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The Influence Factors Analysis of the Young Chinese Women Consumption View
Zhao Qun Sun Shuhong
Tianjin Polytechnic University —International Business School Tianjin 300384  China

Abstract China since reform and opening up overall economic level improved significantly with consumption level and
ability received a large margin promotion. Young women as a very important part in the social consumption group they
thought trendy thinking way advanced and consumption view diversified they are the main force of social consumption have
the significant influence. Based on Casio autodyne artifact sell for example through related empirical analysis the
questionnaire survey showed that household consumption idea the mass media network consumption shocks are subjective
and objective factors affecting young women consumption view we should guide and help the young female consumers to set
up the correct consumption view.
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