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ABSTRACT 
 

Throughout most of human history, luxury goods consumption has been an important 

practice. Over recent decades, the global luxury goods market has grown dramatically; 

however, information on luxury goods consumption is limited in both the business press 

and research literature. Little, if any, research has addressed consumer behaviour 

regarding luxury goods in emerging markets, although many luxury goods companies 

have already set up businesses in these booming markets like China. 

 

This calls for more research to develop an analytical framework to help advance scholars‟ 

understanding of luxury goods consumption in emerging markets like China and to help 

practitioners develop marketing strategies suitable for these markets. The need for such 

research inspired the present study to explore consumer behaviour regarding luxury goods 

in China. The primary goals of this study are to examine whether Chinese consumers 

have a multidimensional cultural orientation, and evaluate how cultural orientation 

influence Chinese consumers‟ intentions to purchase luxury goods, with the aim of 

developing a behavioural framework for analyzing and explaining consumer behaviour 

regarding luxury goods within a specific cultural context.  

 

The literature shows agreement that luxury goods provide private value for consumers 

and symbolize social codes. Consumer behaviour regarding luxury goods is thus the 

result of social and self-expression motivations; therefore, research on consumer 

purchasing behaviour regarding luxury goods should be conducted under the assumption 

that consumers can gain both “inner” experience value and “external” social status by 

purchasing luxury goods. In order to analyze and explain purchasing behaviour regarding 

luxury goods, this thesis draws upon a social psychological theory, specifically the theory 

of planned behaviour (Ajzen, 1991), as the theoretical basis of the research. This model 

takes into account both personal factors and social influence. The literature indicates that 

luxury goods consumption pattern can also be understood from a culture perspective and 

that, from this perspective, cultural orientation can best explain behavioural similarities 

and differences. A number of researchers point out that the conception of cultural 

orientation as uni-dimensional or bi-dimensional is inadequate, and researchers further 

propose that both individualist and collectivist may be either horizontal or vertical 



 

 

iii 

(Schwartz, 1990; Singelis et al., 1995; Triandis, 1995). One aim of this research was thus 

to test the application of multidimensional model to explain Chinese consumers‟ cultural 

orientation. The present research therefore further includes investigation of the impact of 

cultural orientation on Chinese consumers‟ intention to purchase luxury goods.  

 

A survey with an online questionnaire was conducted to collect data. The target 

population in this research is affluent Chinese urban residents. Structural equations 

modelling (SEM) was employed to test the proposed hypotheses. Results show that the 

cultural orientations of consumers of this group include various combinations of the 

horizontal versus vertical dimension and the collectivist versus individualist dimension. 

That is, the structure of cultural orientation for Chinese consumers is best represented by 

a multidimensional model. The findings also confirm the proposition that both individual 

motives and social pressure can influence consumers‟ intentions to purchase luxury goods. 

The empirical results indicate that attitudes, subjective norms and perceived behavioural 

control contribute to predicting intentions to purchase luxury goods; however, the results 

do not support the traditional view that the behaviour of consumers in a collectivist 

culture is more influenced by subjective norms than by attitudes. In addition, the findings 

suggest cultural orientation has indirect effect on consumers‟ intention to purchase luxury 

goods by influencing consumers‟ beliefs. 

 

This research is the first to employ consumer behaviour theories to analyze luxury goods 

consumer behaviour in the context of the Chinese market. The research focuses on testing 

and interpreting a theoretical model of consumer behaviour that scholars can apply in 

related empirical work. In addition, the research findings can be compared to those from 

research on luxury goods consumption in other emerging markets and in traditional ones. 

The project therefore has potentially significant value in the area of research and 

implications for the global marketing of luxury goods. 
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CHAPTER 1 INTRODUCTION 

1.1 RESEARCH BACKGROUND 

The global luxury goods market has grown dramatically over recent decades and in 1990 

was estimated at $60 billion by McKinsey & Co. (Dubois & Duquesne, 1993; Vickers & 

Renand, 2003). Despite operating within a relatively stable environment for many years 

(Djelic & Ainama, 1999), luxury goods companies have confronted recent challenges in 

environmental conditions. The industry is challenged by globalization, acute competition, 

maturity in traditional markets, and increasing customer sophistication (Crane, 1997; 

Djelic & Ainama, 1999). Nueno and Quelch (1998) reported that sales of luxury brands 

decreased by 3 percent on average each year between 1990 and 1993. Under the 

environment of recent global financial crisis, luxury goods industry are facing recession 

in sales, for example, LVMH claims that its sales in the U.S fell 4.03 percent and in Japan 

5.16 percent in 2008. 

