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KRB E I o SRR 2 22 S Bk B Y ol 8 52 2R 32 SCRT 2R UAG , R 515
DN REAE —E R E s JE BRI, , PR HEHIE st Sl WUk o (B B RTIOCH DB TR
FEFIEE TN S SR Z MR, HE AWM AR 8 Z L, OF AR
XRAFAERRBEAT 5 RS R AR RIS RBUR R T, TR AR AR B0 T 90 BRI 9%
o BAT A ENS R SOMBLSERE o I, BT 5 8RR S RV 3 5 25 TH SR DR AU =2 1]
KA o

T B A (EDUL AT BELE S 2 R 07 7 35 T B R ke rp AR TH SR (AN (VLR 5 A TR 2
I A N TERRIE, 2RI SR AT REA I RIS, MBI R I 2 AT T o — O, KR
WHE T AEMIE R AW B ENRNET I NS T LB A BB N EL, 7= A A LA
ARINE " REMBHE LIRS ST LA RIE Y, T IR RN, AR A O i
SATRETIRE R o B, RAFRGBERRIEE X R B TR R E I S B R
I3 — BT, JE P EL L 2 R MR o SRS o T E IS 1 PR A B T SN S A oy R B vh s Y | 2
IRAVEA R SRR, 1A | SR I 20 S 5 R it e ) RN ) ST,
AW TEAUTRI T T (EULAE B2 BRI 27 T 35 1 SR R XU T REA AR B R A

ZE LTk, AWFIMRT R A E R AT, FEMIEE 7 S I SRR AR e 3R, AR Bt
(EEH R R . ABRSERE: (1) KRR I HE 7 SO HH P R XA . (2) TH 2%
IO RS A SR BRI 7 T 55 T BB SRA rRE TR R . ABIRFE R T A SRR AR R B 2
AL PP SAE SRR KA T AT TS, RAERABEE o A, n LS| S RAE AR S IE
BRATH SN UL . TR Rk B (0 TH SR BRSNS, SRR AT 37, A B A B 3L

2 WEMREMETE

21 HARMR

PEBUR A TR I e 2 A AR At X 5, SREXBENLIMAE A vk, R AR )4 260 1y, MICH %L
(15 249 15y, AR N 95.98%, BHRILAEMLIL 4 1,

F1 HILERBER (n=249)

Table 1 Basic information of subjects (n=249)

PN, B NE (n)
e B 57
e 4k 182

- AT 79

RBMETL el T4 160
. B 76
B ekt 163

500 J5—1000 JG 69
A% 1000 JL—1500 JT 132
1500 7L | 38
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2.2 WRDE

2.2.1 FEBWMHEF HXAEH

RAENEHEADH " F NG R EEMEE RS 20 NMEH , A T
HAE T FA 5 % T S AR R AR 4 A B IR0 SR FH 2R SR AL A, N SR AR B o8
SR 41~ 55, AR, SIS K AR Cornbach’s a RELE 0.47 ~ 0.71
Z I,

2.2.2 REEFEHRMNEMESE

KIS gl B R S R . 36 31 N, O 8 MR SR H AR .
PRI B AR M HAR . U EAR . Thiet Bbs . TR, e T B TR, RIEBR
MZE Ry, N “BaAFE” 8 “ZRFE” it 1 ~ 550 REEET, B K 4E R 1
Cornbach’s @ ZEUHE 0.36 ~ 0.78 ZJd],

2.2.3 (HBRRERIERS

K H1 Sproles I Kendall 4l . FINEHBE " A NBTTHOI P s KUK 174 . IESEA 34 MEH
B 8 ANAEEEFI A : R . BAT AT R0 . AR ] . phah R IR SR S ] |
JRE 0 | S RAR R o AR A SR TR, N AR B EeRE a1 ~ 5453
TEABISEH, B A HEFE Y Combach’s o ZREE 0.33 ~ 0.78 Z ],

2.3 GtbEE

TESIBRHERAEE R M2 (RS, R SPSS21.0 X EE AT EE 047 .

