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Segments　and　Responses　to　Marketing　of　Older　Consumers　in　China

　　　　Ying　Bin1）

Jingjian　Xiao2）

Abstract：This　paper　describes　market　segments　of

consumers　aged　50＋in　China．　Two　innovative　di－

mensions　are　used　to　construct　market　segments：a

broadly　defined　health　dimension　and　a　traditional－

modern　value　orientation　dimension．　Based　on　data

collected丘om　six　representative　cities　in　China，　older

consumers　are　divided　to　four　segments：healthy　lib－

eral（13．86％），　healthy　conservative（37．34％），　unhealthy

liberal（13．43％），　and　unhealthy　conservative（35．37％）．

Segment　differences　in　consumer　responses　to　market－

ing　activities　are　then　presented　and　discussed．

lntroduction

In　1999，　Chinese　consumers　aged　600r　older

reached　125　million，　signaling　that　China　joined

the　aging　countries　of　the　world（Editorial　Board，

1999）．Since　then，　this　age　group　has　been　in－

creasing　at　an　annual　rate　of　3．2％．　In　2010，　Chi－

nese　consumers　aged　60　or　older　will　account　for

12．18％of　the　total　population．　In　2050，　the　older

population（60＋）will　reach　400　million　and　by

then，　one　in　every　fbur　Chinese　will　be　at　least

60，signifying　a　highly　aged　country（Zeng，2001）．

lion）．　In　2025　and　2050　it　will　grow　to　1．4　trillion

yuan（US＄200　billion）and　5　trillion　yuan（US＄714

billion），　respectively（Zhu＆Lu，2001）．

Because　of　the　growth　of　the　mature　market　in

China，　many　companies　are　facing　opPortuni－

ties　and　challenges　when　they　serve　these　older

consumers．　In　China，　marketing　strategies　for

younger　consumers　have　been　developed　but

strategies　for　older　consumers　are　lacking（Ying，

2007）．Previous　research　indicates　that　older　con－

sumers　have　many　demands　that　are　different

from　younger　consumers（Moschis，1996）．　In　ad－

dition，　older　consumers　have　diverse　needs　since

their　aging　Processes，　values　and　lifestyles，　and

life　events　are　diverse．　Segmenting　this　market

effectively　would　help　companies　develop　differ－

entiated　marketing　strategies　to　reach　each　seg－

ment　and　serve　these　consumers　better．

　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　Segmenting　the　mature　market　has　been　con－

　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　ducted　in　western　countries　since　the　1970s

　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　（Bastro，1980）．　Many　segmentation　models　and

　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　methods　are　used　to　segment　the　mature　mar－

The　rapid　growth　of　the　older　population　　ket（for　reviews　of　this　line　of　research，　see

brought　the　growth　of　its　purchasing　power．　In　　Bone，1991；Carrigan，1998；Moschis，1996）．　Most

2000，the　purchasing　power　of　the　mature　mar－　　studies　have　been　done　in　developed　countries．

ket　reached　400　billion　yuan（or　about　US＄57　bil－　　This　is　the　first　study　using　a　Chinese　sample
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to　segment　the　mature　market．　In　addition，　this

study　is　the　first　to　use　two　innovative　dimen－

sions　for　the　segmentation：atraditional－modern

value　orientation　developed　in　the　context　of　a

transitional　economy　and　a　broader　health　defi－

nition　that　counts　not　only　physical，　but　also

mental　and　social　health，　consistent　with　the　one

proposed　by　the　World　Health　Organization．

In　this　study，　we　define　the　older　consumers　as

those　who　are　aged　50　years　or　older，　which　is

consistent　with　many　previous　studies　in　the

literature　of　mature　market（Bastro，1980；Burt

＆Gabbot，1995；Kang＆Ridgway，1996）．　In　ad－

dition，　using　an　age　of　50　to　define　the　mature

rnarket　is　apPropriate　for　the　Chinese　situation．

In　China，　the　legal　retirement　age　is　60　for　male

professionals（carders），　is　55　for　female　profes－

sionals（carders），　is　55　for　male　workers，　and

is　50　for　female　workers．　Because　of　the　cur－

rent　transitional　nature　of　the　economy，　many

workers　are　retired　at　500r　younger　because

enterprises　they　work　for　do　not　operate　profit－

ably．　From　the　socio－psychological　perspective，

many　Chinese　perceive　age　50　as　an　old　age，　a

view　which　is　implied　by　the　traditional　Chinese

culture（Confucius　said　that　a　person　aged　50

should　know　the　fate）and　affected　by　a　shorter

life　expectancy　compared　to　western　countries．

Previous　Research　on　Segmenting　the　Ma－

ture　Market

Segmenting　the　mature　market　started　in　the

1970s（Bastro，1980）．　According　to　an　early　re－

view，　during　1970s－1990s，　more　than　30　methods

were　used　and　six　variables　were　repeatedly

employed　in　the　research，　which　is　about　demo－

graphic（age　and　health），　economic（discretional

income），　lifestyles（activity　level　and　discretional

time），　and　socio－psychological　factors（social　in－

teraction）（Bone，1991）．　A　later　review　identified

several　models　for　segmenting　the　mature　mar－

ket　such　as　age－based，　buying　style，1ifestyle，“ad－

just　to　old　age，”attitude，　geromarket，　lifestyles

and　values，　and　psychographic　models（Moschis，

1996）．After　reviewing　the　strengths　and　weak－

nesses　of　these　models，　Moschis（1996）proposed

his　comprehensive　model，　Gerontographics．　This

model　acknowledges　both　individual　differences

in　aging　Processes　as　well　as　differences　in　type

of　aging　dimensions　that　occur　in　late　life．　Ac－

cording　to　this　model，　older　consumers　are　divid－

ed　to　four　segments：healthy　indulgers，　healthy

hermits，　ailing　outgoers，　and　frail　recluses．　In　re－

cerlt　years，　research　on　segmenting　the　mature

market　has　focused　on　specific　countries（e．g．，

UK，　Ahmad，2002），　products（e．g．，　healthcare，　Pak

＆Pol，1996；rehabilitation　products，　Lancaster＆

Williams，2002），　strategies（e．g．，　advertising，　Car－

rigan＆Szmigin，1998），　or　public　policies（e．g．，　so－

cial　support，　Kang＆Ridgway，1996）．

This　study　builds　on　previous　research，　especial－

ly　Gerontographics．　Considering　the　transitional

nature　of　the　current　China，　two　factors，　a　broad

definition　of　health　proposed　by　WHO　and　a

newly－developed　measure　of　values　and　lifestyles

with　an　emphasis　on　the　traditional－modern　val－

ue　orientation，　are　used　to　segment　the　mature

market　in　urban　China．　We　chose　health　and
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value　as　two　dimensions　to　segment　the　mature

