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An empirical study on market segmentation of college students based on
decision-making style in internet environment
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| ABSTRACT| Consumer Decision-Making Style (CDMS) is widely used to segment market. However, previous researches
rarely took network environment into consideration. As a result, the applicability of existing conclusion should
be testified as online consuming is becoming more and more popular. This study, based on consideration of
network environment and online behavior, revises and testifies dimensions of college students’ CDMS in China,
and divides this group into five segments. CDMS from this study reflects consuming characteristics of this
group, thus is of social significance, and is also useful for future research and marketing practice focusing on
youth group.
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