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Abstract. Because the high school students of Generation Z are at the key 
stage of value building, their consumption selections can not only show 
aesthetic preferences but moreover they exert influence upon the 
constructing process of cultural identification that is related to Chinese 
culture. This phenomenon has marked the readjustment of the position of 
China's young people on their cultural recognition under the background of 
globalization. The rising of China-origin fashion brands offers a special 
research angle for the investigation of the cultural identification of Chinese 
youth groups. Therefore, this research commences at adolescent self-identity 
and consume ideas, thus probing into the ways that China-style fashion 
brands exert influence upon the culture recognition of Chinese young boys 
and girls, and hence how to push forward the creative transformation and 
innovative development of China's excellent traditional culture through the 
phenomenon of China-fashion. This study has discussed the affecting 
principle of China-style goods toward high school pupils' culture 
identification by way of literature combing and research planning methods. 
Through the utilization of questionnaire investigation, this paper inspects the 
correlation between the contact with China-style goods and cultural identity 
from three aspects: consumption contact, cognition contact, and mass media 
exposure. 

1 Introduction 
In recent year, products with elements of traditional Chinese culture, known as "guochao", 
have become increasingly popular among teenagers. With the emergence of Hanfu of the 
popularity of cultural and creative products, from domestic beauty products to new Chinese-
style clothing, "China-fashion" has become a striking cultural phenomenon. The emergence 
of China-fashion products, which integrate traditional cultural elements with modern design, 
has become an important phenomenon influencing the consumption behavior and cultural 
identity of Chinese teenagers. 

This research carries out a deep go into the connection between China-style brand 
enterprises and the youth group's cultural self-recognition, which holds significant theoretical 
value for understanding the cultural psychology, consumption behavior, and social identity 
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of contemporary Chinese youth. Meanwhile, by exploring how the China-fashion 
phenomenon activates the vitality of traditional culture, this study also provides practical 
references for promoting the creative transformation and innovative development of China's 
excellent traditional culture, which has the actual meaning for cultural education workers, 
brand operation personnel, and policy makers. This research is mainly carried out from the 
following three aspects: First, we analyze the mechanism of cultural symbol making for 
Chinese-style fashion brands, and inspect how they carry out modernization transformation 
on traditional cultural elements. Second, explore the consumption behavior of teenagers 
towards national trending goods, and expose the inner link between this conduct and their 
feeling of identity and culture belonging. Thirdly, analyze the social-cultural driving force 
behind the rise of China-fashion occurrences and evaluate its deep influence upon youngster 
culture self-recognition. This research mainly uses document analysis methods to carry out 
systematic searching, screening, and arrangement of related literatures on topics including 
Chinese fashion brands, young people's cultural identification, and consumption behavior 
from academic databases including China National Knowledge System (CNKI). In the 
meanwhile, through combining together with the content analysis approach, the currently 
obtained research outcomes are undergone classification, summarized, and critically 
evaluated. The ultimate propose of this study is to deeply reveal the influence mechanism of 
China-fashion brands on the cultural identity of Chinese teenagers, and explore how the 
China-fashion phenomenon promotes the contemporary heritage of traditional culture. 
Specifically, this study aims to achieve the following contents: Firstly, in order to construct 
the cultural identity influence of teenagers, so we developed a related theoretical work; 
secondly, identify key factors influencing China-fashion consumption and cultural identity; 
thirdly, through these experiments and research, we have also proposed feasible paths that 
can promote the development of traditional culture. Therefore, in order to achieve the three 
goals I mentioned above. The article will analyze and supplement existing research on 
relevant practical survey designs, thus ensuring the authenticity and feasibility of the article. 

2 Literature review 
This research shows that the rise of national trend brands is influenced by cultural elements 
and modern design products, which have become important factors affecting the 
consumption behavior and cultural identity of Chinese teenagers. The existing literature I 
have retrieved mainly discusses the phenomenon of 'national trend' from the perspectives of 
cultural influence on adolescents' identity identity, consumption behavior, and socio-cultural 
drivers. This subsequent article will also conduct relevant research from these three 
dimensions. 