3 H#HR

3.1 HEDERENK

Xt =y (a2 ) B T H TR R R 0, 45 E 00 KMO {64 0.64, Bartlett {H -} 8876.78,
df=3570, p<0.001, PHFARFEFEFTA MK 29 NMFFIEMR KT 1 B+, MR T 72.14% W7 278 5%,
HAP S NEF T ERBEE N 9.48%, (KT IR FME 40% ., U BB AS A7 76 7™ 5 A% JL [R) 7%
1}%%0

3.2 RELERBRRNBAEADFESE CHIERNLN

P2 WoR, KEFATE UL KRS S A 4R AR PR B . AR DR M PR N AR e N AE
FER, BIRSNREARSMETL EEREE. BRGNS EEAEE FEREE,
SZHIFLZERBE A, AIEEHAE 500 5—1000 L4 5K T 1000 75—1500 JTF 1500
Jell b
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F2 REEHBRRNEEAOZTZEENERKEK (M+SD)
Table 2 The difference test of college students’ consumption decision—making style on demographic

variables (M + SD)

IR WARAT RS IR iz IR S Jiti
HA 15.87+£3.40 11.71 +2.47 14.14+3.87 16.03 +3.66 11.17+3.16 14.64 +3.02 14.64 +£3.02 11.73 +2.06
gegasy 16.28 +3.30 11.71+2.95 13.44+3.59 16.03+£3.06 11.24+£3.45 1437 +2.54 14.66 +2.78 11.75+2.13
—0.80 0.01 1.25 -0.07 -0.12 0.66 0.04 -0.06
MAFL 16.87+3.60 11.68+3.05 13.75+3.94 1588 +3.61 11.13+3.06 14.89 £2.67 15.05+2.45 11.84 +2.06
JEMAF4 15.85+3.13 11.73£2.74 13.53+3.53 16.11£2.99 11.26+3.53 14.21 +2.64 1448 +2.87 11.70+2.14
t 225 -0.12 0.43 -0.51 -0.27 1.86 1.50 0.48
T 16.52£3.73 11.84+2.84 1421338 16.02+3.19 11.34+4.46 14.86+2.75 15.01 £3.16 11.84+2.26
e 16.03£3.11 11.65+2.85 13.33+3.77 16.04 +3.22 11.17+2.75 1424 +2.60 14.50+2.53 11.71 +2.04
t 1.07 0.46 1.73 -0.03 0.36 1.68 1.32 0.44
500—1000 16.36+2.47 11.39+2.84 13.18 £3.88 16.01 +3.13 10.97 £2.52 14.05+1.58 14.36 £2.77 11.78 +2.40
1000—1500 16.11 £3.61 11.75+2.77 13.74+3.57 16.19+3.21 1144 +3.74 1447 +1.67 14.75+2.78 11.70 +2.03
1500 DIl 16.18 £3.79 12.68 £3.43 14.12+3.61 14.62+3.30 10.18 £2.78 15.81 +2.58 15.12+2.39 12.12+1.58
F 0.13 1.40 0.71 1.74 1.28 2.88" 0.72 0.29

E: *p<0.05, *#p<0.01, **¥p<0.001, FF.

3.3 REEREEMHEBEHINSHEHBRNMEN. HERRNUSHIER

w3, FEMMEFE T GHERNEL . TSRS L2 3 IEAR S TH SR UL 5 TH SRR
JRUHS 2 25 TE ARG

#3 REEBMHEAX. HEMERSHBREREHEX (1)
Table 3 Correlation between family financial education mode, consumption values and consumption

decision—-making style (r)

FREEBEMHE I THBN M TH PR KA
FEHM 2 H T 1
TH P 0.22" 1
R 027" 0.50" 1

XREEA GBI T T BN EDULS TH B PR SRXUAR A HE B Z [ EA TS 0T, AR UL 4.

4R, FEEPIEE 7 A YR S SN EA AR Z A ARG, Hh a5 1 RS 1
P EL R B Ak L B3 RO AL SR AR | IRIdE | IR W IEANSG ;PR R AR
SEAEE ST AR SRR B RS SRR WA TG TR R S IR R
FIERK.

HRE PR H T J7 A YL 511 2R R SRS A L Z [ A A OC, Horp s 2 AL S 1 AR e 1]
BTATTAT I | AR RS ) el ) 2 S E IEANSG s RIRARE T S AT AT S L RS R L A
RRMAR T 1) 55 vh gl S 6] B R AEARSG s IR R S ORI AR 22 25 IR ARG
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F4 REBUMHEEAX. HEMERSHBRENEZ EHEX (1)
Table 4 Correlation between family financial education mode, consumption values and consumption

decision—-making style (r)