 

Under the increased pressure, luxury goods companies are increasingly transforming from 

private and family-owned firms into public companies, and they are attempting to exploit 

the international potential of their brands (Moore, Fernie & Burt, 2000). Some emerging 

markets like China, Russia, and India offer huge opportunities for many luxury goods 

companies (Fiske & Silverstein, 2003; Nueno & Quelch, 1998). 

 

China is one of the biggest emerging markets and has the fastest growing economy in the 

world (Agarwal & Wu, 2004; Nueno & Quelch, 1998). With the rapid growth of the 

Chinese economy and the related rise in personal income levels, a new group of wealthy 

individuals known as China‟s “new rich” has emerged in the society (Wu,1997). Growing 

numbers of wealthy individuals in China are able to live in affluent surroundings and 

purchase luxury products (Blackwell, Miniard, & Engel, 2001). According to a report 

released by Ernst & Young (2005), China is now the world‟s third largest consumer of 

high-end fashions, accessories, and other luxury goods, and Chinese consumers are 

expected to account for 29% of all global luxury goods purchases by 2015. 
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Many luxury goods companies have set up businesses in China to take advantage of 

China‟s booming economy and the emergence of a wealthy consumer group who is 

enamoured with and can afford luxury goods. Louis Vuitton, Bally, Gucci, and 

Ferragamo were among the first to invest in mainland China and have had a presence 

there for more than ten years. According to Chandler (2004), Ermenegildo Zegna already 

operates 40 stores in 24 cities and counts China as its fourth-largest market; Armani 

promises 30 stores in China before 2008; Prada has six stores in China and plans to build 

nine more. These luxury goods companies are planning to make more efforts in this 

market, for example, Gucci had 25 stores in 17 Chinese cities by the end of January, 

2009,but Gucci is looking to open its Shanghai flagship store in May; Cartier, is planning 

more stores in first and second-tier Chinese cities after posting double-digit growth in 

2008. However, luxury goods companies, especially those just beginning to invest in the 

Chinese market, have achieved only limited profitability, and some are even struggling to 

survive in the market (Chandler, 2004). 

 

Although China's economic development will continue to create enormous opportunities 

for luxury goods companies, cultural differences, increasing consumer sophistication, and 

heterogeneity in the consumer market present significant challenges for these companies‟ 

operations in China. The purchase of luxury goods by Chinese consumers may be 

motivated by factors different from those in the traditional luxury markets, the United 

States and Europe.  

 

Tse (1996) pointed out that extant research on consumption strongly reflects Western 

society and its emphasis on individualistic goals and that in a collectivist society like 

China consumers‟ market behaviour and motivations for purchasing products may be 

fundamentally different from those in an individualist society. Wiedmann, Hennigs, and 

Siebels (2007) disputed this notion and argued that consumer behaviour regarding 

product categories like fashion, cars, and luxuries is “culture-independent” and does not 

vary across cultures or countries. They maintained that for such products information 

search and exchange are universal in nature. Behaviour is driven by attitudes that are 

derived from values and hence are connected to culture. Attitudes are a function of beliefs; 

therefore, consumers who hold different beliefs about purchasing products may differ in 

the processes they follow in searching for information and making purchase decisions. 
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Differences in consumer behaviour would undoubtedly result. Wong and Ahuvia (1998) 

emphasized, many of the products are the same in Asian and Western societies, but 

consumers in these different societies may not buy the products for the same reasons. 

Culture may influence consumers‟ perceived values, motivations, and beliefs about 

products, including those that are luxury in nature (Wong & Ahuvia, 1998). Indeed, 

empirical research has shown that consumers in collectivist cultures hold perceptions of 

and attitudes toward luxury brands that differ from those of consumers in individualist 

societies (Phau & Prendergast, 2000; Wong & Ahuvia, 1998). It may be neither effective 

nor workable to employ findings from research conducted in Western cultures when 

attempting to understand and explain the behaviour of Chinese consumers. Similarly, 

marketing strategies applied successfully in Western markets may be unsuccessful in 

China. 

 

Another critical issue that luxury goods companies should not overlook is the diversity of 

China‟s consumer market. Although Chinese consumers in general are experiencing 

increased income and desire for luxury goods, patterns of purchasing luxury goods vary 

greatly among these consumers.  Triandis (1995) noted that individuals in every culture, 

whether individualist or collectivist cultures, vary in their cultural orientations; 

furthermore, the cultural orientations of both collectivists and individualists may be 

horizontal and vertical, a distinction described in this next chapter (Triandis, 1995; Tse, 

1996). Varied cultural orientations among Chinese consumers may result in varied beliefs 

about purchasing luxury goods and thus varied purchase patterns for such goods. To 

succeed in the Chinese market, luxury goods companies must understand the cultural 

orientations of target consumers in that market and tailor marketing strategies accordingly. 