2.1 Cultural influence 

First, from the perspective of cultural influence, researchers generally focus on how China's 
fashion products achieve innovative transformation of traditional culture, as well as the 
significance of such transformation for cultural dissemination. In 2026 Sun Xiaoqiong have 
made Exploration of Design Translation and Value Realization Pathways for Gourd Crafts 
in "New National Trend" Consumption. She explored the application of intangible cultural 
heritage elements in the packaging design of national trend brands and their impact on 
consumer recognition [1]. For example, in daily life, traditional Chinese mythological 
characters and classical elements are reintegrated into modern products. This has created 
innovative, modern aesthetic Chinese products. This impact has made traditional culture, 
which was once far removed from the lives of young people, accessible and easy to engage 
with. In 2024, Yang and Tang pointed out, Youth self-pleasure consumption centers on 
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personal gratification, exhibiting typical characteristics such as emotional payment and 
experiential consumption. Its emergence stems from both spiritual needs under material 
abundance and the combined influence of involutionary pressure and capital logic [2]. When 
teenagers purchase and use products, they not only obtain the physical product itself but also 
a symbol of identity recognition and mental pleasure. In 2025, Luo applied Barthes' semiotics 
and Bourdieu's cultural capital theory as his framework. The survey measured purchase 
behavior, aesthetic preference, and cultural identity [3]. Also in 2022 a group of people found 
the rise of China-chic not only drives consumption trends among Chinese youth but also 
enhances cultural confidence, elevates the international recognition of "Made in China," and 
strengthens China's position in the global fashion industry [4]. This discovery further 
illustrates the value of Chinese fashion products as a cultural communicative medium. 

2.2 Adolescent identity formation 

t needs to be examined from the perspective of identity recognition. The significance of 
fashion consumption in China goes beyond mere material needs. In 2022, Wang theorizes 
“Guochao” as a rising cultural identity in global fashion, moving beyond traditional 
chinoiserie. The study divides the concept into two connotations: “Guo,” which rejuvenates 
historical Chinese material culture through designer brands like Angel Chen and MUKZIN, 
and “Chao,” which emphasizes Western street style blended with subtle Chinese symbolism, 
seen in sportswear brands like Li-Ning and Warrior Shanghai. This framework demonstrates 
how Chinese-styled branding is reconstructing national identity and challenging Eurocentric 
fashion discourse [5]. Therefore, for us, purchasing trendy products is not only a reflection 
of personal aesthetic taste but also an affirmation of our identity. So consumers can take this 
opportunity to express their recognition of the excellent traditional Chinese culture, as well 
as their pride and sense of identity with their nation. In 2025 Han pointed out, to against the 
backdrop of globalization and the mutual criticism of diverse cultures, young people still face 
many challenges. Traditional cultural confidence, as the most fundamental force, can provide 
a solid foundation for youth's identity recognition, offering a strong internal motivation [6]. 
In 2026, Xie and Gui, taking the "Bayi Culture" as the research object, analyze the realization 
path of social media scene communication and the situation of youth red cultural identity, 
and reveal the value of scene communication in reconstructing historical perception, 
promoting symbol decoding and enhancing emotional resonance. The study found that social 
media scene communication has a positive impact on the cultural identity of young people in 
many aspects, but at the same time, it also faces real challenges such as prominent content 
homogenization, emotional resonance flowing superficially, and imbalance in technology 
application. Based on this, the study puts forward three optimization strategies of subdividing 
creative scenes, anchoring emotional value, and applying lightweight technology, in order to 
provide theoretical reference for improving the dissemination effect and recognition of red 
culture among young people [7]. Zhang hongyu pointed out in 2025 that, MBTI is a popular 
psychological test in recent years. One reason for its rapid popularity is that teenagers have 
a primary psychological motivation for identity recognition, and the rapid spread of MBTI 
on social media benefits from the development of the internet. The psychological needs of 
youth, as well as their inherent nature and characteristics [8]. 

