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Abstract. This study investigates the influence of social relationships on consumption behavior
among high school students, with a focus on family, friend, and social media relationships. Through
a comprehensive survey conducted among students from different types of high schools, including
vocational, international, and ordinary high schools in Guangzhou, China, various aspects of social
relationships and consumption patterns were analyzed. The findings reveal significant differences in
social media relationships among the three types of high schools, with implications for consumption
behavior. While differences in real-life relationships among students are relatively insignificant,
social media relationships play a crucial role in shaping consumption disparities among high school
students. Therefore, promoting rational consumption among high school students may benefit from
regulating internet usage and guiding behavior on social media platforms.
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1. Introduction
In today's society, high school students, as the main participants of the new generation, have

increasingly attracted attention to their consumption behaviors. With the widespread use of the
Internet and the rise of social media, high school students are no longer isolated consumers; their
consumption decisions are more influenced by social relationships. Therefore, understanding how
high school students' social relationships shape and influence their consumption choices has
become a research task of significant practical and theoretical value.

Over the past few decades, significant changes have occurred in social structure and values,
profoundly affecting individuals' social relationships and consumption attitudes. Especially in the
information age, the prevalence of Internet technology has diversified the formation and expression
of social relationships, providing a broader platform for high school students' social relationships
and consumption behaviors. High school students are at the peak of information acquisition and
social activities, and their consumption choices are no longer just a reflection of practical needs but
also a comprehensive manifestation of social relationships, identity, and aesthetic trends.
Understanding the consumption patterns of high school students, as the main participants in future
society, not only helps businesses better meet their needs but also has far-reaching implications for
the future development of society as a whole. By gaining an in-depth understanding of how high
school students' social relationships influence consumption, we can better comprehend the
consumption psychology and behavior of the new generation, provide scientific basis for market
decisions, and promote sustainable socio-economic development. Currently, most research agrees
that adolescent consumer behavior may be influenced by parents, peers, and the internet or mass
media, but there is much debate about the extent of influence. Goodrich & Mangleburg (2010)
argue that parents have the greatest influence on adolescents' social power perception and
purchasing behavior, so marketers should position products to gain parental approval. Mishra &
Maity (2021) suggest that peers have the most significant influence, followed by media and parents.
In cultures with high individualism and power distance, parents and peers have a greater influence
on adolescents' attitudes toward brands.

This paper will be divided into five parts: Introduction, Literature Review, Questionnaire Design,
Statistical Analysis of Results, and Conclusion. In the introduction, we will introduce the
background, research objectives, and significance of the study, providing readers with a
comprehensive understanding of the impact of high school students' social relationships on
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consumption. The following chapters will unfold one by one, delving into the role and influence of
high school students' social relationships in the field of consumption.

2. Literature Review
In understanding the consumption behavior of high school students, the measurement of social

relationships is crucial. A multidimensional assessment of social relationships can delve into three
main dimensions: family, peers, and the internet, revealing their potential influences on high school
students' consumption decisions. This chapter will combine previous research and theoretical
frameworks to deepen the understanding of social relationship measurement through a literature
review.

2.1 Study of Family Relationships
In past research, the influence of family relationships has been widely studied. The family is

where individuals first encounter society and forms the basis of social relationships. Parents are the
first contacts for children in their early growth. In consumer socialization research, the influence of
parents is achieved through family communication patterns, measuring the frequency of
parent-child interactions (Mishra et al., 2018). Kim et al. (2009) pointed out that the quality of
family communication significantly influences adolescents' consumption decisions. Mother-son
communication patterns are significantly related to adolescents' decision-making styles and family
purchasing influence, with mothers' concept-oriented communication positively correlated with
children's utilitarian decision-making style (e.g., cautious and thoughtful decisions) and
social/attention-seeking decision style (e.g., entertainment and pleasure decisions).

2.2 Study of Peer Relationships
High school students are in the adolescent stage, where they encounter peer pressure in the

process of developing unique identities and establishing social relationships. Peer relationships
occupy an important position in high school students' social circles. Many studies emphasize the
potential influence of peers on individual consumption behavior (Moretti, 2011; Agarwal et al.,
2021). Grohmann & Sakha (2019) suggest that respondents with higher cognitive abilities are less
susceptible to peer effects, while those living in small villages are more susceptible. Bursztyn et al.
(2014) argue that when someone purchases an asset, their peers may also want to purchase it, both
because they learn from their choices ("social learning") and because their ownership of the asset
directly influences others' utility from owning the same asset ("social utility"). Niu (2013), through
an online survey of teenagers, found that teenagers who engage in planned purchasing behavior can
be considered rational consumers, as they are not concerned with fashion, entertainment, or
hedonistic shopping consciousness, but rather focus on brand, price, and quality. Indeed, teenagers'
purchasing decisions can be reinforced by peer influence. However, peer effects also play a
significant role in adolescent alcohol consumption, smoking, and illegal drug use (Lundborg, 2006).