 

Information on luxury goods is limited in research literature (Beverland, 2004; Dubois & 

Duquesne, 1993; Vickers & Renad, 2003; Vigneron & Johnson, 1999). Despite the 

importance of the Chinese market for luxury products, research is scant on the luxury 

goods market in China and on Chinese consumers‟ behaviour regarding luxury goods. 

Two main factors may account for this lack of research. On one hand, practitioners in the 

luxury goods industry believe that “the golden rule for success in the luxury business is to 

be elegant, consistent and effective and don't ask consumers what they want but tell them 

what they should have" (Xiao, 2005). Few companies in the luxury goods industry 
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regularly investigate developments occurring in the marketplace for luxury goods 

(Dubois & Duquesne, 1993). On the other hand, luxury goods companies only recently 

made a dent in emerging consumer markets; hence, limited valid and reliable data are 

available on consumers of luxury goods in these markets. Research is warranted for 

developing an analytical framework to advance scholars‟ knowledge of purchasing 

behaviour regarding luxury goods in an emerging market like China and for helping 

practitioners develop marketing strategies suitable for these markets. The need for such 

research inspires the present study to explore consumer behaviour regarding luxury goods 

in China. 

 

No one study can address all the many questions that remain about luxury goods 

consumption. The present study focuses on the influence of Chinese consumers‟ cultural 

orientations on their beliefs about purchasing luxury goods and the factors that influence 

Chinese consumers‟ intentions to purchase luxury goods. 

1.2 RESEARCH OBJECTIVES 

The primary goal of this research is to examine the structure of Chinese consumers‟ 

cultural orientation, and to evaluate the underlying determinants that influence Chinese 

consumers‟ intention to purchase luxury goods, with the aim of developing a behavioural 

framework for analyzing and explaining consumer behaviour regarding luxury goods 

within a specific culture context. The specific objectives of the research are:  

 

 To probe whether Chinese consumers have a multidimensional cultural orientation. 

 To investigate the key factors determining consumers‟ intention to purchase luxury 

goods. 

 To examine the way in which cultural orientation influence Chinese consumer 

behaviour in terms of purchasing intention for luxury goods.  

 To examine the applicability and validity of theory of planned behaviour (Ajzen, 

1991) in explaining purchasing behaviour regarding luxury goods in the Chinese 

marketing environment;  

 To develop a specific behavioural framework to help scholars and marketers analyze 

and explain consumer behaviour regarding luxury goods.  
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1.3 RESEARCH QUESTIONS 

The objectives of this research prompt a number of intriguing research questions as 

follows. 

 Do consumers in China exhibit variation in cultural orientation, and what cultural 

orientations are salient among Chinese consumers? 

 What drives luxury goods consumers in China? What perceived values, motivations, 

and beliefs regarding luxury goods are held by these consumers? 

 To what degree does cultural orientation influence Chinese consumers‟ beliefs about 

purchasing luxury goods?  

 What are Chinese consumers‟ attitudes toward purchasing luxury goods? 

 What influence do significant references have on consumers‟ intentions to buy luxury 

goods?  

 What are the relative contributions of attitudes versus subjective norms to 

behavioural intentions to purchase luxury goods in the context of China‟s consumer 

market? 

 What variables, other than attitudes and subjective norms, contribute to predicting 

Chinese consumers‟ intentions to purchase luxury goods? 

 What are Chinese consumers‟ behavioural intentions to purchase luxury goods? 

1.4 OUTLINE OF THE THESIS  

The description of the research in the remainder of this thesis is divided into five chapters. 

The flow of the research and the basic structure of the thesis are illustrated in Figure 1.1.  

 

 

 

 

 

Figure 1.1: Flow of the Research 
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1: Introduction  

 2: Literature Review  

3: Research Methodology 

 Research background 
 Research objectives 
 Research questions 
 Assumptions, delimitations, and limitations 
 Organisation of the thesis 
 Chapter summary 

 Introduction 
 Luxury goods and the luxury market 
 Cultural orientations and consumer behaviour  
 Theory of reasoned action and theory of planned behaviour 
 Research hypotheses  
 Chapter summary 

 Introduction 
 Research design 
 Data collection method  
 Sampling strategy 
 Scale development 
 Questionnaire construction 
 Data analysis strategy 
 Conclusions 

4: Data Analysis 

 Introduction 
 Data analysis for pilot study 
 Data analysis for main study 
 Chapter summary 

5: Discussion and Conclusion 

 Introduction 
 Revisiting the Research Questions 
 Summary of Research Findings 
 Conclusions 
 Implications 
 Future Research Work 
 Chapter summary 
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1.5 RESEARCH JUSTIFICATION  

It is widely recognised that the Chinese market offers enormous long-term opportunities 

for luxury goods companies, but lack of familiarity with the market environment may 

hinder these companies‟ ability to tap the potential that exists. Understanding consumer 

behaviour regarding luxury goods is essential for a number of business activities, ranging 

from product development and branding strategies to communications management. 

