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ABSTRACT 
 
In the last decade, mobile commerce has popularized in China. As the internet and 

technology develop in scope and popularity, more and more users are becoming 

familiar with smartphone and adopting it as a medium for consumption. The 

consumers most likely to have a preference for mobile commerce are those who 

value its convenience and time saving. The millennials are very much a part of that. 

The millennials are easy to accept new things, the following fashion and pursuing 

material enjoyment. The characteristics of the Chinese millennial generation are 

affected by advanced technology and new lifestyle, similarly, these characteristics 

affected how Chinese millennials consume. The objective of this paper is to explore 

the correlation between the rapid improvement of M-commerce and Chinese 

millennials’ consumer mentality. Our findings support that Chinese millennials are 

the major consumer of M-commerce. However, these users did not fully utilize the 

potential of mobile shopping. In this study, the mentality performance in the mobile 

marketing activity was discussed and some innovative suggestions in this field were 

put forward, which it is hoped will be beneficial to enterprise managerial decision-

making and the virtuous circle. 

Keywords: Millennials/ Consumer Mentality / Mobile Commerce/ China 
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INTRODUCTION 

The Internet and advancements in technology are changing how consumers behave and how 

they purchase products and services. Today, more than ever, people have their own 

smartphone and Internet access. Meanwhile more and more buyers have the power to 

purchase items from virtually any retails around the world (Blair, 2018). And thus, the E-

commerce industry is booming, especially in China. According to current report, 49% of 

consumers use mobile phones for shopping. The WeChat Pay is one of the biggest mobile 

payment platforms in the world. The platform that helps mobile users to do one-click 

payments, currently counts over 1 billion daily active users (BrizFeel, 2018).  

According to predictions from report, global mobile commerce sales will make up for 

53.9% of all E-commerce sales by 2021. The source also expects smartphone to be the main 

contributor to M-commerce (mobile commerce) growth. As eMarketer explained, a 

subscription-based market research company, sales through smartphone accounted for 66% 

of all M-commerce sales in 2017, and that figure should climb to 82% by 2021. The rapid 

development reflects both consumers’ changing habits and retailers’ increased investment in 

mobile platforms. Overall, M-commerce has become a very significant part of E-commerce 

(Thach & Olsen, 2006). 

Chinese millennials, a group that will not only reshape China, but also the world. 

Chinese millennials, those born between 1981 and 1996, number more than 350 million, or 

over 25 percent of China's population. They are the main drivers of the country's surge in 

consumption, with spending by those under the age of 35 accounting for 65 percent of total 

consumption growth. This spending is projected to increase by 11 percent annually until 

2021. Over 90 percent of them have a smartphone, and more than half of all luxury goods 

purchased by the Chinese are bought by millennials. According to a recently published 
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report, the majority of Chinese millennials say the pursuit of personal wealth trumps all else. 

Therefore, capturing their attention and spending is of growing importance (Sun, 2019). 

The main purpose of this study is to identify the relationship between socio-

demographic characteristics and an emerging industry. Key research questions that motivate 

our work is: if the millennials’ consumer mentality affect M-commerce? How are these 

mentality characters related to mobile commerce success in terms of the millennials’ 

consumer and their lifestyle? 

LITERATURE REVIEW – BACKGROUND 

Millennials  

The Pew Research Center defines millennials as born from 1981 to 1996, choosing these 

dates for "key political, economic and social factors" (Michael, 2019). The characteristics of 

the millennial generation is, that they are hedonistic, extravagant, and with great connectivity 

that makes them an attractive target population for business (Lissitsa & Kol, 2016). 

Furthermore, Rainer and Rainer (2011) posit that Millennials are those born within the 

duration of 1980 to 2000, proving to be commercially significant as well as an influential 

generation. It is believed that every generation have the potential to form strong loyalty with 

characteristic products that satisfy their needs and desires at their vital stage of lives (Paul, 

2001). This kind of consumption will generate a unique market segment gradually. 

This market segment is attracting many industries as they have reached a stage in life 

where they can make their own spending decisions (Pomarici & Vecchio, 2014). The 

millennial generation is an attractive segment for multinational companies across the globe, 

particularly in emerging markets (Thach & Olsen, 2006). 