market　in　China　for　several　reasons．

In　a　review　of　mature　market　segmentation，

about　one－half　of　reviewed　studies　used　health　as

amajor　segmentation　factor（Bone，1991）．　Health

not　only　affects　older　consumers’consumption

behaviors　but　also　affects　other　aspects　of　their

daily　lives（Moschis，1996）．　Compared　to　age，

gender，　and　income，　health　is　a　more　effective

way　to　segment　the　mature　market（Bone，1991）．

In　this　study，　we　used　a　broadly－defined　health

factor　that　includes　not　only　physical　but　also

mental　and　social　factors　to　measure　health．

According　to　the　literature，　values　and　lifestyles

as　a　factor　can　reveal　consumer　consumption

behavior　more　effectively　than　socio－economic

status，　which　marketing　scholars　use　to　study

consumer　behavior　and　market　segmentation

（Mitchell，1983）．　The　current　Chinese　society　is

in　a　transitional　period　that　experiences　conflicts

between　values　representing　tradition　and　mo－

dernity，　advances　and　setbacks，　and　east　and

west（Yang，1997）．　Older　Chinese　consumers　also

experience　value　transition　and　diversity．　Re－

search　in　a　transitional　economy　on　the　impact

of　values　among　older　consumers　on　their　con－

sumption　behaviors　will　result　in　new　findings

that　are　unique　compared　to　research　conducted

in　stable　economies．　In　this　study，　we　use　the

two　innovative　dimensions，　a　broadly－defined

health　dimension　and　an　originally－developed　tra－

ditional－modern　value　orientation　dimension　to

segment　the　mature　market　in　China　and　exam一

ine　segment　differences　in　consumer　responses

to　marketing　strategies．　We　also　provide　a　dis－

cussion　on　how　marketers　can　better　serve　the

needs　of　older　consumers　in　various　segments　in

China．

Method

Data

Data　were　collected　from　Chinese　consumers

in　urban　areas．　We　chose　conducting　the　sur－

vey　among　urban　consumers　for　two　reasons．

First，　even　though　the　population　size　of　rural

consumers　is　much　larger　than　that　of　urban

consumers，　their　aggregate　purchasing　Power

is　much　smaller　than　that　of　urban　consumers．

Most　companies　in　China　focus　their　marketing

efforts　on　urban　consumers．　Another　reason　is

because　of　sampling　error．　According　to　an　ex－

pert　at　Nielson’s　China　branch，　the　error　range

in　big　cities　is　3－5％while　the　error　range　in　ru－

ral　areas　can　be　in　the　double　digits．　Since　mar－

ket　segmentation　research　is　still　a　new　field　in

China，　we　would　like　to　start　with　urban　areas．

To　fully　reflect　characteristics　of　mature　con－

sumers　in　China，　we　selected　six　representative

cities　in　China：Beijing，　Shanghai，　Wuhan，　Shen－

zhen，　Kunming，　and　Jiangmen．　Beijing　is　the

capital　of　China　and　national　center　of　politics

and　culture，　located　in　the　north．　Shanghai　is　in

the　east，　has　a　strong　economy，　and　has　a　high

level　of　openness　to　the　outside　world．　Wuhan　is

alarge　inland　city　in　central　China　with　a　long

history．　Shenzhen　and　Jiangmen　are　coastal　cit－

ies　in　the　south，　close　to　Hong　Kong　and　Macao．
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Shenzhen　is　also　the　first　economic　refbrm　zone

established　in　China．　Kunming　is　in　the　west　and

has　a　relatively　slower　economic　growth．　Among

the　six　cities，　Beijing，　Shanghai，　Wuhan，　and

Shenzhen　are　big　cities　and　Kunming　and　Jiag－

men　are　medium　ones．　Together，　they　are　repre－

sentative　of　urban　areas　of　China．

We　used　cluster　random　sampling　for　data　col－

lection．　First，　we　selected　six　representative

cites．　Then　in　each　city，　we　used　stratified　ran－

dom　sampling　to　collect　160－240　samples．　To

demonstrate　the　procedure，　we　use　Wuhan　as

an　example．　First，　we　decided　we　needed　240

samples　in　Wuhan，　which　has　seven　districts．

According　to　the　population　size　of　each　district，

we　decided　to　use　5－7　survey　locations．　For　each

location，　we　planned　to　collect　6　samples　ran－

domly．　In　total，　Wuhan　had　40　survey　locations

and　240　planned　samples．　The　actual　number

of　surveys　received　was　218，　resulting　in　a　re－

sponse　rate　of　90．83％．　In　the　six　cities，　the　re－

sponse　rates　ranged　from　69．38％to　90．83％．　The

total　number　of　completed　surveys　collected　was

916，with　a　response　rate　of　81．79％（see　Table　l

for　more　details）．　Each　survey　was　completed　in

10－25minutes．

To　ensure　the　representativeness　of　the　sample，

we　employed　three　criteria　during　the　survey：

the　respondent　should　have　lived　in　the　city　for

three　or　more　consecutive　years．　In　addition，

we　ensured　a　balance　of　genders　and　a　variety

of　locations．　We　used　a　50－50　division　to　issue

surveys　to　both　genders　in　each　location．　We

collected　surveys　at　various　locations　such　as

public　squares，　residential　districts，　senior　apart－

ments，　senior　universities，　and　parks．

The　surveys　were　conducted　by　the，　principal

investigator　of　this　study　and　his　research　assis－

tants．　The　assistants　are　university　sophomores

and　juniors　in　marketing　and　completed　a　3－hour

training　course　befbre　conducting　the　survey．

Descriptive　statistics　of　the　sample　are　pre－

sented　in　Table　2．　During　the　survey，　we　tried

to　ensure　a　balance　of　genders．　However，　be－

cause　of　nonresponses，　males　had　a　slightly

larger　proportion　in　the　sample，　especially　in

the　samples　of　Wuhan，　Beijing，　Shenzhen，　and

K皿ming．　The　average　age　of　the　total　sample

was　60．67　years．　The　majority，　or　87％，　of　the　re－

spondents　were　married．　Over　half（58％）of　the

Table　1：Number　of　Samples　and　Response　Rates　by　Cities

City（location，　size） Surveys　Issued Surveys　Received Response　Rate

Wuhan（Central，　large）

Shanghai（East，　large）

Beijing（North，1arge）

Shenzhen　（South，　large）

Kunming（West，　middle）

Jiangmen（South，　middle）

Total

240

160

160

160

160

240

1120

218

141

138

121

111

187

916

90．83％

88．13％

86．25％

75．63％

69．38％

77．92％

81．79％
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respondents　were　not　working．　The　average　of