Producers, retailers, and designers in the luxury goods industry need to understand 

consumers of these goods in order to benefit from the market growth trend. This 

necessitates proactive investigation of the purchase behaviour of target consumers in 

China to produce findings with significant implications for marketers currently operating 

in, or planning to enter, the Chinese market.  

 

On that account, the results of the present study provide valuable information for 

practitioners in the luxury goods industry. Not only does the study document the 

landscape and potential of the luxury goods market in China, but the results yield insights 

into consumer behaviour regarding luxury goods,  

 

The findings of this research challenge prior notions that Chinese people are universally 

categorized as collectivists. The study helps to advance the literature concerning Chinese 

culture by providing information about distinctions between horizontal and vertical 

cultural orientations and between individualist and collectivist cultural orientations. These 

findings can be applied to other domains of inquiry besides luxury goods consumption. 

 

This research is the first to employ consumer behaviour theories to analyze luxury goods 

consumer behaviour in the context of the Chinese market. The research includes the 

testing and interpretation of a theoretical model of consumer behaviour that scholars can 

apply in related empirical work.  In addition, the findings can be compared to those from 

research on luxury goods consumption in other emerging markets and in traditional ones. 

Thus, the project potentially has significant value in the area of research and in 

implications for global marketing of luxury goods.  
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Throughout most of human history, luxury goods consumption has been an important 

social practice. Berry (1994) suggested that the value attached to luxury is a crucial 

component of any society's self-understanding, therefore, research on luxury goods 

consumption not only advance knowledge of the luxury goods market, but also provides 

an outlook on Chinese culture and society. 

1.6 ASSUMPTIONS, DELIMIATIONS, AND LIMITATIONS  

At the outset of the research, it is important to articulate the assumptions, boundaries, and 

limitations. In view of the important roles played by consumers in an economy, this 

research focuses on building in-depth understanding of the purchase behaviour of 

relatively affluent consumers in urban areas of mainland China; thus, the research results 

may not be generalized to consumers outside mainland China, consumers in nonurban 

areas of China, or consumers with lower incomes. 

 

This study is designed to provide understanding and explanation of luxury goods 

consumer behaviour. The realm of luxury goods includes capital goods such as yachts, 

personal jets, luxury automobiles, and real estate; consumer services in high-end retail 

stores, hotels, and resorts; and champagne, wines, and spirits as well as travel, exotic 

vacations, and credit cards and other financial services targeted at high-income 

consumers; however, the luxury goods of interest in this study are high-end personal 

fashion products including apparel, perfume, and accessories (handbags, shoes, watches, 

and jewellery). Future research could examine other product and service categories to 

generate an increased breadth of knowledge about the luxury goods market in China. 

 

A possible limitation of this study is that the questionnaire was written in English and 

then translated into Chinese to collect the data. Meanings of individual questions in the 

Chinese version might not be completely equivalent to the original English version. Back 

translation was performed to check the equivalence of meaning in the Chinese and 

English versions. After the back translation, adjustments were made to individual 

questionnaire items to make the meanings the same in the two versions.  
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1.7 CHAPTER SUMMARY  

This chapter laid the foundations for the thesis. The research background provides the 

practical implications which prompt this research to develop theoretical frameworks to 

address a central concern of Chinese consumers‟ purchasing behaviour regarding luxury 

goods. Upon the research objectives and questions, the research was justified, and the 

thesis structure was outlined as well as the research scope was set.  
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CHAPTER 2 LITERATURE REVIEW 

2.1 INTRODUCTION 

This chapter reviews the literature about the research problems to establish a theoretical 

foundation upon which research hypotheses can be built. This chapter begins with a 

review of meanings of luxury goods and an outlook of luxury goods industry and 

consumer market. This is followed by Section 2.4, in which the literature on culture, 

consumer behaviour, and luxury goods consumption is reviewed. Cultural orientation, as 

a multidimensional construct, may influence consumer behaviour regarding luxury goods. 

Luxury goods consumption in Chinese context is especially discussed in this section. In 

Section 2.5, both the theory of reasoned action and the theory of planned behaviour are 

reviewed in order to achieve a comprehensive and evolutional theoretical review. These 

two theories are confirmed in a subsequent review of the extant empirical research on the 

issues including general social behaviour research, consumer behaviour research and 

studies in the context of non-Western culture. Finally, research hypotheses are proposed 

in Section 2.6, based on the relevant literature review. 

