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Abstract

In December 2019, when the novel coronavirus (nCoV) was identified in
Wuhan, Hubei, China, the number of people belonging to post-90s generation
among about 42,000 medical staffs personnel supporting Hubei was 12,000 or
more, accounting for about 33.3% of the total number of personnel. The term
“post-90s generation” generally indicates young people born from 1990 to
1999. The study scope is the 1990-2020 period between the birth of post-90s
generation and present. Literature and empirical studies are performed.
Generational characteristics and fashion trends shown only by post-90s
generation through precedent studies and reports are as follows: First,
generational characteristics of post-90s generation can be categorized into the
following three characteristics: “sang wenhua”, “collective loneliness’, and
“diversified identity”. Second, fashion trends of the post-90s generation can be
categorized into the following three characteristics: “new Chinese style fashion”,
“masstige fashion”, and “de-labeling fashion”. The above results show that the
post-90s generation uses “culture” and “me” as keywords. Further, the above
trend is consequently divided into the following two characteristics:
“diversification” and “individualization”. This is because the post-90s generation is
directly affected by the reform and opening and the 9-year compulsory
education policy of China compared to the previous generations; hence, these
people are greatly influenced by Western culture and fashion as well as their
own culture and fashion. It refers having a tendency to express one’s
individuality with a variety of tastes and styles.
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1. M2

5] S o' EF A7l Held AHES A skt
jol Hiold A=s 108 T2 3 Sextofl ‘F(1%)'H 24+
£ BofA Agsitt 80FAth, 90 AltH, 00 A7t 1 o
ojtt, o]5L @A FFlA 10dh, 200, 30HHE ZHzt 74
otk a2 AldE=EA, 293 S A= FolA 35
A& Adrh

21 20199 129 F2UH9 Hpolg A7t F= FHo], &
HHubei, Wuhan; ik, B0l HAFS ol H2 Al
= I 93 993t k& A9Pd <F 42,0009
47AE F 0FAHE 12,000 oMoz, Aol oF
33.3%% AAFH ZAo]th(Xin Hua News[XHNI, 2020a).
oloff AIFY(Xi Jinping, SLEAF)2 A= &, A 55
-ZA A 22119 Hpol Aot K2 90FAIHeE 00FA]
gt FAY) A4S Bl ZEU9 HpoH ALk B
A2 Adt HolE A& Eol Uz PrHXHN,
2020b).

Boqge] FA7L g 0FAgE BE 1990WRE
1999 Atolo] efjoft FeolSolch 20219 @A 21 o+
e oF 2089 Ho=z HA9 15.1%5 AAttH(National
Bureau of Statisticsi]NBS], 2020). 2015¥ Adz =
Z=9] o ohdiEe] Z2slolA 0FAIhE FAEol

= o2 HARSFE =Y (“South Korean,” 2017), 1 ©o]&
£ 0FA7t &2 75 B opet thE ARt o=
EES AldA EAE 7 g7] whEol it

E3] izt FEsAE 20199 = A 4H 21
AolA T oE Fobg 4=tk o] BarAef &gt 2012
WRE 2018E712] A AlA A A AEES] 50% o
AE Fo] 7153, 1 F 0FAINES & Ak ¢
o] 28%, % 4H| 2N 23%E AAWCHQiang Zhang
Net, 2019). EF s A Vogue Me'9] o= Qltt. 9]
AAE ‘BT ZA)7F 0]=9] ‘Teen Vogue, =2l ‘Vogue
Girll'ef] ofo] 2017d)] F=olA SARE 2o, Hat o]
24A19] = WFAIHE ezlez 3 Zo]rh(*Fashion
magazines,” 2017).

webs SolAs 90FAdel TRt Arh gds] X8y
Ho] g}, FAH o 2E Shi(2014)7F 90FA 2] A4S o
For, I Qo= 90FAHe] Aed E/J(Cui, 2008;
Qiao, 2013), W& @ (Zhang, 2015), HA=+ 7Hx ¥Hd
(Chang, 2013; Li, 2019)°] £#& & ¢550°] et u}
ARG}t B = 0TAHY] 4] dY9jet Aol Tk A

