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Abstract 

China today is the most digitized country in the world, with a massive moving of consumer 

attention from offline to online and AI algorithms being popularized by all major media. The Z 

generation in China was born in an era of affluence, and they have also been living in the 

Chinese digital social media world since birth. This large number of people gradually move 

towards the main stage of the consumer market, and they also possess distinctive consumption 

characteristics and habits. The definition and consumption analysis of Generation Z will 

become an important marketing task for major brands. In this article, by referring to the 

qualitative analysis of major social events, the development characteristics of information 

media, the psychology of human mental maturity development, and the idea of regression 

discontinuity design in econometrics, the research defined who is Generation Z, then analyzed 

their consumption preferences and behavior, and design a marketing strategy method for 

generation Z. 
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1. Introduction 

The current Chinese market economy is growing rapidly, and there is a serious imbalance 

between supply and demand, with supply exceeding demand causing companies to face 

tremendous difficulty in competing for consumers. Chinese digital economy expands to 39.2 

trillion yuan by 20201, with a large number of consumers' attention migrating from offline to 

online mobile, and AI algorithms being popularized by major media vehicles. The COVID-19 

has also further intensified the online migration of Chinese consumers' attention and 

purchasing power. At the same time, Generation Z is gradually becoming a major consumer 

group. The change of media channels coupled with the emergence of new main consumer 

groups brought about the emergence of a large number of new Chinese brands, they began to 

challenge the original traditional brands, and become the first choice of Generation Z users. 

Because of the new users and new channels, the extant marketing strategies on the market will 

also face failure and iteration. However, marketing is a matter of life and death for enterprises. 

There are Trout's positioning theory, UPS theory, and 4P theory on the market, but there is no 

unified methodological standard for enterprises to agree. The purpose of this article is to 

analyze the new users and new media, to find the user demographic that defines China's 

Generation Z and to analyze their user profiles. On the one hand, the article will introduce the 

new channels of communication under digital age, and finally give new brand marketing 

strategies.  

 

2. Literature Review 

Today, the Chinese market economy has been developing for 43 years, and the Chinese 

supply and demand market has changed from supply less than demand to supply far greater 

than demand, and there are countless competing goods in any category, at the same time the 

sovereignty of consumption has been completely transferred to the demand side; and in digital 

China, in addition to overproduction, due to the rapid and powerful development of the 

Internet, the communication channels have migrated tremendously from offline to online, and 

the link between the supply side and the demand side has also been reconfigured. Therefore, 

new, Chinese characteristics marketing strategies are becoming particularly important for 

Chinese companies today. 

2.1 Background of current digital era, digital age (2010-2020) 

The digitalization of the whole China is accelerating. November 2020 is the month of Black 

Friday in the United States, and China has “doubled 11”, which are the two strongest months of 

the year in terms of online and offline shopping, and through the comparison of payments in 

these two months, we can see the digitalization of both countries. U.S. online transactions on 

                                                 

1 http://2020.wicwuzhen.cn/web20/news/original/202104/t20210427_22448902.shtml 
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“Black Friday” 2020 were $9 billion2, while China's online transactions on “double 11” 2020 

reached $774.7 billion3. It shows that China will be the first country to go digital completely. 

In China, consumers are already paying for almost everything through a smart phone, from 

buying groceries and fruits to taking public transportation and buying cars and real estate. 

Paper money transactions have become an “strange” in China. At the same time, consumers' 

daily attention has been constantly shifted to smart phones, which have become almost an 

extension of most people's organs. Starting with Byte dance, technology companies have 

invented AI algorithms to evolve the way information flow is delivered from consumers' active 

search to big data deconstruction of consumers' reading preferences and consumption 

trajectories, pushing information and goods that consumers may prefer, and consumers' 

behavior is completely extracted by big data. After the information a large number of 

consumers have been deconstructed, the user base is macroscopically deposited on the 

platforms invented by various technology companies, forming a circulation, and then each 

platform is pushed to each individual through AI, with thousands of people. Consumers find 

that the machine understands themselves better than their families (Yang, 2018). To sum up, 

Chinese technology companies have completely reshaped the link channel with consumers 

through technology, consumers change their own way of receiving information and buying, 

offline traffic and transactions, were substantially migrated to online. 