2.2           LUXURY GOODS AND THE LUXURY MARKET 

2.2.1        Meaning of Luxury Goods 

When consumers think of luxury goods or when practitioners and researchers conduct 

studies on these goods, particular features of luxury brands may come to mind. Luxury 

goods, such as Cartier watches, Hermès handbags, and Chanel suits, share characteristic 

features that include high price, superb quality, aesthetic design, heritage, reputation, 

exclusivity, desirability, inaccessibility, and clear reflection of personality (Dubois & 

Duquesne, 1993; Nueno & Quelch, 1998). Some researchers have delineated luxury 

goods by comparing characteristics of these goods to characteristics of mass consumption 

goods. For instance, Riley, Lomax, and Blunden (2004) enumerated various features that 

differentiate fast moving consumer goods (e.g., Dove soap) from luxury goods (e.g., 

Christian Dior fragrance). According to Riley et al., luxury goods are targeted at niche 

http://www.hermes.com/
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market segments and have exclusive distribution, but mass goods are mass marketed and 

distributed; consumers usually give priority to functionality and price when buying mass 

goods, whereas consumers are influenced mainly by prestigious names and status when 

making purchase decisions for luxury goods; personal relationships with mass goods 

consumers are forged at the point of sale, whereas after-sale services are crucial for 

luxury goods; the success of mass brands often arises from embodying the latest 

technology, whereas craftsmanship and heritage are inherent in luxury brands. Such 

comparison of characteristics provides clues for identifying luxury goods, but delineation 

of luxury goods in terms of characteristics is inadequate and somewhat outdated because 

the values that stem from the intrinsic features of luxury goods keep evolving with time 

(Djelic & Ainamo, 1999). 

 

Diverse disciplines have provided differing perspectives on luxury goods. For example, 

economists define luxury goods as goods for which demand increases more than 

proportionally as income rises; that is, luxury goods have high income elasticity of 

demand. In contrast, necessities, or normal goods, are goods for which demand increases 

less than proportionally as income rises. Economists‟ “objective” criteria for identifying 

luxury goods has not gained acceptance by marketing researchers and practitioners out of 

belief in the need for a definition of luxury goods from a marketing point of view; 

however, the authors of a number of papers in the marketing field have criticized the lack 

of research to develop a marketing definition of luxury goods (e.g., see Beverland, 2004; 

Dubois & Laurent, 1996; Vichers & Renand, 2003). Authors such as Phau and 

Prendergast (2000) have noted that the perception of what constitute luxury goods is 

subjective. Thus, individuals form their own understanding of the meaning of luxury 

goods according to their relationships with each other (Vigneron & Johnson, 1999). A 

particular good may be a luxury for one person but a necessity for another, as 

demonstrated in a study by Hauck and Stanforth (2007). In addition, the concept of 

luxury goods varies from society to society (Kemp, 1998), making it difficult to articulate 

a universal definition of luxury goods in the marketing literature. 

 

Despite the difficulty in defining luxury goods, the concept is so essential to marketing 

research and practice that several researchers have expended great effort on this issue. 

Phau and Prendergast (2000) posited five factors necessary to incorporate in a 

http://en.wikipedia.org/wiki/Demand
http://en.wikipedia.org/wiki/Income_elasticity_of_demand
http://en.wikipedia.org/wiki/Income_elasticity_of_demand
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comprehensive definition of luxury goods: evoking exclusivity; having a well-known 

brand identity; enjoying high brand awareness and perceived quality; and retaining sales 

levels and customer loyalty. Seringhaus (2005) argued that luxury brands combine a 

synthesis of emotion: image and personality; congruity with self-concept; and 

communication of these concepts symbolically in brand identity. These ideas provide an 

outlook for understanding the marketing meaning of luxury goods, but they do not 

provide a sound basis for empirical measurement of luxury goods. Beverland (2004, p. 

463) remarked that some of these ideas “appear to only scratch the surface” for 

formulating a definition of luxury goods. 

 

The body of marketing research shows attempts to identify luxury goods by applying 

multidimensional models (e.g., see Dubois & Duquesne, 1993; Vickers & Renand, 2003; 

Vigneron & Johnson, 2004; Wiedmann et al., 2007). Vickers and Renand proposed a 

three-dimensional model grounded in consumer behaviour literature to differentiate 

luxury and non-luxury goods. These researchers recommended the conceptualization of 

both luxury and non-luxury goods on the basis of functional, experiential, and 

interactional symbolic dimensions, but they emphasized that luxury goods are higher in 

the personal and social identity, characterised by experientialism and symbolic 

interactionism dimensions, whereas non-luxury goods score higher in the functional 

dimension. Experiential symbolism provides consumers sensory pleasure and cognitive 

stimulation; symbolic interactionism satisfies consumers‟ needs for self-enhancement and 

identity. Nueno and Quelch (1998, p. 62) echoed these propositions in saying that “luxury 

brands are those whose ratio of functional utility to price is low while the ratio of 

intangible and situational utility to price is high.” Luxury goods deliver not only tangible 

meaning but also intangible representations by which consumers can satisfy not only 

material needs but also symbolic needs (Djelic & Ainamo, 1999; Wiedmann et al., 2007). 