According to Goldman Sachs the least report, the number of young people born 

within the duration of 1980 to 2000 is 450 million, which make up 31 percent of the total 
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population in China. This rate will rise to 46 percent in 2021. The consumption from young 

people under 35 years old occupied 65 percent of consumption growth in China.  In addition, 

from 2016 to 2021, the consumption of these young people is growing at an average annual 

rate of 11%, which is twice the consumption growth rate of consumers that over 35 years old. 

More than nine-in-ten Millennials (93% of those who turn ages 23 to 38 this year) own 

smartphones (Vogels, 2019), this offer a great potential customer for M-commerce.  

Consumer Mentality  

The term consumer mentality refer to the process that how people think when they identify, 

purchase and consume a product or service to meet their demand (Fletcher, 2016). Sometimes 

it also indicates expenditure mentality of income groups across or within categories of 

products (Dholakia & Fırat, 2011).   

Several visible mentalities related young people were summarized. First is pursuing 

cultural taste consumption (Fan, 2007). Consumer motivation is subject to certain cultural 

and social traditions, and people with different cultural backgrounds choose different 

lifestyles and products. Undoubtedly, in the generation of the Internet, the global and local 

cultures coexist, the diversity of various cultures brings about a strong integration of 

consumer tastes. In particular, young people have strong purchasing motives for culturally 

oriented products.  

Next are pursuing the individuation and pursuing independence consumptions (Fan, 

2007). Modern consumers are often imaginative, eager to change, like innovation, have a 

strong curiosity, and put forward higher requirements for personalized consumption. What 

they choose is no longer just the practical value of the goods, but also different from others, 

fully reflecting the individual's own value. A unique shopping environment and a different 

way of buying from traditional trading processes can be curious to consumers.  
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For pursuing convenience and speed consumption (Chen, 2012), people who are 

precious little time to shorten the time on offline shopping prefer M-commerce. Online 

shopping makes up for this shortcoming. According to the survey data of the “China Internet 

Development Statistics Report” released by the China Internet Network Information Center, 

the number of online shopping based on saving time accounted for 49.29% of the total online 

consumption.

The last is avoid interference consumption (Fan, 2007). However, the sales service 

provided by merchants in the offline shops often interferes with and hinders consumers. 

Sometimes the service is too enthusiastic and even scares away consumers. Though M-

commerce, consumers can act on their own will, act according to their own ideas, and fully 

express themselves in consumption.

Mobile Commerce  

M-commerce is an extension of E-commerce (Zhang, Chen, & Lee, 2013). M-commerce is 

about using mobile devices or smartphones to access mobile websites or use mobile apps to 

conduct commercial transactions online, you can purchase and sale of products, online 

banking, and paying bills when you need them wherever you are simply by using a smart 

phone (Christian & Raisinghani, 2002). Unique features of M-commerce such as location 

tracking and location-based services, which are not possible in traditional e-commerce, allow 

more personal information such as preference and social relationships to be collected. More 

significantly, these unique features of M-commerce have made information privacy issues in 

M-commerce more critical and unique than in E-commerce (Milne & Rohm, 2003). 

Customers take advantage of Internet services from smartphone so that they can conduct 

business from any location in the world. 
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As previous mentioned, mobile websites aren’t the only way for consumers to buy 

from their mobile devices, mobile apps are the other method. Today, this has become 

absolutely necessary for all businesses. That’s because the majority of mobile time is spent 

using apps. 

STATEMENT OF HYPOTHESIS 

The previous research suggests that segmenting markets by generational cohorts are more 

efficient than only by age (Schewe & Meredith, 2004). Generational cohorts can observe the 

insights into consumer motivations which stem from common values and beliefs among each 

group (Morgan & Levy, n.d.). Different generational cohorts have quite different preferences. 

Both researchers and practitioners have conveniently defined the senior market based on 

different chronological ages (Oh, Parks, & Demicco, 2002). Besides, the theory of 

generational cohort focuses on the cultural differences between the generations resulting from 

meaningful events that occurred during their coming-of-age years (Lissitsa & Kol, 2016).  

Based on the existing body of knowledge reported above, the following hypotheses 

are derived.   

Research Question (RQ): How does millennials’ consumer mentality affect M-

commerce? 

H: Millennials’ consumption patterns and M-commerce have a strong correlation 

relationship. 