12years　of　education　is　equivalent　to　the　level

of　high　school　graduation．　The　mean　and　median

personal　monthly　incomes　were　1601　and　1250

yuan，　respectively．　The　mean　and　median　num－

bers　of　people　living　at　home　were　3．14　and　3．00，

respectively．

Health

Two　dimensions　were　used　for　the　segmentation，

health　and　value　orientation．　A　self－rated　health

measure　scale（SRHMS）was　used　to　measure

the　health　dimension．　SRHMS　includes　three

subscalse　to　measure　physical　health，　mental

health，　and　social　interactions　based　on　the　def－

nition　of　health　developed　by　the　World　Health

Organization（Wang，1999）．　The　original　measure

has　48　items　and　an　11－point　scale　fbr　each　item

（0－10）．Considering　that　the　focus　of　this　study　is

older　consumers　and　that　the　survey　time　was

limited，　we　selected　24　items　and　changed　the

10－point　scale　to　a　5－point　scale　for　each　item（1－

5）．The　wording　of　the　items　is　presented　in　the

appendix．　Based　on　the　survey　data，　the　internal

reliability　was　high（a　＝9194）．

Table　2：Descriptive　Statistics　of　the　Sample

Total Wuhan Shanghai Beijing　Shenzhen　Kunming　Jiangm孤
Sample　size

Gender

male

female

Age
50－54

55．59

6a64
65－69

70－74

75－79

800r　older

mean
median

ル勿夕ital　status

married

not　married

肋夕k　status

work
not　work

Education　（year）

30r　fewer
6．8

9．11

12－14

15

916

58．19％

41．81

28．82

22．60

17．80

15．28

10．04

4．26

1．20

60．67

57．00

87．34

12．66

41．70

58．30

4．91

13．10

21．40

16．48

27．84

218

60．55

39．45

17．89

21．1

27．06

16．06

10．09

6．88

0．92

62．21

62．00

89．45

10．55

35．78

63．76

8．26

10．55

16．06

14．68

29．36

141

48．23

51。77

4184
17．02

10．64

12．06

11．35

4．96

2．13

59．94

57．00

94．33

5．67

63．12

36．88

2．13

4．96

23．4

17．73

31．91

138

63．04

36．96

25．36

28．26

17．39

1L59
13．04

2．17

2．17

60．76

57．00

80．43

19．57

45．65

54．35

5．07

7．97

13．04

12．32

39．85

121

65．29

34．71

19．01

27．27

19．83

15．7

11．57

4．13

2．48

61．87

62．00

82．64

17．36

21．49

78．51

2．48

4．96

15，7

31．4

24．79

111

63．96

36．04

16．22

8．11

17．12

38．74

14．41

5．41

0．00

64．16

67．00

80．18

19．82

19．82

79．28

6．31

24．32

30．63

13．51

15．32

187

52．41

47．59

48．13

29．95

11．76

5．35

3．21

1．6

0．00

56．52

57．00

91．98

8．02

55．08

44．92

3．74

24．6

30．48

12．83

23．53
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16－17

190r　more

mean
median

Personal〃zonthly　inco〃Zε吻鋤

く400

400－599

600－799

800－999

1000－1499

1500－1999

2000－2499

2500－2999

3000－3499

3500－3999

40000r　higher

mean
median

庇〃zbe夕（ゾρ鋤1杉励η9α’加〃ze

1

2

3

4

50r　more

mean
median

14．30

1．97

11．67

12．00

　10．26

　　8．84

　10．70

　1397
　16．27

　10．81

　11．46

　　3．93

　　5．02

　　2．62

　　6．11

1601．26

1250．00

5．79

28．38

30．13

17．25

18．45

3．14

3．00

18．81

2．29

11．94

15。00

　19．72

　11．93

　　9．63

　　8．26

　1789
　　9．63

　10．09

　　3．67

　　321

　　1．38

　　4．59

1366．06

1250．00

9．17

42．2

19．27

15．6

13．76

2．83

2．00

19．86

0．00

12．56

15．00

　　0．00

　　2．13

　　9．22

　18．44

　14．89

　17．73

　16．31

　　7．09

　　4．26

　　3．55

　　6．38

1890．07

1750．00

0．71

30．5

49．65

11．35

78
2．95

3．00

15．94

5．8

12．91

15．00

　　9．42

　　4．35

　　7．25

　　5．07

　　10．14

　　10．87

　20．29

　　3．62

　　10．14

　　58

　　13．04

2218．84

2250．00

2．9

2LO1

442
24．64

7．25

3．12

3．00

19．01

1．65

12．63

12．00

　　3．31

　　8．26

　　8．26

　29．75

　11．57

　　9．92

　　9．92

　　4．13

　　5．79

　　1．65

　　7．44

1653．72

1250．00

2．48

18．18

14．05

12．4

52．89

3．95

5．00

8．11

1．8

9．96

9．oo

　　7．21

　　8．11

　　991

　18．92

　27。03

　10．81

　　9．01

　　0．9

　　3．6

　　0．9

　　3．6

1387．39

1250．OO

20．72

45．05

18．92

9．01

6．31

2．35

2．00

4．28

0．53

10．19

9．oo

　13．9

　14．44

　17．65

　10．7

　16．58

　　7．49

　　5．35

　　3．74

　　4．28

　　2．67

　　321

1294．92

900．00

1．07

12．83

34．76

26．2

25．13

3．61

4．00

Value　O夕iεη鋤‘o〃

We　developed　a　measure　of　a　traditional－modern

value　orientation．　According　to　Chinese　schol－

ars，　oriental　values　are　different　from　western

ones．　In　China，　major　economic　reforms　and

social　changes　are　taking　place，　which　also　in－

fluences　values　of　Chinese　consumers，　includ－

ing　older　ones．　Some　scholars　believe　that　the

core　of　Chinese　value　is　harmony　and　balance

（Li，1998）．　Chinese　traditional　values　are　summa－

rized　into　five　aspects：（1）In　production　and　life，

value　hard　work　and　frugality；（2）In　self　image，

value　respect　for　superiority　and　virtues；（3）In

human　relationship，　value　kindness；（4）In　social

politics，　value　loyalty　and　fidelity；and（5）In　the

relationship　between　human　and　nature，　value

the　balance　between　human　and　natural　world

（Jiao，2004）．　In　recent　years，　the　Chinese　govern－

ment　has　also　advocated　building　a　society　with

abalance　of　harmony　and　growth．　Based　on　the

literature　on　Chinese　traditional　values　and　ref－

erencing　the　Values　and　Life　Styles　II（VALS　II），

we　developed　28　items，14　in　the　modern　and　14

in　the　traditional　orientation．　The　wording　of　the

items　is　presented　in　the　appendix．　Based　on　the

survey　data，　the　internal　reliability　was　high（α

ニ
．8187）．

ResPonses　to〃marleeting

Based　on　the　literature，　we　developed　36　items

on　consumer　responses　to　marketing　activities，

of　which　17　items　were　adapted　from　Moschis
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（1996）．Seven　categories　are　used　for　these　items：