2.3 Macro social identity 

After that from the perspective of macro social and cultural identity. Contemporary social 
change serves as an important symbol for exploring the influence of culture. Researchers 
have conducted relevant research discussions. Explore the rise of China's fashion 
phenomenon and its correlation with cultural identity and confidence.  In 2023 Wu and 
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Yezhova examine contemporary Chinese style in digital fashion design, focusing on its 
reproduction, interpretation, and experiential characteristics. The study identifies four key 
elements—form, content, media, and market—that shape this emerging aesthetic.            With 
the enhancement of national economic strength and international status, the younger 
generation has demonstrated stronger national confidence [9]. Therefore, the rise of China's 
contemporary culture is inseparable from the macro development of contemporary society. 
In 2021, Hong and Jin found while studying popular culture in East Asia that the K-pop 
phenomenon, Japanese anime, and China's cultural industries have actually been influencing 
each other. They refer to this phenomenon as the region of East Asian popular culture," 
meaning that the cultures of these countries possess distinct characteristics while also 
learning from and integrating with each other through transnational flows [10]. Thus, when 
purchasing trendy Chinese products, consumers not only acquire items imbued with 
admiration for traditional Chinese culture, but also actively participate in global interactions. 
This study provides an international comparative perspective on national trend phenomena. 
Overall, macro-level research combines China's fashion phenomena with national macro 
development strategies to jointly promote the revival of traditional culture. 

Researchers have discovered the creative changing of traditional culture by China-style 
goods, emphasizing their value as one medium for cultural spreading out. Research workers 
have linked the China-style phenomenon with national growth, having discovered the core 
meaning of the development of Chinese-style culture. Nevertheless, this research yet 
possesses some definite restrictions. First of all, the majority of research works still stay on 
the level of theoretical analysis and phenomenological narration, lacking practical 
exploration among teenager groups, which therefore renders it hard to confirm whether the 
deductions accord with real-world circumstances. Secondly, what about one point? The 
categorization is not rigorous enough. It does not take into account potential meanings. That 
is, there are differences in the cultural identities of different students. Finally, its research 
methods are relatively singular, making it difficult to comprehensively grasp the impact 
mechanism of China-fashion consumption on cultural identity. 

Based on the above analysis, this study adopted an online approach for the distributing of 
questionnaire. Electronic investigation forms were made by the utilization of platforms such 
as Wenjuanxing, and the investigation form links were shared via social media (e.g., WeChat, 
QQ) to high school students across multiple regions nationwide, with an expected collection 
of 400 responses. The study employed descriptive statistical methods for data analysis. 

3 Data analysis and results 

3.1 Sample basic information 

Based on the theoretical analytical framework, a survey on the consumption of China-style 
products was conducted. The results show that 89.05% of the surveyed students have 
purchased China-style fashion goods. Among them, the largest proportion (34.02%) reported 
purchasing 1–3 times, 28.11% reported purchasing 4–6 times, and 26.92% are high-
frequency consumers who have made more than seven purchases. Merely 10. Ninety-five 
percent of students have never bought such goods. This result makes clear that China-style 
fashion goods own an especially high popular penetration rate among Chinese high school 
students. 

Another study shows that cultural and creative products have become the most popular 
choice. 83.14% of students have purchased them. Followed by food (67.16%) and clothing 
(51.18%). For cosmetics and digital products, their survey results show that the frequency of 
use is close to 36.39% and 34.32%, respectively. Research results tell us that goods which 
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combine traditional culture ingredients with daily use things are easier to be accepted by the 
students of high schools. 