HE51T BN ﬁb?‘ﬁlﬁ THER] AV (RS TE RPEE fUHE ShREME BRUTE EEME DR

ZAEYE -0.04 0.22" 023" 0.10
P -0.09 024" 0.08 0.09
HE: 014 022" 0.09 0.02
2 -0.03 0.02 0.15" 0.10
IREE 0.03 0.11 -0.09 0.05
BartE -0.08 0.11 0.23" 0.02
HEME 003 0.03 -0.14" -0.04
st 004 0.01 0.18"  0.14°
IR 0.08 0.22" 0.04 0.09 0.14° 0217 027" 011 014 0.5 013 011
BAmAT  —0.06 0.26" 0.14" 0.01 028" 0407 018" 003 002 0247 -0.06 -0.07
SR -0.07 0.28" 0.28" 0.04 035" 0317 0.6 005 -0.03 0197 -0.14° 0.04
FEMA  -0.05 0.02 0.17" 0.16 006 004 016 0.177 -001 008 009  0.12
w3l -0.10 0.15" 0.25™ 0.09 0.18%° 0.12 0.13 -0.01 -003 023" -006 0.02

S —0.01 0.09 -0.09 0.07 0.03 0277 0277 -001 035" 005 016  0.08
HSZHIEE 0.03 0.04 0.08 0.09 0.03 0227 0.197 0.07 0307 006 0247 0.12
JiE: 0.06 0.02 -0.01 0.04 0.03 0.160 033" 0.10 043" -004 0307 0.17"

TH B (EL VLS 2 BE 5 Bl SR KUK 2% 48 P2 2 TP AE R ASG , AR SN (EDUL A RAEAE S 1R S 1) |
FATTAT I . SRR 5 b sl e S R RO ARIEE SRR L B AARAT S RS
Sl B NS e G R ) B A ARG R SRR R . BrAr AT S L i
FROAE 1) RRRMARR 1] . TR ) WS B ) i ) S IR ARG PR IE S N R
MR ) S W IEANSE ;s DHREPE S BRAR MmN R e i) | O SO B e ) 5 o 1) 2 3 I A OG5
HRTPE SR 0 B AT S AR S . phsl R R IEAN SR R SRR T L AR
AR ] | S B ) 5 B e ) R R IEAROG . 5 RS 1] R B OO RS S R )
I FEIEASG,

3.4 HBEHMENBVP MEREE

Hi 6 5 AP, FER AR G S, REE SV 0E J5 2O T 2R (6 U A I ] BUAE L 1]
FECH 0.22, WA, FKEERWEE 0T 28 e S RS A T [ BUAE L WA R B 0.27,
G E PRIV 20 T 25 O (B 0T I 2 D SR XA L I AE T, mE RS B 0.16. 0.46,
AN S BB Z R (0.22x0.46/0.27 ) x 100%=37.48%; 4300 5 HAESOY Z H
(0.22x0.46/0.16 ) x 100%=63.25% . A5, Z5E BV HF I X TH 2 e 3R WU A B2

T W Y B A (UL Sk 52 M 3 B R SR XA o BRI, T R O 7 SR BV E O 5 B R
UK 2 12 F8 43 vh A VE &
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=5 HBEMEVNEREEMEEA XS HBRRRIEE PN EERE
Table 5 Test of the mediating effect of consumption values on family financial education style and

consumption decision—-making style

TR JiFE 2 R 3
(bR TR XU ) (bR: WHIHE) (Whs . TH TR A )
B SE B B SE B B SE B
el 0.02 0.06 0.03 0.06 0.06 0.06 -0.01 0.05 -0.01
EEMATL 0.01 0.06 0.01 -0.02 0.06 -0.03 0.02 0.05 0.03
AR 0.05 0.06 0.05 0.06 0.07 0.07 0.02 0.05 0.03
HiE%%1 0.05 0.05 0.05 0.01 0.06 0.01 0.05 0.05 0.07
AES2 0.05 0.10 0.05 0.06 0.12 0.04 0.02 0.09 0.02
FEBMHE L 027 0.07 0277 025 0.07 0.22" 0.16 0.06 0.16"
TSN E 0.42 0.05 0.46™
R 0.08 0.06 0.29
AR 0.06 0.04 0.26
W F1E 3.52" 247" 13.15™

FET LSRR, SR LIH S O Fh A2t iR . anfs] 1 iR

TH B EUL

FEER A H 0.16"

Dk TH RS AU

Y

E 1 HBRNMENEREEVHE AR S HE R RE RSP T EREER
Figure 1 The mediating role model of consumption values in family financial education and

consumption decision—making style
A +
4 Fig

41 REEHBERRNBEAOZRELNER

TH PPN PR SRS T2 PR B3, MA TR REGTIEMAE T, 5
R A KT LA, AR T RKBELTIT RSN . GRFPIROUES, A T ANy S S 4
TR L B B BRARPE AN 232 o R SR XRG4 T 15 A R 1) £ H AE B 255 3%, FE9RAE 500 Jo—
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1000 JCAIFE B 2K T 1000 JC—1500 JCAT 1500 JCLA o ELA B i b W Al ) 27 R ol 28 8 S 5 T
S WAl Wy SE R — W) ST R ST AL, AN — e =kt , RS2 A8 3038 .