1 3O rloh

FMa & Chen, 2009; Guo, 2014; Huang, 2019; Lin,
2019: Shen, 2013; Zhao & Zhou, 2014), 90FAt7} Tj
A BEo mix] el T A7(Chen, 2015; Qian,
2014)E°] ASiTh

Je ofRE ok 4 90FAIe] ¥ AYE]
o ofdat wlA e fgoR FOovkLiu, Yu, Wang,
& Wang, 2013; Xu, 2014), 202 JFE3 % ohat
g A AE ZolojA o AFEE @1 A Yk &
g ghellA] gk Altie] Hln ATE T 0FAHE A
TRt b A|gE, gto]mAERd(Chen, 2020; Tan, 2012)2F
48B3 Cha, 2012; Huo, 2017; Li, 2015; Li, 2017;
Ohk, 2015; Wang & Lee, 2012; Yao, 2018) 5ol #sj
HEHog Agshs A=t FART AAEo] 90
FAdelet 24S 9ot WY Ay At ZJek Aldiet
Hlwe of 90FAIThe] EEgE £4%17] obdA|d ek
gt gobo] oYtk o] Utk

ol & HE I0TAIHE Het AEstA olalsty] S5k
Aol et $=<] 32 AdE, = 80FAthet 00
TAINe B4 905 A et HlmEAso =R dA 90FAl
tigte] Ao B4 s AS 9ol k&t &
Exo= sigltt ol @A T F2olEd 159 A
el oigk A =g AR oA <ot ¢l
ozt Azt

AT HHoR WA 0FAHe E F @A) o2&

A7), 2 199093 20209741 A71E A7 Helz 5
ek A= 47 P 2 e theat Ak WA 909

oot weE IEE oot 2o =7, Hilx 5o 29
AmsE THOE dto] 0TAHY g, 44HE 5=
AW ESITE E5] 0SAHE ofyzt 80%Atet 00F-Alh
of #et A8 dF AANEL HlWEAFOEN 90STAHRE
o Mdia EA mfd AFS TESHLh 1 & Bt A
FHQ AHE FAHeR EA5ky] S8 A HiA o
718t HolH&ES IHUE Fofl S 4 Buneet |
f dlolg & 2eEsty, F2E(www.google.com)@t 27
(Sogou, #8¥a) (www.sogo.com)E AP 1 AADR|
Fol2 90T AIHO0#& (), 90 A E/J (904 tHfAF
M) d 0SA SO0t )2 AMolR Yol 2}
25 $£AA=Y, F2 HAEHAFNational Bureau of
Statistics, EZRZKITRE), ©1#AF(Analysys Think Tank, 5
MEE), FAEAHolHAE 9 AHL (Bei Jing News,
FRIR) 5 FY AU A=A sle 97 718 Ata
£°] F71Hor AAE 2 FEEAAFNBS, 2020)", 90
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SAY AEXA HUAM(Analysys  Think  Tank[ATT],
2014y, 909AH Repd aigo] Byt A7t HuA(Data
Center of China Internet[DCCI], 2020)", ‘90%At] Ldupt

2719(Bei Jing News[BJNI], 2020 59 12 225
PDF otz Y 18y $43% HolHEs A7IY,
ez £F HEsk: S AX, 0TAd 49 4
A o2 ALY

npzere 2 Loﬂ Aok F94 Bolg2 HIRR 9
g AYe §4] golg Hifto] ARGILE AAl, A
N, ‘5‘—9—%"3’ T B2 o7k 11 olofok ey 1,
EAgolu 7| B o] gholE id] E7Fs7 A
o= ot TtA 7} AR AU RS ol mr | o
2t S=o] IguiE FUIoke 27 Sl 1 9uE Fotst
Aot E Gole Foo] WIUE BFE=H, Z1@Eelt
‘national tide brand’, ‘de-labeling fashion’ S} Zo] 4]

o] ErWo] Gl Aol IAE Irf Ag A,

k=]
fu
JJ-

1. 90ZAcHe| 7Hd

nls AHRREE AR7F HelE R E2EMichael R
Solomon)-& *ﬂtﬂ—e— 7FElA ‘Yol Hage cohort) ol2t A<
PcK(Tan, 2012). & H|G A7]<F AHS])A wi3 slollA A
oW fAKS 7}74 it AEE AUe Jdoldt Folr