The outcomes have demonstrated that TikTok or Xiaohongshu (60. 65%) served as the 
main path through which high school students gain knowledge of China-fashion products, 
hence followed by friend recommendations (54.73 percent) and offline shop spaces (48.22 
percent). Sina Weibo (46.15 percent) and electron commerce platforms (37.28 percentage) 
as well occupied a meaningful percentage. This consequently shows that social media and 
The communication between persons holds a leading position in the spreading of messages 
concerning China-style goods. It also indicates that in our daily lives, social media has had a 
significant impact on us all. 

Products that have nice aesthetic feeling and follow current trend (75. 15%) are the main 
initiating cause, with more than 70% of students buying them on account of this; followed 
by products containing traditional cultural elements (63.61%), it shows that the culture 
characters of Chinese-style goods do have attraction for high school students. It must be noted 
that schoolmates and pals are making purchases (55. 62%), which takes up more than one 
half, hence shows that following the crowd possesses a prominent influence on high school 
students' consumption of China-made fashionable goods. The sustaining of native brand 
goods (34. 32 percentage) and excellent commodity quality (22.49%) also account for a 
certain proportion. 

3.2 Cultural identity analysis 

Distribution of scores for each cultural identity question (1-5 points, 1=express firm 
disagreement, 5=express firm agreement). On the whole, the average scoring point for 
cultural self-identification among senior middle school students was four. Zero point zero 
seven out of five, as can be seen from the above scores, they are at a relatively high cognitive 
level. The analysis reveals three key dimensions: Cognitive recognition (4.14 points) 
indicates that high school students demonstrate the highest awareness of cultural value in 
Guochao products. Emotional recognition (4.11 points) reflects strong cultural pride, while 
behavioral recognition (3.98 points) reveals comparatively feeble actual participation, 
although close to 80 percent of students still take part in conventional activities. 

3.3 External influencing factors 

55. 03 percentage of students (frequently + sometimes) have parents that often buy traditional 
cultural goods, this shows that more than half of household groups display a culture of 
consuming culture that takes traditional legacy as the center. 55. 03 percent of students (very 
large number + large number) possess classmates who purchase Chinese trend products 
around them, indicating widespread peer affecting force. 57. 99% of students (everyday + 
many times) often contact content of Chinese-style clothing. 

4 Recommendations 
This study conducted a questionnaire survey among 400 high school students nationwide and 
reached the following conclusions: according to the above survey and research, it can be 
shown that 89.05% of students have purchased products related to Chinese fashion, which 
proves that Chinese style products have a high penetration rate among high school students. 
Consumers take account of 26. 92%. Culture and creation-related goods (83. 14 percent) and 
food items (67. 16 percents are the most widely liked, this shows that students prefer China-
fashion products that integrate culture into daily necessities. 
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After that, social media is the primary communication channel, with a noticeable trend of 
following trends. 60.65% of students learned about China-fashion products through TikTok 
and Xiaohongshu, while 54.73% did, thus it is obtained through the recommendation of 
friends. Regarding the buying motives, 75. 15 percent were propelled by "attraction," 63. 
Sixty-one percent is occupied by "cultural elements," and fifty-five. 62 percent through 
"companion buying behaviors. " It is very clear that goods which schoolmates buy exert 
influence on their personal buying choices. 

Demonstrate through actual cases. There are significant differences in students' 
understanding of cultural connotations.55.33% actively seek to understand the cultural 
stories behind products, while 26.63% have little or no knowledge of them. Some students 
make purchases based on trends without much concern for cultural aspects. 

Fourth, the overall level of cultural identity is satisfactory, but actual behaviors are fallen 
behind. The scoring of cultural identity has an average value of 4.07 points, possessing 
cognitive identity (4.14)>emotional self-identity(4.11)>behavioral identity (3.98).The 
highest cultural pride score (4.26) was observed, while the lowest score(3. 89) has been 
recorded when people carry out active viewing of traditional Chinese culture-related contents. 
Currently, wide consensus exists, however, the real practice still has obvious backwardness. 

