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Correlation of Middle School Students’ Consumption Value and Basic Life Value
SUN Qi, ZHENG Gang
Institute of Psychology, The Chinese Academy of Sciences, Beijing 100101, China

Abstract  Objective: To study middle school students’ consumption value and the correlation of consumption value
and basic life value. Methods: This research used 5875 middle school students as testees. A self- developed consumption
value survey and a shortened individualism/collectivism survey were used. Results:  The results of exploratory factor
analysis generated three basic dimensions, namely, “fad conscious based consumption value”, “frugality conscious based
consumption value” and “seeking connections in high places consumption value”.  Male students (comparing with female
students) (P<0.001), students of higher grades (compared with students of lower grades) (P<0.05) and students from Shang-
hai and Guangzhou (compared with students from Beijing, Shantou and Kunming) (P<0.001) were inclined to “fad con-
scious based consumption value” and “seeking connections in high places consumption value”.  Collective value led to
the identity of frugality conscious based consumption value, while individualistic value predicted the identity of “fad con-
scious based value” and “seeking connections in high places value”. Conclusion: Students who differ in sex, grades and
cities have significant different scores in consumption values. Different correlations are demonstrated between factors of ba-
sic life value and aspects of consumption value.
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