responses　to　product，　promotion，　price，　and　place

strategies，　as　well　as　product　satisfaction，　cur－

rent　market　evaluation，　and　transfer　payment．

ResuIts

Seg〃zents　of　Older　Consu〃zers

For　the　health　dimension，　if　a　respondent’s

health　score　is　greater　than　the　average，　he　or

she　is　included　in　the　healthy　group．　Otherwise，

he　or　she　is　included　in　the　unhealthy　group．

The　value　dimension　has　24　items，12　represent－

ing　the　modern　value　orientation　and　another

12representing　the　traditional　value　orienta－

tion．　Each　modern　orientation　item　is　counted

as　a　positive　score　and　each　traditional　item　is

counted　as　a　negative　score．　If　a　respondent’s

value　orientation　score　is　negative，　this　person　is

included　in　the　traditional　group．　Otherwise，　the

respondent　is　categorized　in　the　modern　group．

Using　the　above　criteria，　we　divided　the　ma－

ture　market　in　urban　China　into　four　segments：

healthy　conservatives（37．34％），　unhealthy　con－

servatives（35．37％），　healthy　liberals（13．86％），　and

unhealthy　conservatives（13．43％）．

1）r〔～ガles　Of　Older　Consu〃zers　i〃」Four　Seg〃zents

Table　3　presents　descriptive　statistics　of　age，

income，　and　education　by　segment　and　Table　4

presents　a　comparison　between　biological　age

and　psychological　age　by　segment．　Table　5　pres－

ents　ANOVA　results　of　individual　items　of　the

value　orientation　by　segment．　The　following　are

profiles　of　these　consumers（for　more　details，　see

Ying，2007）．

Healthy　liberαls．　These　consumers　have　the

highest　per　capita　monthly　income　and　educa－

tion　level　compared　to　consumers　in　other　seg－

ments．　On　average，　they　have　the　youngest　sub－

jective　age，46．75，　and　the　youngest　actual　age，

59．13．Also　they　have　the　largest　difference　be－

tween　subjective　and　actual　age，12．38．　They　had

the　highest　scores　in　all　14　items　of　the　modern

orientation．　They　believe　they　are　more　capable

than　the　majority　and　enjoying　life　is　more　im－

portant　to　them　than　work．　They　pursue　new

trends　and　fashion　and　like　changes　in　life．　They

would　like　to　try　new　things．　They　like　free　and

independent　life．　They　like　doing　things　their

own　way　and　believe　they　are　not　young　and　it

is　time　to　enjoy　and　spend　money．　They　wear

more　fashionable　clothes　than　their　peers．

Table　3：Market　Segment　by　Age，　Income，　and　Education

Segment
　　（％）

Age
（year）

Monthly　personal　income
　　　　　　　（yuan）

Education
　（year）

Healthy　liberal

Healthy　conservative

Unhealthy　liberal

Unhealthy　conservative

13．86

37．34

13．43

35．37

59．13

59．94

62．66

61．29

2077．56

1672．37

1269．92

1263．43

13．28

12．58

10．56

10．85



一
144－（144） 東亜経済研究　第69巻　第1号

Table　4：Market　Segment　by　Subjective　and　Objective　Age

Average　Subjective　Age Average　Objective　Age Difference

Healthy　liberal

Healthy　conservative

Unhealthy　liberal

Unhealthy　conservative

46．75

52．49

56．02

56．41

59．13

5994

62．66

61．29

一
12．38

－
7．45

－
6．64

－488

Table　5：ANOVA　Results：Values　by　Segments
Unhealthy　　　　　　　　・COnSerVat1Ve 　　Healthy　　　　　　　　．COnSerVatlve Unhealthy

　liberal

Healthy
liberal

τ7α4琵ゴoηα107i¢〃れzτioη

1．Ibelieve　we　should　be　industrious　and　thrifty　in

home　management

4．30 4．58 3．01 4．13

3．The　leaders　and　superiors　are　always　right 2．17 2．67 2．40 2．52

5．It’s　perfectly　justified　that　the　children　contribute

money　to　their　parents　to　show　filial　piety　after　geし
ting　a　job

3．57 4．09 2．73 3．77

7．Ihate　to　spend　a　lot　of　money　for　going　out　and
travelS

3．32 3．62 2．51 3．42

8．For　my　spouse　and　children　I　am　willing　to　spend
whatever　I　can，　but　for　myself　I　am　very　frugal

3．43 4．04 2．69 3．43

101prefer　saving　money　fbr　my　children　and　grand－
children　to　spendipg　for　myself

2．94 3．19 2．53 2．65

12．Icare　about　a　lot　other　people’s　opinions　on　me 2．79 3．14 2．49 2．98

14．Ihope　to　be　accepted　by　the　society 3．34 3．95 2．93 3．72

17．Ishould　work　hard　whether　I　like　my　job　or　not 3．61 4．16 2．93 3．78

19．People　should　treat　others　generously 4．16 4．62 2．93 3．91

20．11ike　living　in　a　big　family 3．58 4．09 2．89 3．49

22．Ican’t　bear　with　the　things　I　don’t　like 3．37 3．57 2．91 3．59

26．rll　not　pralse　myself　befbre　others 3．35 3．73 297 3．31

27．Money　should　not　be　spent　freely　but　saved　for

emergency

3．98 4．33 3．15 3．45

ル須24θ7〃0γ‘θ〃孟α’ゴ0〃

2．Ilike　trying　new　things 2．82 3．54 3．12 4．32

4．Igo　along　with　the　latest　trend　and　fashion 2．00 2．49 2．93 3．35

6rm　more　capabie　than　most　people 2．68 3．38 2．89 3．95

9．It’s　more　important　to　enjoy　life　than　work 2．69 3．12 3．11 3．70

11．rm　always　eager　fOr　stimulation 1．78 2．13 289 3．25

13．rll　not　buy　thhlgs　that　are　cheap　but　useless 3．41 396 3．11 4．09

15．Ilike　to　be　the　leader　in　a　group 2．37 288 3．15 3．46

16．Iprefer　changes　in　life 2．50 3．02 3．16 3．69

1＆Iprefer　doing　things　in　my　own　way 3．52 4．13 3．15 3．93

21．Ilike　free　and　independent　life 3．17 3．53 3．10 4．02

23．If　I　see　something　I　like，　rll　buy　it　even　I　need　to

borrow　money

1．90 2．10 2．76 3．00

24．rm　poor　when　I　was　young　Now　rm　rich　and　can
spend　for　whatever　that　is　worthy

2．85 3．09 3．28 4．06

25．rm　not　young　now，　I　should　enloy　whatever　I　can 3．03 3．47 3．22 4．11

28．My　clothes　are　more　fashionable　than　most　same－

ages

2．41 3．05 3．33 3．67

Note：Each　of　the　value　statements　has　a　score　range　from　l　to　5．　The　number　of　each　statement　is　the　original　or－

der　number　in　the　survey．　For　example，　for　the　first　statement，　healthy　conservatives　have　the　highest　mean　score，

4．58，while　unhealthy　liberals　have　the　lowest　mean　score，3．01．　All　results　of　ANOVA　are　significant　at　5％．　Results

of　Tukey　tests　indicating　specific　segment　differences　are　available　upon　request．
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Healthy　conservatives．　These　consumers　have

the　second　highest　income　and　educational　level．

Their　average　subjective　age　and　actual　age　are

second　youngest　at　52．49　and　59．94，　respectively．

The　gap　between　subjective　and　actual　age　is

the　second　largest，7．45．　They　rated　highest　in

almost　all　items（130ut　of　14）of　the　traditional

orientation，　They　believe　in　frugality．　They　think

it　is　natural　that　children　provide　financial　sup－

port　to　their　parents　when　they　work．　They

treat　others　nicely　and　like　doing　things　their

own　way．　They　like　living　in　a　big　family．　They

would　like　to　spend　more　for　their　spouse　and

children　but　be　frugal　for　themselves．　They　be－

lieve　money　should　not　be　spent　casually　and

should　be　saved　for　emergencies．

Unhealthy　liberals．　Their　average　income　is　the

second　lowest　and　education　level　is　the　low－

est．　Their　average　psychological　age　is　56．02．　On

average，　their　subjective　age　is　the　second　old－

est，56．02，　and　actual　age　is　the　oldest，62．66，　The

gap　between　subjective　and　actual　age　is　the

second　smallest，6．64．　They　rated　lowest　in　most

traditional　oriented　items（130ut　of　l4）．　They

don’t　care　about　other　people’s　views．　They　like

spending　money　for　going　out　and　travel．　They

prefer　spending　money　for　themselves　instead

of　saving　for　their　children　and　grandchildren，

They　are　not　willing　to　spend　money　for　their

spouse　and　children．

Unhealthy　conse夕vatives．　These　consumers’av－

erage　income　is　the　lowest　and　education　level

is　second　lowest．　They　have　the　highest　subjec一

tive　age，56．41，　and　the　second　highest　actual

age，61．29．　The　gap　between　subjective　and　ac－

tual　age　of　this　group　is　the　smallest，4．88．　They

rated　lowest　in　most　modern　oriented　items（10

0ut　of　14）．　They　don’t　like　adventure．　They　don’

