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An analysis of the consumption of college graduates seeking jobs

MA Jian, CHENG Weibo

(Public Administration College, Central South University, Changsha 410083, China)

Abstract: Consumption activity is a special and important activity of identity, and people engaging in consumption are

to create, maintain or change their identity in essence. The authors analyze the consumption of college students seeking

jobs from the identitition perspective of the sociology. We find that Job-seekers’ consumption agrees to the formation

and shape of identity, and shows the norms and expectations of personal image; Job consumption reflects the sense of

group and social identity.
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