2.3 Study of Social Media Relationships
With the sudden surge in the use of social media by young consumers, globalization and

economic growth have brought about significant shifts in consumption habits, production, and
technological revolutions. Social media platforms have become reliable sources of communication
with consumers and are shaping consumer purchasing intentions (Jain et al., 2020). Factors such as
social media, online interaction, and online leadership have become important influences on
consumption decisions (Shah et al., 2023). Social networks have expanded the scope of teenagers'
social comparison, self-assessment, and self-enhancement, thereby enhancing their ability to
develop consistent identity positions (Livingstone, 2008). Cheung et al. (2011) found that most
people use Facebook for instant communication and contact with friends. Group norms also
significantly influence our willingness to use Facebook. When users perceive their values to be
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similar to those of the group, they are more inclined to use Facebook. Enjoyment is a key
determining factor in using social networks as a tool to support purchase decisions (Di Pietro &
Pantano, 2012). Social media shares similarities with peer effects, but social media is more likely to
trigger the need for identity affirmation.

3. Planning and Implementation of the Survey
The main purpose of this study is to explore the influence of high school students' social

relationships on their consumption behavior, with a specific focus on family networks, friend
networks, and internet social networks. The specific survey content includes family background,
composition and characteristics of social networks, internet usage, and individual consumption
habits.

This study adopts a multidimensional questionnaire design, combining analysis of existing
literature with practical considerations to ensure the comprehensiveness and rationality of the
questionnaire. The questionnaire is divided into three main parts: the first part gathers basic
information to understand the basic situation of the respondents, including gender, school type,
grade, and parental occupation. The second part delves into social networks to understand in detail
the behaviors and interactions of high school students in family, friend, and internet social networks,
as well as their attitudes and perceptions of these networks. The third part focuses on consumption
behavior, exploring high school students' consumption of food, entertainment, and learning,
including consumption frequency, expenditure level, and consumption motivations.

To ensure the comprehensiveness and reliability of the survey, a combination of multiple survey
methods is employed. Firstly, an electronic questionnaire is used, designed through the
"Questionnaire Star" platform, and the questionnaire links are distributed to respondents through
social media and school intranet channels. Secondly, face-to-face interviews are conducted within
the school premises to ensure sample diversity and comprehensiveness. Thirdly, classroom surveys
are conducted, with teachers distributing questionnaires during break times.

The survey targets high school students in Guangzhou, with schools selected through random
sampling to ensure the representativeness of the survey results. A total of 145 questionnaires were
distributed, with 13 questionnaires refused or abandoned midway. After strict review and removal
of invalid samples, the number of valid questionnaire samples reached 132, with an effective rate of
91%. The questionnaires cover different grades, school types, and family backgrounds of high
school students. During the data cleaning process, some unqualified samples were deleted to ensure
the accuracy of statistical analysis. The achievement of the effective sample rate meets expectations,
providing strong data support for subsequent statistical analysis.

4. Analysis of Survey Results

4.1 Basic Information
In this survey, there were a total of 108 female participants, accounting for 82%, while there

were 24 male participants, accounting for 18%. Vocational high school students were the most
numerous, totaling 104 people, accounting for 79% of the total. International high school or
international department students and regular high school students were 13 and 15 people,
respectively, accounting for 10% and 11%. In terms of grade, there were 106 students in Grade 12,
20 students in Grade 11, and 6 students in Grade 10, accounting for 80%, 15%, and 5%,
respectively.
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Fig.1 gender distribution Fig.2 school type distribution

Fig.3 grade distribution

4.2 Family Relationships
Regarding frequent communication with family, all three types of high schools have a similar

level of closeness, with proportions ranging from 0.67 to 0.68. When it comes to making decisions,
consulting with family members is highly common across all three types of high schools, with
proportions exceeding 0.8. All students from the International high school or international
department chose to consult with their family members. In terms of confiding troubles or sharing
interesting events with family members, the proportions for the International high school or
international department and Chinese ordinary high school were 0.92 and 0.8, respectively, both
higher than Vocational High School's 0.68. This may be because students at Vocational High School
are about to enter the workforce, so their mindset is more mature. Regarding frequently liking or
commenting on family members' social media posts, Chinese ordinary high school students
accounted for 0.8, Vocational High School students accounted for 0.68, while students from the
International high school or international department only accounted for 0.38. This may be because
students from international schools come from relatively affluent families, and their parents are
relatively busy with work, resulting in fewer social media posts related to daily life, leading to
fewer likes or comments from students. When it comes to frequently going out shopping with
family members, the proportions are similar across all three types of high schools, ranging from 0.6
to 0.7.