42 RFEREEBVHEHI. BERMENSHERRRNSHKRA

R A R BRI 2 O X5 T S R SR U B 3 IR AR OG5 B 8 O 2XRT LK fi P
TR RAAE , XL R G AT AN R EA —B CAMEERTHER R, HEseMas iy
PEPE S . RS i SRR, TSR AL SRR IR A A Uy o S AR T A R .
Wi, 224K MR IS S e, FERA 51 207k, R I ZE0 7 58 5 28 5% A
I,

R A R BRI 2 O S5 T S O (E0L 5 0 2 AR OG, HL 3B BRIV 0 Oyl LA 1] U 3 2%
EML . BRI SRR IBCT B i B 20E 51 = B A 20E J7 SUIE, 005 2 7 3 2% i 0 (A )
HORERR, s sl AR s ACREES BT | R B AR IR Y R O G RAR R B AR S AR
T WA, XGRS 80 o SRR A W A Jr BB A — IR BE 55 L T L 1Y
AR PN EN . FEHEATHEEL T I, SRR moo BV O BRI, RGN T A A
H2 R, N R RIH 2, T R — R B HE e B L ) AT SR RE, W T &b
BCAE R R S {E L

TH P E S T SRR XA S 035 IE ARG, ELIH 2 A (EDUL AT UIE 1) 000 94 2 R AU, X5 R
BFREA B Y L FEEERAIEA A, AR PR 7S B R IR AR Rl L MR
B MACRE T 22 1E 0 F S B Oy MR A RAE, FETH B SR 5y sz B[R P AR S R N R i sm,
SAERNHE PR G HMTH SRR 7

43 BENMENAEXRZFEREEBUHE LI, BERRRXUE B8P
BN

T S (B VLA R 27 A SR BV 207 07 55 R R S AU Z [ 0 v A AR T . SCRE R4 B B
OB J7 AR 27 A T B R SR RUAR 7 AR AR ) B RS IR, 30 T e 3 B T BT Al 43 2l A (DU
AR M FLTH 98 SR KA, e R BT o . O M 3 1) B9 S DR SRR s T A B B T X — D i i
R HE R AR BRI S D SR, 3 e e o5 A B B9 9 EDULR B FEAR B O B e B . DR, KK
7 2%k 2R BRI B 0R T7 3, BT SR A O A 45 3R A B, % Bl R S 2 JE Bk 2 L 1) T
B DR A

5 &ig

(1) SARMA TR, A 720 7T 2 DR AU L S0 ) TR S 1005 55 A FE SRR A R
FHLE, AL St g R A BB ) 3~ 5% ot e 16

(2) BURAYZE BRI T 2O R 0T B A fEDULRE Y B2 AR T R B P 3 S R 3R UG

(3) T B EUAE R~ A SR BRI 0 J7 305 T8 B e S AU =2 (B2 o 23 rp /A o ACHRESR IBUE A
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The Relationship Between Family Financial Education and
College Students’ Consumption Value and Consumption

Decision-making Style
Li Meihua Chen Hua

Psychological Research and Counseling Center, Southwest Jiaotong University, Chengdu

Abstract: This study aims to investigate the relationship between college students’ family financial
education style and consumption decision-making style, as well as the mediating role of consumption
values in it. Through the family financial education style questionnaire, consumption value questionnaire
and consumption decision-making style questionnaire, 249 college students in a provincial normal
university were investigated. The results showed that the entertainment orientation of consumption
decision-making style was significantly different among the only child (1=2.25; p<0.05); There was a
significant difference in the monthly cost of habitual brand orientation (F=2.88; p<0.05); College students’
family financial education methods were correlated with their consumption values (=0.22; p<0.01),
consumption decision-making style (r=0.27; p<0.01), and college students’ consumption values were
significantly positively correlated with consumption decision-making style (=0.50; p<0.01) . Consumer
values played a partial mediating role in the relationship between college students’ family financial
education style and consumption decision-making style (indirect effect value =0.22; SE = 0.05). Therefore,
college students’ family financial education affects the consumption decision-making style, and part of the
influence is through the consumption values.

Key words: College students; Family financial education; Consumption value; Consumption decision-

making style
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