2.2 How to define Chinese Generation Z, definition of Generation Z 

A generation is divided as a geographically related group of people who have experienced 

some major social, technological and cultural events during their growth and have a common 

collective memory, which makes their values converge and thus their consumption behavior 

converge. For the division of generations, in China, the post-80s, post-90s and post-00s are 

used to differentiate, while in the United States and Europe, people are more accustomed to 

divide the different generations by using X, Y and Z. This gives rise to the so-called Generation 

X, Y and Z.  

The postwar Americans was divided into five broad generations. 

 Baby Boomers (1945-1965). The media preference of this generation is traditional 

media such as television, radio, magazines and newspapers. Their strong purchasing 

power triggered the first U.S. real estate boom in 1969.  

 Generation X (1965 - 1980). This generation spends almost as much time on traditional 

media as they do on Facebook each day. And this generation is carrying an average of 

$142,000 in debt per person. 

 Generation Y (Millennials) (1981 - 1996). 95% of them still watch TV, but their 

preferred choice is streaming services such as Netflix. This generation is very 

comfortable with mobile devices, but 32% still use computers to shop. 

                                                 

2 https://m.gmw.cn/baijia/2020-11/29/1301849811.html 

3 http://tv.cctv.com/2020/11/12/VIDE7MifDBeGdw44YVYZo0a4201112.shtml 
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 Generation Z (1997 - 2012). Smart-phones are their preferred method of 

communication. On average, they spend 3 hours a day on their mobile devices. 

 Generation Alpha (2013 - 2025). Smart speakers and electronic devices are everywhere 

in the home; technology is integrated into their everyday objects. 

However, it is not reasonable enough to directly apply the European and American 

definitions to China. Generation Z refers to whom in China needs to be redefined and found. To 

understand the consumption characteristics of the new generation of young people, we need to 

find the source of the behavioural changes of "people" in "people, goods and market", and on 

this basis, the research combines the changes that have occurred in China in the past two 

decades. The research method integrates the analysis of major social events, the development 

of information media, the maturity of human mind, the development of psychology, the policy 

guidance of education and popularization of language and literature, and the idea of regression 

of breakpoints in Econometric, etc. The approach of this research is not mentioned in other 

Generation Z reports, and discovered who is "Chinese Generation Z” and what is their user 

profile, and how to market to them. 

According to the theories of biology and cognitive psychology, entering the puberty, people 

will gradually form complete memories, start writing and expressing themselves, and become 

fully mature mentally at the corresponding age (Berk, 2007). People at different ages will be 

influenced by information media and social events in different ways. The three important 

dimensions of information media, social events, and growth cycles will help us discover the 

truth about Generation Z. I use two rulers, "history" and "age", to place the three dimensions 

into a corresponding scale. On one side is the change of information media and major social 

events in the historical time line; on the other side is the maturity of human body and mind and 

behavioural characteristics of different age groups. The two rulers measure where the division 

of Generation Z will start and where it will end. 

2.2.1 Ruler 1: History 

Information media and social events are two parallel scales on this ruler. 

The changes in information media include two major directions: hardware maturity and 

software enrichment. Hardware maturity includes broadband, 3G/4G/5G facilities, the 

popularity of computers and smart phones, and the gradual maturity of infrastructure makes the 

speed and quality of information dissemination change significantly compared to the 

traditional media era. Software enrichment includes portals, forum communities, search 

engines, and even emojis, which have changed the way people interact with information and 

the experience of human-to-human communication. 