Wiedmann et al. (2007) opined that luxury goods consumption can be understood as a 

special transnational type of culture. 

 

The conceptual dimensions of the model by Vickers and Renand (2003) are in line with a 

framework proposed by Vigernon and Johnson (1999). Vigernon and Johnson stated that 

consumers develop their perceptions of luxury goods on the basis of object properties 

(e.g., best quality), interactions with other people (e.g., aspired and/or peer reference 
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groups), and hedonic values (e.g., sensory beauty). Vigernon and Johnson integrated the 

existing knowledge of luxury goods and proposed five perceived values exhibited in these 

goods, labelled perceived conspicuous value, perceived unique value, perceived social 

value, perceived hedonic value, and perceived quality value. The first three values are 

influenced by interpersonal effects, and the other two values are based on personal effects. 

 

Although a universally recognized definition for luxury goods does not yet exist in the 

marketing literature, this literature shows agreement that luxury goods carry both private 

value and social codes (Štrach & Everett, 2006) but apart from any functional utility 

(Bhat & Reddy, 1998; Vigneron & Johnson, 2004). Luxury goods are viewed as symbols 

of personal and social identity (Vickers & Renand, 2003), and consumer behaviour 

regarding luxury goods is the result of motives of sociability and self-expression 

(Vigneron & Johnson, 1999, 2004). Therefore, research on consumer purchasing 

behaviour regarding luxury goods should be conducted under the assumption that 

consumers can gain both “inner” experience value and “external” social status by 

purchasing luxury goods. 

2.2.2       Luxury Goods Consumption  

Consumer behaviour regarding luxury goods is thus the results of multiple motivations, 

i.e., three types of interpersonal effects on luxury goods consumption, namely Veblen 

effect, snob effect, and bandwagon effect, and two types of personal effects, namely the 

hedonic effect, and perfectionism effect (Vigneron & Johnson, 1999). Correspondingly, 

consumers may believe they can gain five values by purchasing luxury goods, i.e., 

perceived conspicuous value, perceived unique value, perceived social value, perceived 

hedonic value, and perceived quality value. Vigneron and Johnson (1999 & 2004) 

provided the conceptual definitions of the values of purchasing luxury goods as follows. 

This thesis was to develop scales to measure the beliefs of purchasing luxury goods. 

Herein lies the necessity to review the conceptual definitions of the values of purchasing 

luxury goods and the previous studies on scale development to measure these values. 

 

 

 Perceived conspicuous value 
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Perceived conspicuous value of luxury goods refer to the notion that the consumption of 

luxury goods is viewed as a signal of status and wealth, and whose price, expensive by 

normal standards, enhances the value of such a signal (Vigneron & Johnson, 1999). 

Social status associated with luxury goods is an important factor in conspicuous 

consumption. Vigneron and Johnson (2004) developed a semantic differential scale to 

measure the perception of luxury brands. They used the words “conspicuous”, “elitist”, 

“extremely expensive”, and “for wealthy” to delineate conspicuous perception.   

 

 Perceived unique value 

Perceived unique value refers to the concept that consumers purchase luxury good to 

express a need for uniqueness to enhance self-image and social image by adhering to 

one‟s personal taste, or breaking the rules, or avoiding similar consumption (Vigneron & 

Johnson, 1999). If virtually many people own a particular luxury brand it is by definition 

not prestigious for the consumers who desire unique value of luxury goods consumption. 

Vigneron and Johnson (1999) summarized that the consumers who emphasize unique 

value may purchase new luxury product which is just launched in order to take advantage 

of the limited number of consumers; or they may reject a particular product when it is 

seen to be consumed by the general mass of people. Vigneron and Johnson (2004) used 

the words “very exclusive”, “precious”, “rare”, “and “unique” to delineate unique 

perception.  

 

 Perceived social value  

Perceived social value is that consumers use luxury goods to conform with prestige 

groups and/or to be distinguished from non-prestige reference groups (Vigneron & 

Johnson, 1999). Consumers who emphasize perceived social value of luxury goods desire 

to conform to affluent lifestyles and/or to be distinct from non-affluent lifestyles, and thus 

purchase luxury goods to enhance their self-concept and replicate stereotypes. They 

regard their possessions as part of their identity. Social referencing and the construction 

of one‟s self appears to determine luxury consumption for consumers who pursue social 

value. Vigneron and Johnson (2004) used the words “leading”, “very powerful”, 

“rewarding”, and “successful” to delineate social perception.  