METHODOLOGY 

Pilot Study 

Piloting is normally by determining a priori decision rules to guide the following steps based 

on cumulative data (Thabane et al., 2010). Interviewed and discussed with 40 millennials (20 
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males, 20 females) who used to spend on M-commerce. This can narrow the pre-set questions 

to focus the appropriate responses to the research inquiries. 

Online Survey  

Online survey is used to collect and categorize the information of users of M-commerce. 

Questionnaires will produce quantitative data, and some language-based data will be 

translated into numbers. This is the primary data was gathered and explored from online 

survey. The respondents are urban people who are experiencing a shift their consumer 

mentality from offline to online patterns. They are part of the Internet generation who are 

used to using technology and the internet. They are familiar with mobile market. 

1. Survey Question on Users 

• Age  

• Frequency of using M-commerce 

• Attitude to platform 

• How much spend on that 

• How do you think different consumption patterns  

2. Survey Question on orientation of M-commerce 

• Popularity 

• Function  

• Price-performance ratio 

• Convenience  

• Self- service 

The data collected is analyzed through numerical comparisons and statistical analysis. 

All data from the results of questionnaires from the respondents are processed with the 

Jamovi program. The data are displayed in the form of tables and pie chart to see the rates.  
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Several questions used a Five-Point Likert reflective scale to indicate each choice 

about behavior patterns of young people in consuming. These items (measured by 

1 = Strongly disagree, 5 =Strongly agree) examine how respondents associated with the 

consumer mentality. A Likert scale generally presents the with a statement and asks to rate 

the extent to which agrees with the expressing. It can measure attitudes with a greater degree 

of nuance than a simple “yes or no” question (Jamieson, 2014). 

ANALYSIS / RESULTS 

Table 1 presents the characteristics of 364 M-commerce consumers that completed the online 

survey. From the result, above the half respondents are millennials which represented the 

majority of M-commerce consumers with 210 participants out of the total or 57.7%. Other 

age groups only occupy less than half of the participants (119 under nineteen 32.7%, 35 

above thirty-seven 9.7%). The Mean of three age group all exceed 3, which indicate using M-

commerce is very common now. 

TABLE 1:  Frequency distribution of different age groups 

  

      
  What's the age range of you? What's the frequency do you use the M-commerce 

N  <19  119  

   19-37  210  

   >37  35  

Mean  <19  3.59  

   19-37  3.80  

   >37  3.20  

Standard deviation  <19  0.618  

   19-37  0.407  

   >37  0.837  

%  <19  32.7%  

  19-37  57.7%  

  >37  9.6%  

Mean and Std. deviation were calculated by 1= Strongly disagree, 2= Disagree, 3= Normal, 4= Agree, 5= Strongly agree 
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Table 2 showed the specified number of each frequency. Combined with Table 1, the 

percentage of using M-commerce every day was the highest among the three frequency 

groups. Besides, the millennials occupy the largest proportion in percentage of who use M-

commerce every day, even exceed the sum of other age groups (168 millennials, 77 under 

nineteen, 14 above 37). 

TABLE 2:  Frequency of different age groups 

Table 3 showed when people spend on M-commerce, most agreed that they would 

like to pursue the individuation, independence and convenience (3.71 individual, 3.71 

independence, 3.77 convenience and speed).  However, culture taste and interference not 

much matter to consumers. 

TABLE 3: Recognition of Consumer Mentality 

What’s the frequency do you use 
the M-commerce 

What’s the age range of you? 

<19  19-37 >37 

Not always 7 0 7 
Always 35 42 14 
Everyday 77 168 14 

  
pursuing 
cultural 

taste 

pursuing the 
individuation 

pursuing 
independence 

pursuing convenience 
and speed 

consumption  

avoid 
interference 

N  364  364  364  364  364  

Mean  3.40  3.71  3.71  3.77  3.42  

Standard 
deviation 

 0.913  0.871  0.957  0.962  0.997  

Mean and Std. deviation were calculated by 1= Strongly disagree, 2= Disagree, 3= Normal, 4= Agree, 5= Strongly agree 
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From Table 4 we could know that convenience is the priority for consumer, the mean 

of it is 3.77. The following sequence were popularity, function, security, brand, self-service 

and price-performance ratio. This consequence was corresponding to the character of the 

millennials. As the previous literature review, the millennials think highly of convenience, 

they were easily attracted by popular items. The price is not a constraint for this generation 

any longer.   