FlAe AldE Edohet glo] 5] Hold ‘&
ol ‘TE 2] ARSI o] W ‘(%)= 4@ 9 vl
g2~ oy, A, U, ol E Yuleith. 0=Ad
2t SPH 90| o]Fof Blojdh At &
W 9 tee] T F%t Eﬂ‘ﬂ‘)f AEES AR A
otk & 22 Ao &3 =
AATE 292] AAER] BSHE 73
HFol doAdE vzt B4
2012), o1& &d] AlHE EA4o]
olgt FUT AliSe] B2 AR AR A2 AAHA
HSE Addozn vehd o Adet apdstE B4
ofn]giet.

0FAE FAHez Hostr] s WA (Chen,
2015; Qian, 2014; Shen, 2013; Tan, 2012; Xu, 2014)=
2 AdEH A tiFE 1990 19 19%E 1999d 12
4 3149 ot /\}%%% ez shglch 1 €] 19904 1
2 195H 19943 129 31¥9] Hjojd AFRET 19954

-
r

o

Ir
>
o

o ofle o2t %O
2k
NN
a8 i)
=
T
pou)
o
w
._]
5]
5

Lo

19 1958 19999 129 31¢09] Bjojit AFFES 72 A
L AS|(DCCL, 2020; BIN, 2020)% Utk 2 Afofif=
1990 to] ol AFEES ZUAl ATt olfelA
0FAIHE = AH2lY] AA|, d7 9 w& o] vl
A 1990 Thell Ejolut 2kt @A F=9] 200 &2 Folzt
AoJs7|= Jith

2, 902 A[CH2| S3tHF

ol £ A7le] Yeht ge Alde 1 Aldel A8
g0 Zo]q AEHow olafsior FrHYum, 2019). olo]

2 Aol AT B4 FAKR Hokstr] Sl
50 AAES AmEslth 1 AguAe 27 s
W AEAY, 9dA olmas’o) Al AR 75E 4 9
o,

D W& (reform and opening, SREFFR, 197843 o]F)
= AAE 19789 YrAE W (Deng Xiaoping, /)9
NEANE Ao AAH ol ZH AA A YL o]Fo]
gieh I 29, 20189 F=9f =y FAAHGDP)2 19784
of =l 2308 oA, dHTF AFEL 14% ol Z713ct
TARE £ A 1980 ©]F ZHERRE IEHFy, 2019).
EZF 2020 19 F7FEATE B oty 20199 F
o] = FAAHGDP)E 990,8659] RMBL.Z 20184 T
H 6.1% S7Fte=s . AA 1915 AAPCHINES,
2020).

ojAd 0FAdlE F=ol wEA Al ARt A7l
oluf ZetaA 2E9] AH] Pt x|l F gge W
ottt 2 A WA o7k 20209 = #HAE] An] B o]
ot O BaAe] oJshd 18-304]9] Fe 4aHRREo] YA
ZH|o] Z}Z]ol= HIE©0] 2016109 45%0fA 20202 53%
2, T A=Y At oS AR (iang, 2019). ol2igt
9054l 2HBFS AAR 27|Ht BMWE 9=
Aol FHAY U =AY ot Aol AL, Ye
& Holof & Aglo] = 9 AHU AXES Fl
Mz QA3 Efdti(Xu, 2014). & 90FAHE S A
7b a&o= HEds) 2 AlZlel Eiolu AEhEA AAle] A
F S 28] SART. wEA Q9] 2] o] A
o] Ax KIS Wrksks Arrt =, b AR
tigt Aot FEA= A 9A] 1 B4 F sholth

2) 7FEAID (family planning, iHI4F, 1982¢ ©]9)
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TIEAZL Fro] 19820 AXGH Q1
Foz 1990dth o|F F=to] EAEL FA5| Atk
1 A7F AERest 202090 AARE Bt JIFRA o]
El'o|tHBN, 2020). Figure 10 &Ja}# 1990¥ 80%Alcho]l
&ote 0-9A19] <147t 2,169 Wolddd] Hls] 20004
90FA|Hel| &3l 0-9419] <lpsl 159908 37 7
A% RS & 4 Itk