 



 

 

15 

An array of studies has attempted to develop scale to measure the interpersonal influence 

on luxury goods consumption, focusing mostly on the social effects associated with 

consumer behaviour. On the basis of literature review, Eastman, Goldsmith, and Flynn 

(1999, p. 42) define status consumption as “the motivational process by which individuals 

strive to improve their social standing through the conspicuous consumption of consumer 

products that confer and symbolize status both for the individual and surrounding 

significant others.” Eastman et al. (1999) developed a self-report scale of status 

consumption based on this definition. They conducted six studies to purify the 

unidimensional construct scale.  Finally the five-item scale was developed for measuring 

status consumption: “I would buy a product just because it has status”, “I am interested in 

new products with status”, “I would pay more for a product of it had status”, “the status 

of a product is irrelevant to me”, and “a product is more valuable to me if has some snob 

appeal”. This five-item unidimensional scale demonstrates internal consistency, validity 

and freedom from response bias.  

 

Marcoux, Filiatrault, and Chréon (1997) developed an 18-item scale to examine 

conspicuous consumption among young urban educated Polish consumers. The result of 

factor analysis in their study showed that conspicuous consumption consists of five 

factors: (a) materialistic hedonism, which measures the information acquisition and 

pleasant aspects of consumption. This construct includes the items “people buy Western 

products to enhance their image”, “people buy Western products for uniqueness, to have 

products others do not own”, “people buy Western products to be fashionable”, “by using 

Western products people intend to please others”, “people using Western products feel 

more important”; (b) communication of belonging to/dissociation from a group 

accounting, which consists of the items “people want to have Western products owned by 

their friends and colleagues”, “people want to have Western products owned by their 

neighbours”, “people want Western products owned by everybody”, and “people buy 

Western products to show off, to be noted”; (c) status demonstration. Marcoux et al. 

(1997) used success, wealth, and prestige to measure status demonstration, thus the items 

include “Western products are social status symbols”, “Western products are a symbol of 

success and prestige” and “Western products mean wealth”; (d) interpersonal mediation, 

which is measured by the items “people using Western products increase their own value 

from the point of view of others”, “people using Western products are more attractive 
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than others”, “use of Western products allows popularity among friends and colleagues”, 

and “using Western products induces respect from others”; and (e) ostentation. The items 

measuring ostentation are “if people could afford it, only Western products would be 

bought” and “people buy Western products only because they are more expensive than 

Polish products”. These five factors explain total 64.3 percent of the variance. 

Materialistic hedonism accounts for 34.0% of variance, and communication of belong 

to/dissociation from a group accounts for 10.2% of variance, followed by status 

demonstration which accounts for 7.5% of variance, interpersonal mediation accounting 

for 6.4% of variance and ostentation account for 6.2% of variance. Marcoux et al. (1997) 

used these 18 items in the study to measure interpersonal effects of Western products 

consumption which includes conspicuous value, unique value and social value, though 

they call these effects “conspicuous consumption”.  

 

O‟Cass and McEwen (2004) as well as O‟Cass and Frost (2002) adopted the scale 

developed by Marcoux et al. (1997)  and the scale developed by Eastman et al. (1999) to 

explore consumer status and conspicuous consumption. However, O‟Cass and McEwen 

(2006) argue that status consumption and conspicuous consumption are related constructs 

but separate. Their study examined the theoretical and empirical separation of consumers‟ 

status consumption and conspicuous consumption. The findings indicate that status 

consumption and conspicuous consumption are distinct constructs, but both conspicuous 

consumption and status consumption were affected by interpersonal influences. In the 

study of O‟Cass and McEwen (2006), the status consumption scale contains items that 

represent the degree to which the consumer is predisposed to consume for status: “symbol 

of success”, “symbol of prestige”, “indicate wealth”, “indicate achievement”, “interested 

in status”, “status is important to me”, and “status enhances my image”; the conspicuous 

consumption scale contains items: “noticed by others”, “presence of others”, “gain 

respect”, “popularity”, “show who I am”, and “seen using it”. The confirmatory factor 

analysis results of the two-factor model indicate that the factor loadings range from 0.43 

to 0.90, explaining 72 per cent of the variance in status and conspicuous consumption.  

The fit indices in their study indicate that the single-factor model does not fit the data as 

well as the two factor model, i.e., status and conspicuous consumption are separate 

constructs. 
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 Perceived hedonic value 

Perceived hedonic value is emphasized by the consumers who desire the subjective 

intangible benefits such as sensory gratification, sensory pleasure, and aesthetic appeal 

when purchasing luxury goods (Vigneron & Johnson, 1999). Therefore, people who 

relate to personal values depend upon the individual alone for fulfilment, such as self-

respect. They are not susceptible to interpersonal influence when making purchasing 

decision. Vigneron and Johnson (2004) used the words “exquisite”, “glamorous”, and 

“stunning” to delineate hedonic perception.  