TABLE 4: Consumer’s Orientation 

In Table 5, Function and Price-performance ratio had a strong correlation with 

Pursuing Culture Taste, both p-value are smaller than 0.001. Brand and avoid interference 

had a strong correlation (p-value< 0.001). In addition, Brand also had correlation with 

Pursuing Convenience and Speed (P-value= 0.001). Popularity and Pursuing Independence 

had correlation (P-value= 0.009). Furthermore, Popularity had correlation with Pursuing 

Convenience and Speed Consumption (P-value= 0.005). Security and Pursuing Culture Taste 

were correlated (P-value= 0.002). These correlations showed the Consumer Mentality did 

affect consumers to focus some factors that meet their mental needs, which are consumer’s 

orientation.  

  

  Brand Popularity Function 
Price-performance 

ratio Convenience 
Self-

service Security 

N  52  52  52  52  52  52  52  

Mean  3.44  3.65  3.56  3.35  3.77  3.42  3.52  

Standard 
deviation 

 0.916  0.789  0.826  0.947  0.877  1.07  0.939  

Mean and Std. deviation were calculated by 1= Strongly disagree, 2= Disagree, 3= Normal, 4= Agree, 5= Strongly agree 
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pursuing 
cultural 

taste 

pursuing the 
individuation 

pursuing 
independence 

pursuing 
convenience 

and speed 
consumption  

avoid 
interference 

Brand Pearson's r 0.228  0.138  0.059  0.429 ** 0.628 *** 

 p-value 0.105  0.328  0.678  0.001  < .001  

Popularity Pearson's r 0.116  0.166  0.359 ** 0.383 ** 0.190  

 p-value 0.412  0.240  0.009  0.005  0.178  

Function Pearson's r 0.475 *** 0.201  0.232  0.264  0.160  

 p-value < .001  0.154  0.097  0.059  0.257  

Price-
performance 
ratio 

Pearson's r 0.447 *** 0.218  0.307 * 0.197  0.299 * 

 p-value < .001  0.120  0.027  0.162  0.032  

Convenience Pearson's r 0.168  -0.140  -0.104  0.098  0.069  

 p-value 0.235  0.321  0.462  0.488  0.627  

Self-service Pearson's r 0.283 * 0.238  -0.012  0.286 * 0.269  

 p-value 0.042  0.089  0.930  0.040  0.053  

Security Pearson's r 0.414 ** 0.259  0.061  0.005  0.138  

 p-value 0.002  0.064  0.668  0.972  0.330  

Note. * p < .05, ** p < .01, *** p < .001 

TABLE 5:  Correlation Matrix of Industry and Consumer Mentality 
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In Table 6 we can see that each p-value is above 0.05, so there is no significant 

correlation between every item. This indicates that consumer mentality can not affect people 

consume in which industry.  

TABLE 6: millennial is the main spending power of M-commerce.  

From analysis, Consumer Mentality has the correlation with M-commerce. Consumer 

Mentality can affect consumer’s orientation when they are spending. To 

cater for the tastes and needs of customers, M-commerce developed with changing Consumer 

Mentality. M-commerce offer a convenience, fast and customized platform for customers, 

which can satisfy their Consumer Mentality. Meanwhile, the development of M-commerce 

make customer generate new Consumer Mentality conversely.  

 

  
pursuing 

cultural taste 
pursuing the 
individuation 

pursuing 
independence 

pursuing 
convenience 

and speed 
consumption  

avoid 
interference 

Shopping Pearson's r -0.283 * -0.048  -0.044  0.130  0.035  

 p-value 0.042  0.735  0.758  0.359  0.805  

Entertainment Pearson's r 0.238  -0.275 * -0.168  0.089  -0.005  

 p-value 0.090  0.048  0.234  0.532  0.974  

Transportation Pearson's r 0.033  0.197  0.222  -0.121  0.139  

 p-value 0.818  0.163  0.114  0.394  0.327  

Banking Pearson's r 0.260  0.183  -0.026  -0.203  -0.142  

 p-value 0.063  0.194  0.855  0.150  0.314  

Meal Pearson's r -0.204  0.035  0.032  -0.049  -0.093  

 p-value 0.146  0.805  0.822  0.729  0.512  

Note. * p < .05, ** p < .01, *** p < .001 
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CONCLUSIONS AND PRACTICAL IMPLICATIONS 