The interaction between social events and information is extremely dynamic, and modern 

technology continues to catalyze this interaction. Large events such as war, politics, and 

plague, as well as small events such as a highly fermented public opinion on the Internet, or a 

novel or an Internet celebrity, may have a profound impact on a generation, forming an 
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indelible collective memory and driving the formation and evolution of generations(Cyanhill 

Capital, 2021). 

2.2.2 Ruler 2: Age 

Biology and Cognitive Psychology consider the ages of 6 and 10 to be the most important, 

and the social and technological environment experienced at 12/15/18 to shape personality and 

behavioral habits (Berk, 2007). 

After comparing the two rulers, we find that in 2003, the SARS epidemic opened a new era 

of information dissemination. The nation's first collective home accelerated the penetration of 

the Internet, and the government's emphasis on information disclosure drove information 

dissemination. We regard this resonance of social events and information media as the criteria 

for the starting scale, and the group that turns 6 years old in this year will be classified as 

Generation Z. 

In 2020, the new crown epidemic again leads to a universal home, longer and more 

far-reaching, again bringing about a double change in society and information, which we 

regard as the criterion for the break point scale. New humans who are not yet 6 years old in this 

year and have no memory yet will be classified as the next generation. 

According to this division standard, Generation Z is defined as people born between 1998 

and 2014 (Cyanhill Capital, 2021). 

2.2.3 Big Data Analysis of Chinese Population for Generation Z 

Total births are 256 million, or 18.1% of China's total population, is 2 times of Russian 

population, 2.2 times of Japanese population, 3.4 times of German population, and 4.3 times of 

UK/France (Cyanhill Capital, 2021). 

Table 1. Age stage  

Adulthood 
14 years old and above 

underage 
Under 14 years old 

33.3% 23.4% 43.3% 

Table 2. Male to female ratio 

Male population Female population 

139 million 117 million 

54.2% of the population 45.8% of the population 

Table 3. Population Distribution 

Urban population Rural population 

42.5% 57.5% 
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Table 4. Geographical distribution 

North China 
Northeast 

China 
East China Central China South China 

Southwest 

China 

Northwest 

China 

12% 5% 29% 17% 13% 16% 8% 

Table 5. Education Distribution 

Undergraduate 
Non-bachelor's degree 

from high school 

Junior high school 

graduation non-high 

school 

Compulsory education 

incomplete or delayed 

completion 

Compulsory 

education in 

school 

21.13 million 18.1 million 61.13 million 18.74 million 180 million 

 

2.2.4 The consumption portrait of Generation Z 

1. From getting information to sharing information. 

Generation Z shows different selves on different Internet platforms. Each social media 

platform they used is for different purpose, and they also show multiple personalities on 

different platforms. The circle of friends is for elders and colleagues, TikTok shows the refined 

self, and B site shares personal production and imitation videos. (Cyanhill Capital, 2021) 

2. Mourning, Buddha, and indoorsy 

Generation Z was born in the era of material affluence, and as an only child, families devote 

all their resources to raise a child. But the current economic slowdown, social class 

solidification and high housing prices. "Mourning" is the "stress reaction" brought about by the 

large expectation gap with the ideal, "Buddha" is the protective color of self-abatement and 

comfort for survival, "residence "is not want and do not need to go out to complete life and 

socialization under their own attributes (Cyanhill Capital, 2021). 

3. Have not seen "money" 

Generation Z began to consume the era of online payment began to spread. Nowadays, 

payment collection, saving, investment and consumption can be done in the cell phone. For 

Generation Z, money is equal to numbers and has no physical sense. In terms of spending, they 

can spend a lot of money for the things they care about. "Self-pleasure" and "timely 

satisfaction" are the starting point of consumption (Cyanhill Capital, 2021). 

