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Table 1 Description of consumer generations: USA and Taiwan
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Table 2 Summary of one-way ANOVA on VAL S Variables
s Df MS F | Y. d
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Table 4 Simmary of one-way ANOVA on buying behavior variables
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Segmenting and prdfiling o Chinese consuimer generations based on consumer
ethnocentrism

WANG Hai-zhong
School of Budness, Qun Yat-sen Univerdty , Quangzhou 510275, China

Abgract : Based on the preliminary outcome of qualitative sudy of Chinese oocia markers and consumer lifegyles,
this paper identifies three ma nstream consumer generations named , pergectively , Chinese Cultural Revol ution Gerr
eration , Chinese Balby Boom Generation and Chinese X Generation. The generations show different consumer ethno-
centrism tendency , collectiviam and family concern. Analyss finds that two psychographic factors collectiviam and
family concern, and two denogrgphic factors: education and income , help to explain CETSCAL E s difference. The
data are oollected from Beijing , Shanghai , Quangzhou and Chongaing. The author discusses policy inplications for
conmpanies and non-prafit organizations.

Key wor ds: consumer generations; consumer ethrocentriam; VALS; buy-related behavior