The results bring to us the below suggestions: Firstly, as for Guochao brands, it is 
necessary to put emphasis on the exploration and spreading the cultural depth of their 
products. The study found that students who actively explore cultural connotations exhibit 
higher cultural identity. Therefore, brands can guide consumers to carry deeper exploration 
on the cultural stories that lie behind goods by means like QR codes on packing and free 
cultural knowledge cards. Secondly, the schools can make use of the Chinese-style 
phenomenon as an entry point for traditional cultural education. In response to the 
characteristic that cognitive identification is higher than behavioral identification, schools 
can organize activities such as China-style culture lectures and traditional handcraft practices 
to aid students in shifting from knowledge to action. In the end, the students ought 
consciously understand the cultural connotations of consuming Guochao products, 
transforming their consumption interests into motivation for cultural learning, and avoiding 
blind trend-following consumption. This study still has certain limitations. For instance, the 
sample amount which has 400 cases, although it covers many districts across the whole nation, 
it may bring about that each region has not enough sample numbers, and it therefore has 
possible subjective inclination.  

5 Conclusion 
According to the research results mentioned above, the present study obtains the following 
conclusions: There exists a positive correlative relation between China-fashion product 
consumption and high school students' cultural identity. The popularizing and spreading of 
Chinese-style products have given high school students new channels to touch and 
comprehend traditional culture, hence facilitating the building of cultural identity to a certain 
extent. However, the deepening of cultural identity requires a change from the cognition layer 
to the behavior layer, and the change from passive receiving to active joining still necessitates 
guidance. 

This study provides the following valuable references for future research directions: It 
not only enriches the empirical research on Chinese fashion consumption and adolescent 
cultural identity, but also reveals the behavioral characteristics and psychological factors of 
high school students' Chinese fashion consumption. More importantly, it clarifies the 
evolutionary model from cognition to emotion to behavior in the development of cultural 
identity. While existing studies predominantly remain at the theoretical analysis level, this 
study provides empirical evidence for the Guochao phenomenon through first-handed 
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investigation materials, hence filling one research vacancy in this domain. Second, it makes 
known the behavior features and mental driving forces of high school students' China-fashion 
consumption. The study found that "looking good and fashionable" is the primary purchasing 
motivation, with "herd mentality" accounting for more than half of the cases. This finding 
has significant reference value for understanding adolescent consumption behavior. Third, 
the pattern of "cognition> emotion> behavior" in the development of cultural identity was 
identified. This finding suggests that the cultivation of cultural self-identification ought not 
to remain on the superficial layer, but instead requires greater concentration upon the deeper 
structural transformation mechanisms from identity to action. 

Based on the results and shortcomings of the current research, therefore, future studies 
need to put more focus on the below directions for deep-going exploration: First, expand 
sample diversity. The current study included 400 samples, which, although covering multiple 
regions nationwide, exhibited limited sample size in each area. Future studies could further 
enlarge the scope of sample to carry out more detailed region-based comparisons and 
analyses on differences between city and countryside. In the future, researches could make 
further expansion the sample size to conduct more detailed regional comparisons and 
analyses of urban-rural disparities. Second, a longitudinal tracking design has been adopted 
by us. The present research is a one-time cut surface investigation, which therefore brings 
difficulty to the discovering of the cause-effect connection between China-fashion 
consumption and cultural identity. Future research can track changes in the same population 
at different time points to explore the long-term influence of China-style expense on culture 
self-recognition. Thirdly, carry out deep-going exploration on influential mechanisms. The 
research in future may bring in more multi-dimensional influencing variables, such as family 
cultural capital assets, school educational training, companion affect, and so on Overall hold 
the inside working principle through which China-style consumption affects cultural identity. 
Fourth, we must carry out cross-culture comparison researches. The phenomenon of China-
fashion in China can be compared with local cultural consumption phenomena in other 
countries to explore the commonalities and differences in the construction of adolescent 
cultural identity under the backdrop of globalization. 
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