4. Live in the phone 

Generation  Z's online entertainment time is 30% higher than the average for the entire 

network. The significance of the offline shelf has sharply shrunk. They trust electronic devices 

they can't leave behind, using them immediately when they wake up and late at night. Offline 

parties, face-to-face phone play, mobile games become a social means(Cyanhill Capital, 2021). 
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2.2.5 Marketing strategies for Generation Z in the context of the digital age 

Through the development of marketing in the context of China's market economy since the 

reform and opening up, we see that at the beginning, China's marketing strategies were all from 

the United States. Although a large portion of the products we sell have Chinese localization 

characteristics, the marketing methods behind the strategies are adopted from the mainstream 

marketing theories of the United States at various stages, and then filled with the content of the 

products themselves. Chinese infrastructure is unique in the world, whether it is mobile internet 

(data), supply chain, logistics and all other aspects of infrastructure, which will give rise to 

unique opportunities, and it also has completely subverted the consumer receiving information 

and buying behavior. So from being a follower, it has become an overtaking leader. 

In the Chinese current market economy environment, the supply side is far greater than the 

demand side, with an explosion of products, clogged communication channels, and diversified 

media. Consumers have the initiative to search for information, and the right to choose 

products, so consumers will have a lot of product choices in the same product category and 

users' consumption will eventually fall on 1~2 brands.  Therefore, on the one hand, businesses 

should continue to do the market research of competing products, conduct product strategy 

development, and have a clear brand equity building system for products from the beginning 

stage(Aaker et al., 1991). Especially for the Z generation who live in China's affluent era, if 

brands only provide product utility, it would be difficult to attract Z generation. Businesses 

need to work on the product value, advocate the brand values and other cultural values. In 

addition, to reach consumers, to stimulate consumers' purchase motivation, and to form 

consumers' subconscious behavior, it is necessary to apply brand positioning theory and the 

Fogg behavior model (Fogg, 2020), and for the choice of communication channels, Generation 

Z consumers are different from Generation Y before China, who shopped offline and bought 

offline or shopped offline and compared online. Consumers have been living under mobile 

internet since they were young, they break the asymmetry of brand information and can easily 

search for products from their mobile phone actively and compare them online. With Taobao, 

Xiaohongshu, TikTok, B-site, and VW-Dianping, Generation Z consumers are exposed to 

brand information online in these different mediums, and they will look at multiple information 

dimensions to determine if this product is the best choice for them. At the same time, they 

browse online to consume products and purchase products, and form data, companies through 

data analysis tracking to determine the consumer's preferences, AI artificial intelligence 

directed to push the consumer he may like the relevant products, for the user port to achieve a 

thousand personalized marketing strategies. 
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3. Methodology 

3.1 Generation Z 

From a comparative perspective, the research used qualitative analysis and the concept of 

regression discontinuity design to find out where Generation Z starts and where it ends. 

According to the French sociologist Habboise, each generation is shaped by the major 

historical events of its time, and the collective memory of adolescence will influence the course 

of its individual life (Halbwachs and Coser, 1992). Therefore, by comparing people's growth 

cycle with the corresponding information media and social events they experience from 1995 

to 2020, we can divide the age group of Generation Z.  

Table 6. Information Media & Social Events 

Year Information Media Social Events 

1995 The rising of internet and free trade 

The rising of internet cafe 

High-income households start using private computers 

The rise of portals and forums 

WTO established 

Ninth Five-Year Plan  

1997 Network infrastructure upgrades 

The brewing of changes in information access 

China Telecom has optimized dial-up Internet access，Internet 

speed improvement 

The rise of NetEase personal homepages and chat rooms 

Asian Financial Crisis； 

Hong Kong Handover； 

Three Gorges of Yangtze River 

successfully cut off the flow 

1998 Internet entertainment win support among people, portals 

further developed, and Sina and Tencent were born; 

The concept of “cyber love “has emerged, the virtual feeling of 

the Internet has diminished. 