twant　to　borrow　money　to　buy　what　they　want．

They　don’t　go　along　with　the　latest　trends　and

fashions．　They　don’t　like　to　be　the　leader　of　a

group．　Their　clothes　are　less　fashionable　than

those　of　most　of　their　peers．

ResPonses渉oルlarketing　St夕αtegies．’∫〃dividual

Items

Table　6　presents　ANOVA　findings　about　con－

sumer　responses　to　individual　items　of　mar－

keting　activities．　Judging　from　the　means　of

these　items，　as　a　group，　these　older　consum－

ers　are　most　likely　to　tell　their　relatives　and

friends　if　they　are　not　satisfied　with　products

used（mean＝3．860n　a　5－point　scale）or　if　they

are　satisfied（3．78）．　They　believe　that　elderly

people　should　learn　to　use　electronic　products　to

make　life　more　convenient（3．75）．　They　feel　most

healthcare　products　in　the　market　are　useless

（3．71）．They　believe　businesses　never　treat　them

as　friends　and　just　want　to　make　money　from

them（3．70）．　On　the　contrary，　they　are　least　likely

to　buy　things　through　mail　order（meanニ1．950ut

of　a　5－point　scale），　shop　in　stores　with　attractive

products　shown　in　the　windows，　be　attracted　by

discounts　to　buy　something　unplanned（2．50），　buy

aproduct　because　of　liking　its　advertisement

（2．57），and　like　to　buy　famous　brands（2．64）．　The

following　are　differences　between　the　segments．
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Table　6：ANOVA　Results：Marketing　Responses　by　Segments
Unhealthy　　　　　　　　，COnSerVat1Ve 　　Healthy　　　　　　　　・COnSerVat1Ve Unhealthy

　liberal

Healthy
liberal 漉αη

Z）夕o∂〃cτ

3．Ilike　buying　new　products 2．63 291 298 3．20 2．86

8．Iwill　use　my　favorite　brands　all　times 3．08 3．63 3．07 3．59 3．36

18．Iwill　not　buy　new　products　unless　acquaintanc－

es　have　used　and　satisfied　with　them
3．41 3．62 3．04 320 3．41

20．Iseldom　pay　attention　to　the　quality　guaran－
tees　ns

2．61 2．66 2．65 291 　　2．68

灘　　欝工一一

27．Ilike　to　buy　famous　brands 2．26 2．65 2．86 3．35

P夕0ゴZκτ∫ατi加C∬oηα〃∂CO〃ψ16rゴη’∫

21．If　I　use　a　product　and　am　not　satisfied　with　it，　I

usually　tell　my　relatives　and　friends
＆81 4．11 312 4．01 3．86

25．If　I　feel　satisfied　with　a　product　I　have　used，　I

will　usually　tell　my　relatives　and　friends
3．78 3．99 310． 3．83 3．78

P70勿0τゴ0η

1．Idon’t　believe　products　promoted　by
advertisements

3．49 3．64 3．25
　　　　　11
．3羅　　　　．1

2．I　bought　a　product　because　I　like　its．
advertisement

黛50．

　　．，

2．81 272

　　3．21

111團■，，

4．Iwill　use　coupons　whenever　I　can
1

309，，∫ 3．37 316－、
慧P7　　　3．20　　、

14．Iam　usually　go　shopping　in　the　shops　with　at－

tracting　products　shown　in　the　windows
　　　　220、．　　　　　．

・－ 233 2．59 315■圃
15．Discounts　will　always　attract　me　to　buy　some－

thing　unplanned
2．52

　　．「．

235．． 2．52 284

．懸　　騨■　　■閣

■

　　3．1219．Iusually　do　not　buy　new　foods　without　trying

free　samples

　　．．’「

．、

　307　　　　、

3．22 286 3．25

30．Ido　not　like　coupon－promotion　as　they　are　in－

convenient　and　causing　Price－rising
1　誕1
　　　　・∫、

3．64 3．07 3．61 3．45

36．Businesses　never　treat　me　as　a　friend　and　just

want　to　make　money　out　of　me
舗2 3．89 3．27 3．77 3．70

P夕ic杉

17．Iwould　like　to　pay　more　for　high　quality
products

妻96．・』．
3．70 293 3．82 3．35

αα朋杉1

5．When　shopping　I　like　the　salesperson　helping　me

choose　products　ns
2．59 268 2．85 2．78 2．69

6．Idon’t　mind　ifIneed　to　pay　more　in　the　shops

nearby　my　home 　盆70　・ 3．18 2．93 3．14 2．97

7．Ihope　that　more　cashiers　in　shops　accept　credit

cards
乳72． 2．99 2．92 3．25 2．92

9．When　shopping　I　prefer　cash　to　credit　cards　for

payment
象46 3．89 　　　　　、．3ユ5 354 3．59

12．I　like　to　buy　things　in　the　shops　that　I　go
frequently

346 3．77 3rO6　㌔ 3．91

13．Ioften　buy　things　through　mail　order 172 ．　　　　1．71
2．56 260

　　3．59

　　－■一　一’一㎜

｝

　　2．9328．Ihope　there　are　shopPing　guides　in　shoPPing
places ヒ、　　　　275 3．Ol 281 3．28

29．Iprefer　buying　in　big　shops　instead　of　small
shops

　　　　307、 3．61
　　　　　　　　　、

、．

　2．88． 3．77 3．34

33．Igo　shopPing　frequently 259 2．80 　　　　　、2．67 3．47 2．80

34．11ike　to　interact　with　salespeople，　service　peo－

ple，　and　other　buyers
256

，　　　2．77

2．91 3．53 2．82

35．Ionce　had　unpleasant　experiences　with　sales－
people　and　service　people

2趣
　　　．．

2．55 296 3．01 2．72

E〃α1μαガ0720κα477¢タ2τ〃2αγんεZ∫

10．Ioften　feel　difficult　to　open　packages　ns 3．28 3．37 3．03 3．31 3．29



Segments　and　Responses　to　Marketing　of　Older　Consumers　in　China （147）－147一

prlce　tags
3．49 3．66

1ヒ
2．95 3．56 3．49

16．Elderly　people　should　learn　to　use　electronic
products　to　make　life　more　convenient

