indicates that individuals with low economic and 
social status get higher benefits from the use of online shopping, reflecting a potential 
“compensation mechanism”. 

Table 3 Moderating role of income and education 

Dependent Variable: 
Happiness Index Model2 Model2a Model2b 

Education level 0.009+ 
(0.005) 

0.009+ 
(0.005) 

0.115*** 
(0.022) 

Annual household 
income (logarithmic) 

0.12*** 
(0.016) 

0.15*** 
(0.018) 

0.10*** 
(0.016) 

Online shopping 
frequency 

0.042*** 
(0.010) 

0.402*** 
(0.1) 

0.075*** 
(0.021) 

Online shopping 
frequency * 

Annual household 
income 

—— -0.033*** 
(0.009) —— 

Online shopping 
frequency * Education 

level 
—— —— -0.017** 

(0.006) 

Sample size 12182 12182 12182 
R square 0.1106 0.1115 0.1127 

Note: significance level, + p <0.1, * p <0.05, ** p <0.01, *** p <0.001; the data in the table are 
non-standardized regression coefficients, and the data in brackets are standard errors. 

4.3. Discussion of endogenous issues 
In order to solve the endogenous problems mentioned above, this paper uses the instrumental 

variable method to test. Table 4 shows the regression results using the instrumental variable method 
when other variables are controlled.  

Table 4 Instrumental Variable Regression for Happiness Index 

Dependent Variable: 
Happiness Index 

Model3 
 

Online shopping frequency 0.256*** 
(0.067) 

Control variables yes 
Sample size 12182 

Over-identification test 0.0000 
Weak instrumental variable test 322.286 

Redundant tool variable test 0.0000 
IV exogenous test p = 0.089 

Hausman test Prob>chi2=0.0000 
From the regression results, the conclusions of the instrumental variable estimation are consistent 

with the conclusions of the OLS regression estimation, that is, the online shopping frequency have a 
significant positive impact on the happiness index of rural residents. From the perspective of the 
validity of instrumental variables, the number of instrumental variables used is greater than the 
number of endogenous variables, so the over-identification test is rejected. From the wald test of 
weak instrument variables, the hypothesis is tha all instrument variables are weak instrument 
variables is rejected, that is to say that at least one of our instrument variables is valid. The 
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exogenous hypothesis of instrumental variables is that the instrumental variables used conform to 
the exogenous hypothesis and irrelevant with other endogenous variables. The p-value obtained by 
the model is 0.089, and the null hypothesis cannot be rejected at a confidence level of 0.05. Our 
instrumental variables can be considered to be exogenous variables. Comparing differences in 
regression coefficients, the OLS regression coefficient is smaller than that of the instrumental 
variable regression method, which indicates that the use of OLS regression may underestimate the 
happiness brought by online shopping. In summary, our instrumental variable regression can be 
considered effective. The conclusion is robust. 

5.  Research Conclusions and Deficiencies 
The Internet is more popular in China, and the online shopping has gradually become an 

indispensable part of people's lives. We find that the higher the frequency of online shopping, the 
higher the happiness index of rural residents. In addition, this impact differ with different 
socioeconomic status. For individuals with a higher social and economic status, the positive effect 
of online shopping is relatively small, and the positive effect on individuals with lower 
socioeconomic status is relatively large; This conclusion shows that the "preference" of online 
shopping to individuals in lower social classes. For another word, individuals in lower social classes 
are more likely to obtain higher Happiness index. In order to avoid endogenous problems, we use 
instrumental variables for testing, and the results prove the validity of the conclusions. So we can 
say that online shopping can indeed improve the happiness index of rural residents. 

In summary, this study shows that online shopping can make rural residents happier, especially 
those with lower socioeconomic status. The positive effect of online shopping on them is stronger. 
Therefore, while the government is vigorously increasing the popularity of rural Internet, it should 
introduce more policies to stimulate rural residents' online consumption expenditure, cultivate 
online shopping habits, and attract more enterprises and capital to the development of rural Internet 
commerce. We believe that by increasing the popularity of rural Internet access and use, vigorously 
cultivating rural residents' online consumption behavior habits, and strengthening the construction 
and supervision of rural e-commerce systems, we can improve social welfare as a whole and make 
rural residents happier, improve the overall well-being of society. 
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