Layoff Wave； 

1999 The convenience of information interaction soars； 

Tencent QQ is born and instant messaging appeared； 

Mandarin has become the language of instruction in schools at 

all levels 

U.S. Bombed Yugoslavian 

Embassy； 

Return of Macau 

 

2000 Speed and price of broadband access reduced; 

The popularity of home computers； 

Baidu was born, the search engine reduced the threshold of 

information access 

 

U.S. Permanent Normal Trade 

with China 

2001 Economic and Cultural Development in China； 

The rise of online games 

Beijing won the hold 

qualification of Olympics；
China’s accession to WTO 

2002 The habit of spreading information on the Internet further 

spreads; 

Tariff reduction of computer category, home desktop Internet 

access becomes mainstream 

China Telecom, China Netcom 

established; 

The first annual meeting of 

Boao Forum for Asia; 
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211 Project officially launched 

2003 Increase in Internet users 

Taobao/Alipay/were born 

 

SARS epidemic；First manned 

spaceflight 

Development and Reform 

Commission established 

Iraq War 

2004 The online entertainment became popular 

Large-scale sales of domestic computers 

 

Facebook was founded 

Liu Xiang got Olympic 

record-breaking. 

2005 The birth of Tudou/56.com/Sina blog, the popularization of 

video production and blogging, Douban and Qzone appeared 

Youtube online 

Hong Kong Disneyland 

opening 

2006 Internet becomes the main information medium； 

 

Three Gorges Dam fully 

completed； 

Qinghai-Tibet Railway fully 

opened to traffic；Pulitzer Prize 

includes online news for the 

first time 

2007 Using of laptops soared, mobile Internet brewing 

Price war between desktop and notebooks, notebooks sold 7 

million units per year. 

Stock Market Crash 

Apple Released Iphone 

2008 The dawn of the mobile Internet, the dawn of the Internet 

information explosion, the simultaneous transmission of sound 

and data under the 3G standard, and the development of the 

crisis. The emergence of pop-up players, the establishment of 

B-station, the birth of Kaixin, the inclusion of e-sports in 

Chinese sports program 

 

Wenchuan Earthquake; 

Melamine milk powder; 

Beijing Olympic Games; 

Global Financial Crisis 

2009 Mobile Internet curtain opens 

Broadband households break 100 million, mobile internet access 

rises 

Sina Weibo goes online, see the world anytime, anywhere 

60th anniversary of the 

founding of China 

2010 Mandarin became popular, APP exploded, and mobile Internet 

was officially applied. Meituan/AIQI online, Xiaomi phone 

born 

Ali pay launched mobile security payment 

Google withdraws from China 

Apple releases Ipad 

Shanghai World Expo 

2011 Mobile social networking explodes, new giants emerge 

Smart phone popularity, the birth of Racer / Zhihu / Tencent 

video 

WeChat / Stranger was born, and HandQ switched from PC to 

mobile experience 

Steve Jobs passed away 

2012 Information differentiation, vertical content, circle formation A Bite of China 
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WeChat  moments 

oday's headlines released 

Mo Yan wins Nobel Prize 

2013 Mobile Internet maturity, end of PC era, content community 

explosion. 4G license issued, image, video dissemination 

optimization 

WeChat payment/balance payment. 

Nokia sold to Microsoft 

A large number of corrupt 

officials fell 

2014 Esports, live streaming, online variety, short video 

Reopening of Internet cafes for approval, combination with 

e-sports 

Birth of Tiger/Douyu, Live Streaming Explosion, WeChat Red 

Packet 

Mass Entrepreneurship, Mass 

Innovation 

The First World Internet 

Conference 

2015 Strict regulation of copyright, content explosion, capital and 

policy to stimulate entrepreneurship 

Application blowout, giant merger to clean up the battlefield, 

Drip Fast, 58 rush, Meituan Dianping, Ctrip Where to merge 

Stock Market Crash 

First dedicated car license 

2016 Information access shifts from search to recommendation, 

e-sports goes mainstream ；Red Booklet changed from manual to 

machine distribution, and Jitterbug went online 

Glory of the King on line 

Full opening of the second child 

2017 Content verticals, new technologies, budding cultural 

confidence 

 