3．61．1 4．06 　　311　・．

i
A

391 3．75

22．Ifeel　many　user　guides（especially　for　electron－

ics）are　too　complicated，　too　long　and　too　hard　to

understand
3．70 3．84

’iヒ
　　　　　　　、
　、

　　　313
　、　　　：

3．71 3．68

23．Ifeel　most　healthcare　products　in　the　market
are　useleSS

　　巽◎・1＞

　　　　　　　　．

3．90

1

　　32◎ 3．75 3．π

26．There　are　too　few　cloths　in　the　market　suitable

for　elderly　people
3．56

303　　　．「 3．54 3．40

Tγαπψタカρy〃2εκτ

24．My　children　bought　me　many　things　ns 2．95 3．08 2．91 3．12 3．01

31．Ibuy　things　fbr　my　children　frequently
2閲　　　　　、．ヒ　〉

3．44
　r
285　　　　　　「 3．41 3．19

32．Ibuy　things　for　my　grand　children　frequently
　　　　　　⊆．
＼’ 332　≡ 3．64 3．62 3．43

Color　code：Highest　scores，鋼醐闘翻醐騒瞳藁⑳柳癖．繊繍融蹴聯，，聯聯嚇癒麟聯繍．
Note：Each　of　the　response　statements　has　a　score　range　from　l　to　5．　The　number　of　each　statement　is　the　original

order　number　in　the　survey．　For　example，　for　the　first　statement，　healthy　liberals　have　the　highest　mean　score，3．20，

while皿healthy　conservatives　have　the　lowest　mean　score，2．63．　All　ANOVA　results　are　significant　at　5％except
for　items　5，10，20，　and　24．　Results　of　Tukey　tests　indicating　specific　segment　differences　are　available　upon　request．

ns＝not　statistically　significant．

Product．　Compared　to　the　other　three　segments，

unhealthy　conservatives　are　least　likely　to　buy

new　products　and　famous　brands．　Both　healthy

conservatives　and　liberals　are　more　likely　than

their　unhealthy　counterparts　to　use　their　fa－

vored　brands　always．　Conservatives，　healthy

and　unhealthy，　are　more　likely　than　their　liberal

counterparts　to　report　that　they　will　not　buy

new　products　unless　acquaintances　have　used

and　were　satisfied　with　them．

Product　satisfaction　and　comψlaints．　Healthy　con－

servatives　are　rnost　likely　to　tell　their　relatives

and　friends　if　they　are　satisfied　or　dissatisfied

with　products　they　have　used，　while　unhealthy

liberals　are　least　likely　to　do　so．　Responses　of

healthy　liberals　and　unhealthy　conservatives　are

more　similar　to　those　of　healthy　conservatives．

1）romotion．　Compared　to　the　other　three　seg－

ments，　healthy　liberals　are　least　likely　to　agree

that“I　don’t　believe　products　promoted　by　ad一

vertisernents”and　unhealthy　conservatives　are

least　likely　to　agree　that“I　usually　do　not　buy

new　foods　without　trying　free　samples．”Healthy

conservatives　are　least　likely　to　agree　that“dis－

counts　will　always　attract　me　to　buy　something

unplanned”and　most　likely　to　agree　that“I　will

use　coupons　whenever　I　can．”Liberals，　both

healthy　and　unhealthy，　are　more　likely　than　con－

servatives　to　buy　a　product　because　they　like　its

advertisement　and　to　go　shopping　in　the　shops

with　attractive　products　shown　in　the　windows．

The　healthy，　both　conservatives　and　liberals，　are

more　likely　than　the　unhealthy　to　agree　with　the

statements“I　do　not　like　coupon－promotion　as

they　are　inconvenient　and　causing　Price－rising”

and“businesses　never　treat　me　as　a　friend　and

just　want　to　make　money　out　of　me．”

Price．　Healthy　liberals　and　conservatives　are

more　likely　to　pay　more　for　higher　quality　prod－

ucts　than　their　unhealthy　counterparts．
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Channel．　Compared　with　the　other　three　seg－

ments，　unhealthy　liberals　are　least　likely　to　hope

that　more　cashiers　in　shops　accept　credit　cards，

healthy　conservatives　are　most　likely　to　prefer

cash　to　credit　cards　for　payment　when　shop－

ping，　and　healthy　liberals　are　most　likely　to　go

shopping　frequently．　The　unhealthy，　both　con－

servatives　and　liberals，　are　less　likely　than　the

healthy　to　pay　more　in　the　shops　nearby　home，

buy　things　in　the　shops　that　they　go　to　frequent－

1y，　hope　there　are　shopping　guides　in　shopping

places，　and　prefer　buying　in　big　shops　instead　of

small　shops．　Compared　with　liberals，　healthy　or

unhealthy，　conservatives　are　less　likely　to　buy

things　through　mail　order，　interact　with　sales－

people，　service　people，　and　other　buyers，　and

have　had　unpleasant　experiences　with　salespeo－

ple　and　service　people．

Evaluatio〃oヵcu夕夕ent　mar〃ets．　Compared　to

the　other　three　segments，　unhealthy　liberals

are　least　likely　to　perceive　difficulties　to　read

package　labels　and　price　tags，　and　report　many

user　guides　are　too　complicated，　too　long，　and

too　hard　to　understand．　The　unhealthy　are　less

likely　than　the　healthy　to　agree　with　the　state－

ments，“elderly　people　should　learn　to　use　elec－

tronic　products　to　make　life　more　convenient，”

“

Ifeel　most　healthcare　products　in　the　market

are　useless，”and“there　are　too　few　cloths　in　the

market　suitable　for　elderly　people．”

τ夕ansfeタカ⑳〃2杉η8．　Healthy　conservatives　are

most　likely　to　buy　things　for　their　children　and

grandchildren　while　unhealthy　liberals　least

1ikely　to　do　so．　Responses　of　healthy　liberals　are

more　similar　to　those　of　healthy　conservatives．

Table　7：Composite　Variables　of　Responses　to
　　　　　　　Marketing

　　　　　　　　　　Voice（reliabilit：ソ　α＝．7280リ

When　shopping　I　prefer　cash　to　credit　cards　for

payment
Ioften　feel　dif五cult　to　open　packages

Ioften　feel　hard　to　read　package　labels　and　price　tags

Iwill　not　buy　new　products　unless　acquaintances　have

used　and　satisfied　with　them

If　I　use　a　product　and　not　satisfied　with　it，　I　usually

tell　my　relatives　and　friends

Ifeel　many　user　guides　are　too　complicated，　too　long

and　too　hard　to　understand

I　feel　most　self－claimed　healthy　products　in　the　market

are　useleSS

If　I　feel　satisfied　with　a　product　I　have　used，　I　will　usu－

ally　tell　my　relatives　and　friends

There　are　too　few　selections　of　clothes　in　the　market

suitable　for　elderly　people

　　　　　　　　P夕o〃zotion　（reliabilityα＝．6336？

Ilike　buying　new　products

Ibought　a　product　because　I　like　its　advertisement

Iuse　coupons　whenever　I　can　use　them

Discounts　always　attract　me　to　buy　something
unplanned
When　shopping　I　like　the　salesperson　helping　me
choose　products

