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The Trait Theory and the Context Theory of Consumption
Decision-making and their Applications

WANG Cai-yu
( College of Educational Science Xinyang Normal University Xinyang Henan 464000 China)

Abstract: There are two theories concerning consumption decision-making according to its uniformity and
controllability: trait theory and context theory. The trait theory holds that consumers have stable personalities
at work and their decisions are predictable. An enterprise should subdivide the market according to the indi-
viduals’ demands. Personal traits that influence consumption decision-making include cognitive demand
self-mage innovative motivation and material demand. Guided by the trait theory consumer decision-mak—
ing style is divided into eight kinds with different decision-making styles corresponding to different market—
ing strategy. The context theory holds that consumption decisions are greatly affected by various contextual
factors and consumers’ decision behavior can be controlled and changed. The relevant factors include physi-
cal factors market factors interpersonal factors and group factors. This theory encourages enterprises to de—
velop marketing strategies to induce consumer decision-making.
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Boosting Cultural Inheritance and Innovation:
The Value Orientation of University Campus Culture

ZHANG Yu-guang WANG Yaxu YUE Yun
( Communist Youth League Guangdong University of Technology Guangzhou Guangdong 510006 China)

Abstract: To boost the inheritance and innovation of culture should be a conscious choice in college campus
cultural building and the characteristics of cultural innovation also determine the inheritance and innovation
function of campus culture. An idea of keeping pace with the time a sound mechanism an environment of
synergistic innovation an effective internet platform and a brand system can all contribute to the promotion of
cultural inheritance and innovation on university campus.
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A Tentative Analysis of the Relationship between University Campus
Culture and the Popularization of Socialist Core Value System

XU Yideng' YANG Ruidan’
(1. School of Foreign Studies South China Normal University 2. Depart of Logistics Management South
China Normal University Guangzhou Guangdong 510631 China)

Abstract: Campus culture is a kind of group culture jointly created and formed by the overall staff in the
long4erm practice of teaching research management and service under the specific circumstances of cam—
pus. Currently campus culture is confronted with such problems as utilitarianism superficiality and materi-
alization. Thus the socialist core value system should be strengthened under the construction of campus cul-
ture. The construction of campus culture should take the socialist core value system as the guide and the
popularization of this system is based on the construction of campus culture. The common goal of both is to
realize the great development and prosperity of socialist culture.
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