Aircraft Carrier Launch 

War Wolf 2 box office 6 billion 

2018 Short video explosion, the emergence of male and female groups 

aesthetic 

Jitterbug, Racer growth explosion, recommendation algorithm 

mass application 

Idol Trainee", "Creation 101 

Young people's habits of continuous mic, online game and short 

video are formed 

China-US trade war begins 

Wave of shared bike closures 

2019 5G year, "funeral" and "burning" parallel Women volleyball team of 

China wins 11 consecutive 

World Cup titles; 

70th anniversary of the 

founding of the country 

2020 The global epidemic, the biggest change in a century New Crown Outbreak 

UK Brexit 

Based on the idea of regression discontinuity design, it is clear from the above graph that the 

first mass home-based increase in Chinese people during the SARS epidemic in 2003 increased 

the use of the Internet also drove the high rate of information dissemination(Bona et al., 2020). 

This has made 2003 a discontinuous point. The more far-reaching impact of the COVID-19 in 

2020, and the accelerated rise in Internet usage in that year, makes this year another clear 
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discontinuous point. Since human do not form a complete memory and comprehension until 

age 6, the research only considers people who reach the age of six between 2003 and 2020. 

Table 7. AARRR Model 
1 Acquisition 

2 Activation 

3 Retention 

4 Revenue 

5 Refer 

 

4. Result 

Generation Z in China: those born in 1998-2014 

Generation Z consumers are the indigenous people of China's mobile Internet, most of them 

are only children, and their families are living in good conditions or even rich, their growth 

period is also the period of China's rapid development, economically many enterprises of 

Chinese manufacturing level have got rid of the low quality, only from the use value of 

products can already be comparable to international brands, at the same time, politically and 

culturally, they have experienced China's 2008 At the same time, politically and culturally, 

they have experienced China's 2008 Olympic Games, the 60th and 70th anniversary of the 

National Day, for China has a sense of national pride, so the choice of brand culture value, 

psychological choice also began to tend to Chinese brands. 

With this background analysis, China today must have its own approach to marketing 

strategy. 

According to Ellis (2017), the marketing model AARRR(Acquisition, activation, retention, 

revenue, and refer) introduced the process of user acquisition. The marketing strategy for 

generation Z also follows this process. For supply-side business owners, what remains 

unchanged is the model of building brand equity, solving user use value pain points, and 

shaping brand cultural values. What has changed is the user who is targeted, which determines 

the content of the construction of product use value and cultural value. Another change is to 

build a good brand how to reach consumers, the change of channel carriers, each group of 

consumers are gathered on different mobile carriers, each carrier has its own algorithm way. 

We need to understand thoroughly, in order to their brand value, accurate reach the target 

consumers. Lastly, the supply side of the company should establish a brand link to bring users 

from the public domain traffic pool to their own private domain traffic pool, and then transform 

them into member operations through private domain traffic, extending the brand life cycle of 

users under themselves as much as possible. 
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5. Discussion 

From learning American marketing strategy to having China's own marketing strategy, it is 

based on the background change of market environment. The current Chinese market is in a 

period of rapid development, with a huge population, and on the supply side there are 

state-owned enterprises, joint ventures, foreign companies, large private enterprises, small and 

medium-sized private enterprises. So in the supply side and demand side are huge and diverse, 

for different people and different products, we need to do more detailed marketing strategy 

planning, in order to achieve the market results of quality and efficiency. And the changes 

brought by technology are day by day and rapidly iterating. 

So, the marketing strategy we are discussing has changed again with the technology 

iteration. So, an objective study of brand marketing strategy in this Chinese market has its 

limitations and changes. 

 

6. Conclusion 

This article has studied in depth the Chinese Generation Z consumer group, their definition 

and consumption portrait. Through the analysis of major social events, information media 

development characteristics, the maturity of human mind,  the idea of regression discontinuity 

design in econometric, and the AARRR model. The research suggests a marketing strategy that 

is most suitable for Generation Z consumers. 
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