Z 909 A= olx Aol HIs) A2 FA|, e 2
Holl wiet w2 Al g wE 4 gtk A%A
(Xiao Huangdi, /N&®) k= 4 Al 283 90FAH
= 71717 93] SAIH(Yao, 2018). ol @A F=9
ZPEFRY 47| ZE e} QB R 7o Hu 1Yo 7}
vake =5 4-2-1 FHE FAFstr Jom(Tan,
2012), 1 % 90FAdI7t 7F Fast YIS AAsk QL
e g 9neith

Haog, 7 o

ol

3) 9dA O]FW-8(9-year compulsory education, HEEX
£HF, 19864 o]F)

9G] oFwsol7 1986WRE F=o] TEAEs T
Slo] BE 7] obFd] wS(x64, F3d9)S BRI 9
st ANs e e wSAHOIH(*Compulsory
education,” 2020). ©oJuji e FH=o] RE §lg7] o5 =L
TEES HAder EAlolu AT Alg glo] 21 25
el Fotw wWS-g Hopof gt}

7 25 Al ol AljEt 94 e 18 4E

2.30

277 216
1.59 _—
A
o
#
=
1z
A
60 7055 808 QO 00/
o
[m] ~ > ¢ )
2 [ 1990% | 199048 [ 19902 | 2000 \201035
;Eé (20-29% | [10-19% 09 | | 095 | | 0-9%

* Show in: Billion

Al Fict 20209 AIAEES 7 AASE 90SAt dnt
@ A7e BE & o £ QoHBIN, 2020). 1
ol oot 90=Ah7E 2t Hjolur] AJRFER 1990
5otn Z YSEL 21.9%, Histw & lotEe
22%01ct. 199 90FAIHe] 9 AldiEe] 155t
JYH 2014, 201599 15w £ YL 86%E
Z3om, oigte] SJski| 2017, 2018W€] tistw F ¢
£ 75%% A A5

1*04 7% 202080 H7FEARC] AARE F= 5

WeAsF ol B LERITHINBS, 2020). o] H1A
011 ogt F=to] & st 4= 19909 1,0757HeflAl 2018
| 2663702, & AP 4= 1990 3829+ HellA 2018
W 38831t gog A Sk dskE Al 19904
12.5%91 4 20184 48.1%= AA Z7}3ich.

= =9 1% WU H3HHY &l k9] 902A]
= 9dA RWSS dol 12¥A] wS(x69, 339, 1
39) &2 ofst g é ok Azl & 4= glek. 15t
ol AdiEct M2L T /AT wie= B SollA
oS ZEqF EAS YA =tk gzkeich

Mo Lo
é‘“gx\‘
}ﬂmﬁrlm_

£ 7

20 g

3. Mgl 24
B oL 0AlhEe] At S4T i Aae £E
s17] sl S0AIcle} 00FAlele] Tt AAATE B o
e T 25 80FAIEN, 0AIE, 005AHHe 7]
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* Show in:

Similar characteristics: =———3
Opposite characteristics: ==+

Figure 1. China’s Birth Rate

(http://mwww.bjnews.com)

Figure 2. Generational Characteristics of the Post-80s, Post-90s,

and Post-00s Generations
(drawn by authors)
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Figure 3. Fashion Culture of the Post-80s,
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FA, AT, A" Aol Aldd EA4E 35
o2 24l QIrkFigure 2). T 805 A et 90F Atk
OH%“T} ANE FHFONE 3848 540 AU vhy,
0FAt= Park(2016)9] Aol Wehd Hieh o] A
7}115 o A 224 ZEAe tigt SA A 9
SAtoAE LERgEY], Li(2015)%2 Huo(2017)= 905A
o7t AT kS FAlcks AR Adoha Fich
71 9% Yao(2014)= 80FA|th7t ko) Alat Rt
7] FAE3} AE Ao AYe W, 0TAthE A
o)xJo] BZE51a1(Chen, 2020) 9522 QIgH 73t Ape]AlS
Aoty FPok(Qian,  2014). Park and
Won(2019)ell olstd 00EAIi7t HigkE H=Hoz S
St WHE, 0FAd= 4ol ot YAl HEE AYs