　　　　　　　　　　Price　r夕eliability　α＝．4966／

Iwould　like　to　pay　more　for　high　quality　products

Idon’t　mind　if　I　need　to　pay　more　in　the　shops　nearby

my　home
Ilike　to　buy　famous　brands

　　　　　　　　　　5オo夕θ（reliabi〃ζソ　αr5377／

Ilike　to　buy　things　in　the　shops　that　I　go　frequently

Igo　shopPing　frequently
Ilike　to　interact　with　salespeople，　service　people，　and

other　buyers

1～esPonses　toル々〃eti〃g　Strαtegies：Co％o∫ゴ云¢

レ「aグiables

An　exploratory　factor　analysis　was　employed　to

identify　dimensions　of　these　items　and　six　fac－

tors　emerged．　We　selected　four　out　of　six　fac・

tors　that　have　meaningful　contents　and　labeled

them　voice，　promotion，　price，　and　store．　For　each

of　these　dimensions，　only　items　with　a　loading

of　O．40r　higher　were　retained　to　form　a　com一
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posite　variable．　The　item　wordings，　categories，

and　reliabilities　are　presented　in　Table　7．　Each

of　the　composite　variables　is　a　mean　score　of　all

retained　items　in　that　category．　The　composite

variables　were　interpreted　in　this　way：If　con－

sumers　score　high　in　voices，　they　are　more　likely

to　voice　their　opinions　about　markets　and　prod－

ucts，　dissatisfactions　in　most　cases．　If　consumers

rate　high　on　promotion，　they　are　more　open　to

marketing　promotions．　If　consumers　score　high

on　price，　they　are　concerned　more　with　qual－

ity　and　are　willing　to　pay　a　higher　price　for　it．

If　consumers　rate　high　on　store，　they　are　more

likely　to　visit　stores　and　more　willing　to　interact

with　salespeople．

Both　ANOVA　and　multiple　regressions　were

used　to　test　segment　differences　in　responses　to

marketing　activities　of　older　consumers　in　China，

which　are　presented　in　Table　8　and　9．

レ「oice．　The　variable　voice　means　the　degree　of

consumer　willingness　to　express　their　opinions

on　the　markets．　They　often　voice　dissatisfaction

about　the　market．　Based　on　the　bivariate　analy一

ses（ANOVA　and　Tukey　tests），　healthy　conserva－

tives　rated　the　highest，　unhealthy　conservatives

the　second　highest，　healthy　liberals　the　third

highest，　and　unhealthy　liberals　the　lowest　on

the　voice　factor．　Four　specific　group　differences

were　found　between　unhealthy　and　healthy　con－

servatives，　unhealthy　conservatives　and　liberals，

healthy　conservatives　and　unhealthy　liberals，

and　unhealthy　and　healthy　liberals．　When　control

variables　were　added　in　the　multiple　regression，

compared　to　unhealthy　conservatives，　healthy

conservatives　are　still　more　likely　and　unhealthy

liberals　are　less　likely　to　voice．　In　addition，　male

consumers　are　less　likely　than　female　consum－

ers　to　voice，　Compared　to　consumers　in　Wuhan，

those　in　Kunming　and　Shenzhen　are　less　likely

to　voice．　Education　showed　a　weak　positive　ef－

fect．　Higher　educated　consumers　are　more　likely

than　the　less　educated　to　voice．

1）グo〃zotion．　Bivariate　analyses　indicated　that

only　unhealthy　conservatives　have　a　significant

lower　mean　score　than　that　of　healthy　liberals．

In　other　words，　unhealthy　conservatives　are　less

likely　than　healthy　liberals　to　respond　to　promo一

Table　8：Results　of　ANOVA：Consumer　Segments　and　Responses　to　Marketing

Voice　a Promotion　b Price　C Store　d

1．Unhealthy　conservative

2．Healthy　conservative

3．Unhealthy　liberal

4．Healthy　liberal

3．55

3．77

3．08

3．60

2．67

2．76

2．86

2．92

2．64

3．18

2．91

3．44

2．87

3．11

2．88

3．64

Note：Scores　ranged　from　l　to　5．　For　voice，　the　higher　score　means　more　likely　to　voice　opinions　on　current　mar－

kets，　frequently　dissatisfaction　with　the　market．　For　promotion，　the　higher　score　means　more　receptive　to　market－

ing　promotions．　For　price，　the　higher　score　means　willing　to　pay　a　higher　price　for　quality　products．　For　store，　the

higher　score　means　more　willing　to　visit　stores　and　interact　with　salespeople．　ANONVA　results　indicated　signifi－

cant　differences　between　groups（p〈．05）．　Tukey　tests　indicated　specific　group　differences（p〈．05）：

a．For　voice：there　are　differences　between　groups　l　and　2，1and　3，2and　3，　and　3　and　4．

b．For　promotion：only　groups　l　and　4　are　different．

c．For　price：al1　four　groups　are　different　from　each　other．

d．For　store：there　are　differences　between　groups　l　and　2，1and　4，2and　4，　and　3　and　4．
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tion　offers　of　marketers．　When　control　variables

are　added　in　the　multiple　regression，　the　result

showed　a　weak　difference　between　unhealthy

conservatives　and　liberals．　Unhealthy　liberals　are

more　likely　than皿healthy　conservatives　to　re－

spond　to　marketing　offers．　In　addition，　higher　ed－

ucated　consumers　are　more　likely　than　less　edu－

cated　consumers　to　respond　to　marketing　offers．

Cities　show　differences．　Compared　to　consumers

in　Wuhan，　consumers　in　other　the　five　cities　are

more　likely　to　respond　to　marketing　promotions

and　offers．

Price．　Bivariate　analyses　show　strong　segment

differences　in　willingness　to　pay　a　higher　price

for　quality　products．　Healthy　liberals　are　most

willing，　healthy　conservatives　second　most　will一

ing，　unhealthy　liberals　third　most　willing，　and

unhealthy　liberals　least　willing　to　pay　a　higher

price　for　quality　goods．　All　group　differences　are

significant．　Multiple　regression　results　confirmed

the　results　that　unhealthy　conservatives　are

least　willing　to　do　so　compared　to　consumers　in

the　other　three　segments．　In　addition，　subjective

age　and　personal　income　showed　positive　effects

on　price　paying．　Male　consumers　and　consum－

ers　with　larger　household　sizes　showed　nega－

tive　effects　on　price　paying．　Consumers　in　three

cities－Kunming，　Jiangmen，　and　Shenzhen－are

less　likely　than　consumers　in　Wuhan　to　pay　a

higher　price　for　quality　products．

Store．　According　to　the　results　of　bivariate　anal－

yses，　healthy　liberals　are　most　willing，　healthy

Table　9：Parameter　Estimates　of　Linear　Regressions　on　Responses　to　Marketing（N＝916）