Table1 family relationship between different school type

communica
tion with
family

consult
with
their
family

confiding
troubles or
sharing
interesting
events

liking or
commenti
ng on
family

going out
shopping with
family
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Number

International
high school or
international
department

9 13 12 5 9

Chinese ordinary
high school 10 12 12 12 9

Vocational High
School 71 86 71 71 73

Rate
International
high school or
international
department

0.69 1.00 0.92 0.38 0.69

Chinese ordinary
high school 0.67 0.80 0.80 0.80 0.60

Vocational High
School 0.68 0.83 0.68 0.68 0.70

4.3 Friend Relationships
Overall, in most aspects of friend relationships, the three types of high schools are quite similar.

All three types of high schools have high proportions of students engaging in casual chats with
classmates and having friends to eat lunch with, both exceeding 0.9. Regarding having friends to
confide in, Chinese ordinary high school and Vocational High School have higher proportions,
accounting for 1 and 0.84, respectively, while the International high school or international
department is slightly lower at 0.77. In terms of having friends to help, Chinese ordinary high
school and International high school or international department are at 0.85 and 0.93, respectively,
while Vocational High School is slightly lower at 0.73. The difference in having friends with similar
reading hobbies among the three types of schools is significant. Chinese ordinary high school has
the highest proportion at 0.93, while Vocational High School and International high school or
international department are both at 0.69. This also indicates that the academic pressure at these two
types of schools is lower than at Chinese ordinary high schools.

Table2 friend relationship between different school type

casual chats to confide
in to help lunch similar reading

hobbies

Number

International high
school or international

department
12 10 11 12 9

Chinese ordinary high
school 15 15 14 14 14

Vocational High
School 102 87 76 96 72

Rate
International high

school or international 0.92 0.77 0.85 0.92 0.69
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department
Chinese ordinary high

school 1.00 1.00 0.93 0.93 0.93

Vocational High
School 0.98 0.84 0.73 0.92 0.69

4.4 Social Media Relationships
Although over 0.85 of students frequently use the internet, high school students' interaction on

social media is relatively low. In terms of frequently posting original content, all three types of high
schools are below 0.5, with Vocational High School relatively higher at 0.45. The proportion of
students who frequently repost or comment is higher than those who post original content,
indicating that high school students use the internet more for browsing content rather than
showcasing their lives. In terms of frequently receiving likes, Vocational High School has the
highest proportion at 0.71, while the other two types of high schools are around 0.5. Regarding
making friends with strangers online, the proportion in the International high school or international
department is as high as 0.92, while Vocational High School has the lowest proportion at 0.69. This
may be because students studying abroad tend to seek out alumni more extensively, needing more
information, while students who are about to enter the workforce are more cautious.

Table3 social media relationship between different school type

use the
internet

post
original
content

repost or
comment

receiving
likes

making friends
with strangers
online

Number
International high

school or international
department

11 4 5 6 12

Chinese ordinary high
school 13 5 7 8 11

Vocational High
School 90 47 53 74 72

Rate
International high

school or international
department

0.85 0.31 0.38 0.46 0.92

Chinese ordinary high
school 0.87 0.33 0.47 0.53 0.73

Vocational High
School 0.87 0.45 0.51 0.71 0.69

4.5 Consumption Patterns
Overall, there are significant differences in consumption patterns among different types of high

schools in terms of entertainment and daily expenses, while the gap is relatively small in terms of
food consumption. Regarding cosmetics consumption, Vocational High School has a proportion as
high as 0.85, while the International high school or international department is at 0.54. Chinese
ordinary high school is at 0.33, which aligns with general expectations as there tends to be higher
expectations for grooming among Chinese ordinary high school students. In terms of spending on
new clothing, Vocational High School has a proportion of 0.67, Chinese ordinary high school is at
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0.53, while the International high school or international department is only at 0.38. This difference
could be due to the requirement of school uniforms in some schools. There are minor differences in
online membership consumption, snack consumption, and fan economy consumption, which are all
decisions that students can independently make, leading to a certain degree of similarity within the
school environment.

Table4 consumption between different school type

Cosmetics Clothing Online
membership Snack Fan

economy
Number
International high

school or international
department

7 5 7 10 8

Chinese ordinary high
school 5 8 9 11 9

Vocational High
School 88 70 53 84 70

Rate
International high

school or international
department

0.54 0.38 0.54 0.77 0.62

Chinese ordinary high
school 0.33 0.53 0.60 0.73 0.60

Vocational High
School 0.85 0.67 0.51 0.81 0.67

5. Conclusion
From the above statistical data, it can be observed that the differences among the three types of

high schools in social media relationships are more significant. Even though high school students
from the three types of schools will face different choices after graduation, such as studying abroad,
continuing domestic education, or directly entering the workforce, the differences among students
in their real-life relationships, including school and family, are not significant. These differences
include both the comparison within different types of high schools and the comparison between
different types of high schools.

In contrast, in social media relationships, not only are the proportions significantly lower
compared to family and friend relationships, but there are also significant differences among
different types of high schools. Therefore, we believe that the consumption gap among high school
students mostly stems from differences in social media relationships. Therefore, regulating high
school students' internet usage and guiding their behavior on social media in a reasonable manner
can help promote rational consumption among them.
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