Fl

AlA

_l

(=}

T3t Jung,

e 21 ISItHZhang, 2019).
ogos AgAte] yehd ZF Atie] o AH3kS H|

A3k Figure 3ol ©J5t 80FAth, 90=A|t, 00<A]
£ A94H], 7HEAH], AH fAd, o= BiE 2 1
AEo| digt 457t FFo2 yehgth 1 7ked 8

mu:“ékal

05A|

dhot 90FAEE T
00FAEHE EIAY ],

sk Aol A =

2l SIXSHAN 8054

SES. 7k 0]o)

o] Fron, 9054t
SHgolr 24 HHfeE A%
0% A= 80FAIthet 005AIH &

et 00F-Aee] S/

™ oX,
I 010_‘[‘,

ocoo&a R AR AR
ohd, 90%Adge] WA BdS Aelshd ohaat Zh

A, 90FAtE A4 N B A Fagh T
2 A= Age] e, ol 9034
TFollA FFE EAoz Uitk o4 EW
Chen(2009)-2 905 A= 7Hgle] o
om, Liu et al.(2013)2 2p7|Ed
k. Guo014)= dHY gaRIzt 22 ofzke] b
Aol "k ot B4, 0FAIthE AF 11 AAe] of
Uat Balso] AAnt 2apde ZA8A (Huo, 2017) 1
ZHell 2HAE AAA71E Al Aok Qian(2014)0] 90F
Ae 7Hgu], 184 9 A4AA oulg Ade HAEEE

=
Asshe Aol Qe 3 2ol 1 ol

=) m
i
N
>
fu
st
rx
)
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. 90FACHe| McHA St mjd Ze
1. 902 A[Che| MeHd £4

WA AR APATLE o sto] 2 dofde 9054
o] Ay S4de ;A
o Al 7Rl 25, FAIA R X EIH.

1) A=3HSang Wenhua, #&3211)
20169 9¢ 30¥ = FHLER7VL “HAEL AJESlA
Hojuof gt VA HEsHA ARslals go7t
ol g7] AR Xia, 2016). AFRSl @4 e &
=R} 5S4, EHH FHiE 4ol oig offd &
A glo] ¥AAQ Bz dopke 0SA Y Ras 97
+ @olth(Zhang, 2019). olf§t @2 F= 4 ol9ke
sto] 2L FEHRA, F Fdse] Aol HEAl
1, O8, 94 59 FH2ES Ailetar Muboh= At
dAydnh 2AH0 R AR ArlE 2016d] F= =L
2hp “glotolz]oHWo Aiwojia, REERF) A 94
AR (Geyou, BR)7F B9 e BE5E ©@2 oW|X]
(Figure 47} F5-& wroHAREo|tHZhang, 2019). 19
A mEe] Holu o7ARt RE2 e ¥
(Geyou Tang, Bft4h) =2 ‘o] &Z(Beijin Tang, k3=
5B ol faljolE WEolWL QA & Q715 B3
tHZhang, 2019).

ol E3HA Al 7|dlste] AR (Xiao Quesang,
N ol o] ffiste] 90TAIH ] FREME AWt
o AREEGITE AR olgt oA Toke AgEl o

Figure 4, Geyou Tang
(Zhang, 2019, p.16)

S EA 2R - EAE 9RETH("Xiao
Quesang,” 2020).

Wei(2017)= 90Ah O] 4237F U] Qe E3t=
FE Az Aoz ARl o] goj= 1983 gE e
711 UrtRe] opte(Akao Nakamori)9] Wl E3)]
S TS ALZ(*On the origin,” 2018), HdE0] ¥ &
o] def el TS T2 g 2 HoAut wEHA A
A FHulel Zulo] WA A= @S 7FIXItHZhang,
2019). F=ollAE FA F2 oA AL MEWA <&t
2] e FH2oleg wol=tl(“Zhai,” 2020), 1 FFo=
0FA Atolell= Qe WA, ‘QEFFE AAzFEle wol
FAEAt. 2 o7t 20149 o] BEFALATE A 90
A HEZAF RO OICHATT, 2014). Figure 59 2Js}
A 90FAHE AAlAl 7 Attt AZEE YESY
3 FolER ‘QEFF(46.7%)E MY Wol ARtk

g 90Tt ARIE e AMlE FARU(F
Xigingnian, #%REFE) o2t F-2ot, ‘FAPS 2he WAl
A gz 9 PAE oujsh= TR (Zhang, 2019), 20144
U] FAofA Fot dolgt g AZ AgSHHA /3
= 9cH(“Buddha youth,” 2020). o|g% 90F At AR}
£ Fo A9 YA A Bt 4o HAS BHsie

.