Consumers previously tended to play a passive role in terms of accepting trends set by the 

merchants. Nowadays, however, companies increasingly analyze valuable consumer data via 

information received through online platforms. Because their preference is more significant 

in commerce. Understand the psychology of consumers, meet the psychological needs of 

them, and establish a M-commerce operation mechanism that suits the enterprise's own 

needs, only then can enterprises benefit from the M-commerce operation mode. Merchants 

must adapt to new consumers and their needs. In addition, the majority of respondents were 

millennials, and it provides valuable information about their appreciation of M-commerce, 

probably predictive of how the online market will need to develop in the coming years. 

Brands are also required to update their products at a much faster pace as a result of the real-

time nature of mobile user feedback and data analytics. On the other hand, some brands are 

enabling greater product customization in order to allow consumers to create the item of their 

choice to meet different consumer mentality  

LIMITATIONS AND FUTURE RESEARCH 

It is important to mention the limitations of this study, which derive from the limitations of 

the online survey. The sample size is too small, and online survey can cause bias in choosing 

sample. To identify the age groups’ effect, it is better to have same sample size of each age 

group. It is necessary to control the variable. Furthermore, future studies can refer M-

commerce company reports which include more demographic information and on a larger 

scale.
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APPENDIX  

Appendix 1 The Chinese millennials’ opinion about Chinese Mobile Commerce  

1    What's the age range of you?      
 

   

. 19  Under nineteen 119 32.69% 

19-37  Nineteen to thirty-seven 210 57.69% 

. 37  More than thirty-seven 35 9.62% 

 364  
 
 

2     Which is your major 
consumption in M-commerce? (You can not chose more than two)      
 

   

 Shopping 217 59.62% 

 Entertainment 217 59.62% 

 Transportation 126 34.62% 

 Banking 84 23.08% 

 Meal 63 17.31% 

 364  
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3     What‘s the frequency do you use the M-commerce        
 

   

 Never 0 0% 

 Not always 14 3.85% 

 Always 91 25% 

 Everyday 259 71.15% 

 364  
 
 

4     When you consuming in M-
commerce, do you affect by the following consumer psychology      

3.6 
 

\  1 2 3 4 5 
 

 pursuing 
cultural taste 

7(1.92%) 49(13.46%) 133(36.54%) 140(38.46%) 35(9.62%) 3.4 

 
pursuing the 
individuation 

0(0%) 42(11.54%) 77(21.15%) 189(51.92%) 56(15.38%) 3.71 

 pursuing 
independence 

7(1.92%) 21(5.77%) 126(34.62%) 126(34.62%) 84(23.08%) 3.71 

pursuing 
the 

convenience 
and speed 

7(1.92%) 28(7.69%) 91(25%) 154(42.31%) 84(23.08%) 3.77 

 avoid 
interference 

14(3.85%) 49(13.46%) 112(30.77%) 147(40.38%) 42(11.54%) 3.42 

  35(1.92%) 189(10.38%) 539(29.62%) 756(41.54%) 301(16.54%) 3.6 
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5    .   Which aspect of M-commerce you 
will pay more attention to      3.53 
 

\  1 2 3 4 5 
 

 Brand 7(1.92%) 56(15.38%) 98(26.92%) 175(48.08%) 28(7.69%) 3.44 

 
Popularity 0(0%) 21(5.77%) 133(36.54%) 161(44.23%) 49(13.46%) 3.65 

 
Function 0(0%) 35(9.62%) 133(36.54%) 154(42.31%) 42(11.54%) 3.56 

 
Price-

performance 
ratio 

7(1.92%) 70(19.23%) 105(28.85%) 154(42.31%) 28(7.69%) 3.35 

 
Convenience 7(1.92%) 7(1.92%) 126(34.62%) 147(40.38%) 77(21.15%) 3.77 

 Self-
service 35(5.77%) 42(11.54%) 119(32.69%) 126(34.62%) 56(15.38%) 3.42 

 
Security 7(1.92%) 42(11.54%) 119(32.69%) 147(40.38%) 49(13.46%) 3.52 

 49(1.92%) 273(10.71%) 833(32.69%) 1064(41.76%) 329(12.91%) 3.53 
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