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Characteristics of Chinese Customers Price Tolerance

Wang Xia, Zzhao Aing, Wang Gao, LiuJia
( School of Economics and Management, Tsinghua University, Beijing, 100084 China)

Abstract

Usng hierarchicd linear mode , thispaper invesigates the characteristicsof Chinese cusomer’ sprice tolerance. The
subjects were 26384 customers who had bought and used the productsin the particular time of periods. The results shows

that there was dgnificant variation of the cusomer’ s price tolerance on different products, and the &fect of cusomer’ s

age and education level on price tolerance was negative, the price tolerance of mae cusomers were much more than the

fel

male customers.

Key words price tolerance; demographic variable; hierarchicd linear mode .
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