N
U

) e =

e pEold w2 2011d Bl AR AlE] HE
(Sherry Tuckle)o] ‘Alone Together'st HojlA] Ao 2 A
UIFTHATT, 2014). 0FAldel vehd HAdt 152 F=2

I50] ez @A, Aet epptaFsr Ry FHidet

= " 467%
R i 305%
Fof, I— 15.0%
5E —1].7%
P 140%
ZRF 129%

0% 10% 20% 30% 40% 50%

Figure 5. Survey Report on Post-90s Generation in China

(https://www.analysys.cn)



WA - a3 0TMCHSl MCHY S4B THM ZE 7

ot AFEHE ol SNSol| B FFdozs I AALt &
e A 928 Lyle IS sl
90FAIcHe] et 1=0] Ulef| BWeljx= A F 7}11
A2 o] & 4 qirk A #A €92 0FAHE
2t 7HE S/40] Misel fAd 7&9] ol 11 @ﬂt
20199 A4 YEQA HHolE'2hs BAoA Zobs
4= QJth(“Behind the carnival,” 2019). o] HilAE= ZF=o
A 7V Bol ARgohe do]4l(WeChat, MiE) de thde
2 e, I goll s AT 5 2ARE ZF 51-2009
o] 383%& 7FF W HILS AXFom, 501-1000F0]
5.9%, 1,000 ool 4.2%5 AA|Fct. T=u wig wh
glo] Agks Fae XH‘L = 107 o|ti7t 38.4%= 7t
2 e HgS AL, 1 teog 21-500] 25.3%,
11-2090] 24.4%%t}. ©15 58] 905Ad= 2ol AR
UAlol Aol A o)Esta 2ejlde] AT 4= EARE 7

N

Z AEs= 3= Agidon Atk AL & —’,“— itk
F 5% YoeEDi Touzy, &) =2 “FiE 9
AT T A o] AP e, 005 A A

1= S AYcte d AR gtk HEeF ol o

HEE Foli fHiEe Be AHE, HYEHE

SAIBHRA AT ARE Aee ARES mﬁhﬂr(“Di

Touzu,” 2020). & A& 7171 0FAe] A3 AT

ok Jlom, 152 2%l AlAIA Srtas FEol
Holdtd whef, A= et 228 Adrh

T A gl o] A olF AAY Bwgom
ATl Trke: HmEe] e s A g mM
QA2 U7t Aof|A] ZolE 4= Qi) o] Ao ‘BrL

S(the left-behind children, EE%'“)LE) ol o] FHIE=
o, o] B2 Fr7t 370Y o U5k UrtA @ Ruuy
A4 F g AT oA A1 Qe 16A] HRE] ofFES
A4 “The left-behind children,” 2020). ©] FALLS
2 0FAlel WHet A|Fh & XAIA 90FAht
0-10M19" 20008 7A-¢-EEe] 4= oF 2,0008 3, 90
FAIH7E 5-15A19E 2005d0l= 2F 58009 H-& X]'Z]%'i
£, I F 144 ulgte] A9l 40005 el Eit AE K
W 2z & 4 oH(“The left—behind children,” 2020). w=k
A 90%AtE BA, A, Fro] Bz Qs AAdgeA
BRI oAtaEsl e 875 AeA] BotHA Ads J
SHQl Q225 LA =itk Atk

3) trdekd gAg
Kim, Cheon, Choi, Lee, Lee, Kim, Lee, Suh, and

Kwuan(2019)0] otdst A|hE wizgez whde] A4z
‘el 5 o4lo] FA5] EolEX otk We HE
Zol, 0FAHE 7Histet thlstE m&S Kol gl
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Figure 7. Li-Ning Brand Current Design
(http://mww.xiluoma.com)
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Figure 10. The Main Factors that Determine the Consumption of the Post-90s Generation
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Figure 11, Research Report on China’s Post-90s Generation Mobile Shopping
(http://www.dcci.com.cn)
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