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Tab.1 Word frequency and weight statistics
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Tab. 3 Analysis of factors driving consumer happiness in the stage of demand generation
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Tab. 4 Analysis of factors influencing consumer happiness in the stage of evaluation and decision-making
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Tab.5 Analysis of factors influencing consumer happiness in the stage of consumption experience
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Fig. 1 Formation mechanism of consumer happiness based on consumption process
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Fig. 2 Consumer happiness drivers and influencing mechanisms
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Formation Mechanism of Consumer Happiness in China:
A Qualitative Analysis Based on Consumption Process

JIN Yu-fang, LI Yu-fei
( School of Economics and Management. Dalian University of Technology, Dalian 116024, China )

Abstract: Consumption is the process of using social products to meet needs, and is also one of
the sources of happiness. Under the background that happiness has become the core concept of
modern development, deepening and refining consumer happiness has become an important
research topic. Through a qualitative analysis, the results show that the words used by Chinese
consumers to express their happiness of consumption are not only pleasure and joy., but also
“good”, “gratitude” and “relax”. The desire for consumption that has not yet occurred will bring
about consumer happiness in the stage of demand generation. In the evaluation and
decision-making stage, self-awareness such as self-monitoring reflects the good quality of
“introspection” of Chinese people, which also affects people’s decision-making and happiness. In
the process of consumption experience, the ultimate consumption goal of Chinese consumers is to
enhance the harmony of existing relationships, and expand new social relationships.

Self-cognition and self-experience in consumption also contribute to happiness.

Keywords: consumer happiness; consumer journey; antecedents