Voice Promotion Price Store

Intercept

Unhealthy　conservative「c

Healthy　conservative

Unhealthy　liberal

Healthy　liberal

Subjective　age

Male（vs．　Female）

Age
Married（vs．　not　married）

Work（vs．　not　working）

Education

Family　income

Personal　income

Household　size

Wuhan「・c・

Beijing

Shanghai

Kunming
Jiangmen

Shenzhen

F
P

R2

3．57827

0．12001

－0．38075

－0．00542

－0．00731

－0．08436

0．01768

0．10166

0．00451

0．02561

0．00139

－
0．015

0．00445

一
〇．09065

0．07805

－0．50725

－O．05518

－0．29482

12，31

＜．0001

　．1890

零京倉

命

■零■

＊

†

■硲＊

■硲＊

2．2625

0．03668

0．15758

0．06457

0．00432

－0．08287

－0．02325

0．06994

0．03514

0．04915

0．01123

－0．00725

－OD165

093258
0．456

0．27302

0．45811

026209
10．51

＜．0001

　．1660

＊章＊

†

■■

●＃

＊＊＊

傘ホ

＊■●

＃

3．03913

　　0．31454

　　0．26883

　　0．41886

　　－0．11016

　　－0．10836

　　0．01975

56879

　　－O．0407

　　0．03133

　　0．01061

　　0．05591

　　－0．06212

0．08186

－0．06905

－0．39991

－0．21933

－0．25599

15．12

＜．0001

　．2225

1＃

＊＊牟

＊傘

＊⑨＊

寧⑨⑨

†

⑨◎●

■

1■ホ

＊

■

2．60823

0．28091

－0．03165

0．79073

0．06237

－0。1413

－0．05744

－O．02917

－0．09782

0．064

000169
－O．OO425

．0．06536

0．21489

0．46005

0．14689

0．32933

0．68087

9．32

＜．0001

．1500

llt

＊＊＊

＊＊＊

■

ホ

ホ

◎令

■

⑨

tO⑨

申＊＊

■■■

†p＜．10；率p＜．05；帥p〈．01；窃⑨．p〈．001．

Note：r．c．＝reference　category．
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conservatives　are　second　most　willing，　and　un－

healthy　conservatives　and　liberals　are　least　will－

ing　to　visit　stores　and　interact　with　salespeople．

Multiple　regression　results　confirmed　the　find－

ings　when　demographic　and　other　variables

were　controlled　for．　Interestingly，　subjective

age　has　a　positive　but　actual　age　has　a　nega－

tive　effect　on　this　variable．　Male　consumers　and

consumers　with　larger　household　size　are　less

willing　to　visit　stores　and　interact　with　salespeo－

ple．　Higher　educated　consumers　are　more　will－

ing　than　the　less　educated　to　do　so．　Cornpared

to　consumers　in　Wuhan，　consumers　in　Beijing，

Shanghai，　Jiangmen，　and　Shenzhen　are　more　will－

ing　to　visit　stores　and　interact　with　salespeople．

Conclusion　and　lmplications

This　study　segmented　the　mature　market　in

China　based　on　two　innovative　dimensions，　a

broadly　defined　health　and　an　originally－devel－

oped　traditional－modern　value　orientation．　Based

on　the　two　dimensions　and　using　data　collected

from　consumers　aged　50　years　or　older　in　six

representative　cities　in　China，　the　mature　mar－

ket　in　urban　areas　is　segmented　into　four　cat－

egories：unhealthy　conservatives，　healthy　conser－

vatives，　unhealthy　liberals，　and　healthy　liberals．

In　addition，　segment　differences　in　responses

to　marketing　were　examined　by　both　bivariate

and　multivariate　analyses．　Based　on　the　sample

used　in　this　study，　most　older　consumers　in　ur－

ban　China　are　healthy　conservatives（37．34％）

or　unhealthy　conservatives（35．37％）．　A　small

portion　of　them　are　liberals，　healthy（13．86％）

or　unhealthy（13．43％）．　In　terms　of　responses　to

marketing　activities，　healthy　liberals　are　most

responsive　while　unhealthy　conservatives　are

least　responsive　to　marketing　activities，　includ－

ing　Promotion，　price，　and　store　strategies．　In

terms　of　voice，　healthy　conservatives　are　the

most　responsive　while　unhealthy　liberals　are　the

least　responsive．

When　relationships　between　consumer　segments

and　responses　to　marketing　are　considered，　pro－

motion　strategies　showed　the　least　segment　dif－

ferences－only　one　pair－while　price　showed　the

most　differences．　All　four　segments　are　different

from　each　other．　In　addition，　several　demograph－

ic　variables　also　show　differences　in　marketing

responses．　These　findings　have　managerial　impli－

cations　for　marketers　who　are　interested　in　the

mature　market　in　China．

ImPlicat励∫プ∂タル勿舵’召夕s

Findings　of　this　study　have　revealed　differences

and　similarities　of　responses　to　marketing　among

various　segments　of　older　consumers　in　China．

The　following　are　implications　for　marketers

who　are　interested　in　older　Chinese　consumers

and　would　like　to　provide　better　products　and

services　for　them．

Product　Strategy．　Both　bivariate　and　multivari－

ate　analyses　indicate　that　healthy　conservatives

are　rnost　likely　to　voice　satisfactions　and　dissat－

isfactions　about　market　products　and　services

while　unhealthy　liberals　are　least　likely　to　do　so，

with　the　other　two　types　in　between．　When　mar－

keters　collect　feedback　about　their　products　and
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services，　they　may　receive　suggestions　and　criti－

cisms　from　healthy　conservatives．　They　should

take　extra　efforts　to　reach　unhealthy　liberals　and

the　other　two　types　to　collect　comprehensive

feedback　information　to　further　improve　their

products　and　services　to　better　meet　the　needs

of　older　consumer　in　all　segments　of　the　market．

Promotion　Strategγ．　Compared　to　other　aspects

of　marketing，　older　consumers　in　the　four　seg－

ments　showed　few　differences．　For　example，　in

multiple　regression　analyses，　price　showed　three

significant　differences　among　the　segments，　pro－

motion　and　store　showed　two　significant　differ－

ences　out　of　three　comparisons，　and　promotion

showed　only　one　less　significant　difference．　The

finding　implies　that　when　marketers　consider

promotion　strategies　for　Chinese　older　consum－

ers，　they　may　use　mass　marketing　Promotion

strategies　and　ignore　the　segment　differences

since　the　segment　differences　may　be　small．

1）rice　Strategy．　Price　showed　most　differences

in　both　bivariate　and　multivariate　analyses．　It

seems　that　the　factor　of　health　is　more　impor－

tant　than　value　in　this　aspect．　Healthy　consum－

ers　who　are　either　conservatives　or　liberals

are　more　likely　to　seek　quality　products　and

services　and　to　be　willing　to　pay　higher　prices

for’them．　Marketers　with　different　product　and

service　categories　may　target　these　consumers

with　differentiated　price　strategies．　For　instance，

marketers　with　higher　quality　products　and　ser－

vices　may　target　primarily　healthy　consumers

and　marketers　with　average　quality　products

and　services　may　actively　approach　less　healthy

consumers．

Place　S’η彪gy．　The　findings　of　this　study　show　a

pattern　for　the　store　factor　that　is　similar　to　the

price　factor，　Healthy　consumers　are　more　likely

to　visit　stores　and　interact　with　salespeople　than

less　healthy　consumers．　Marketers　may　use　the

information　to　design　effective　place　strategies

to　meet　the　different　needs　of　consumers　in　vari－

ous　segments．　To　reach　healthy　consumers，　mar－

keters　should　provide　more　opportunities　for　in－

person　interactions　in　stores．　For　less　healthy

consumers，　the　marketer　should　consider　other

channels　that　require　less　in－person　interactions

to　better　serve　these　consumers’needs．
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