 

 Perceived quality value 

Consumers value the perceived utility acquired from luxury goods to suggest superior 

product quality and service (Vigneron & Johnson, 1999). Therefore, consumers who 

emphasize quality value tend to perceive that luxury goods compared to non-luxury 

goods have better characteristics such as technology, design, and craftsmanship etc. 

These consumers may represent perfectionist types of consumers. Vigneron and Johnson 

(2004) used the words “crafted”, “luxurious”, “best quality”, “sophisticated”, and 

“superior” to delineate quality perception.  

 

Tsai (2005) conducted an empirical study on the impact of personal orientation on luxury 

goods purchase based on the conceptual model proposed by Wong and Ahuvia (1998), in 

which Tsai (2005) developed scales to measure self-directed pleasure and quality. Tsai 

(2005) tested by data collected across the regions of Asia Pacific, Western Europe and 

North America, the reliability and validity of these multi-item scales were examined and 

confirmed. Tsai (2005) designed four statements like “I incline to concentrate 

consumption on my own pleasures instead of others, so I consider only buying a luxury 

brand to satisfy my own pleasure”, “I buy a luxury brand only because it is pleasant to me, 

so I do not care about whether it pleases others”, “luxury brands are one of the sources for 

my own pleasure without regard to the feelings of others” and “I can enjoy luxury brands 

entirely on my own terms no matter what others may feel about them” to examine self-

directed pleasure. The four statements “the product quality superiority is my major reason 

for buying a luxury brand”, “I place emphasis on the quality assurance over prestige when 

considering the purchase of a luxury brand”, and “I incline to evaluate myself the 

substantive attributes and performance of a luxury brand rather than listening to others‟ 
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opinions”, as well as “the luxury brand preferred by many people but that does not meet 

my quality standards will never enter into my purchase consideration” were used to assess 

the quality concern when purchasing luxury goods”. In Tsai‟s (2005) study, the 

Cronbach's α of the items to measure self-directed pleasure and quality were above 0.71, 

and both convergent and discriminant validity of the measurement scale was also 

confirmed. 

2.2.3       Outlook on the Luxury Goods Industry and Consumer Market 

This thesis focuses only on the fashion sector of luxury goods; therefore, this review of 

the evolution of luxury goods industry and consumer market concentrates on these types 

of goods. 

 

Throughout most of human history, luxury goods consumption has been an important 

social practice (Berry, 1994). This phenomenon can be traced back hundreds of years 

(Yeoman & McMahon-Beattie, 2006). The luxury goods industry has evolved over time, 

and particularly during the last few decades has undergone substantial change (Djelic & 

Ainamo, 1999). 

 

The modern luxury fashion industry originated in France when Charles Frederick Worth 

arrived in Paris and invented haute couture in 1858 (Crane, 1997; Djelic & Ainamo, 

1999). Traditional craft techniques, the core of the identity of an haute couture house, 

dominated the industry. The success of an haute couture house depended on the talent of 

a designer who at least partially owned the house. Europe‟s industrialization and 

advancement in manufacturing techniques bolstered the development of the fashion 

industry in the nineteenth century. That period gave rise to the launch of many luxury 

brands, some of which still exist and are well known by people today, such as Cartier, 

founded in Paris in 1847 by Louis-François Cartier, and Louis Vuitton, created by Louis 

Vuitton in 1854 (Okonkwo, 2007).  

 

The made-to-order clothes produced by haute couture houses served a small, 

homogeneous clientele, drawn mostly from the aristocracy and upper class (Djelic & 

Ainamo, 1999). Thorstein Veblen, in his 1899 book The Theory of the Leisure Class, 

http://en.wikipedia.org/wiki/Paris
http://en.wikipedia.org/wiki/1847
http://en.wikipedia.org/w/index.php?title=Louis-Fran%C3%A7ois_Cartier&action=edit&redlink=1
http://en.wikipedia.org/wiki/Thorstein_Veblen
http://en.wikipedia.org/wiki/The_Theory_of_the_Leisure_Class
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coined the term “conspicuous consumption” to describe the consumption of luxury goods 

and services by the upper class for the primary purpose of displaying wealth and social 

status. French haute couture developed under a highly stable environment of demand for 

its services, with Paris remaining in the leadership position until the 1960s. 

 

From the late of 1960s, however, environmental changes, such as technological 

transformations, market globalization, and evolution of consumer markets, put pressure 

on traditional haute couture houses (Djelic & Ainamo, 1999).  Italian and American 

companies entered the luxury fashion industry.  The new entrants produced ready-to-wear 

clothes that were unlike the made-to-order garments for particular customers still being 

emphasized by French haute couture houses (Crane, 1997). Italian and American 

companies not only considered the design and quality of their products, but also took into 

account consumers‟ needs (Djelic & Ainamo, 1999). They discarded “the premise of 

telling consumers what they should have rather than asking them what they want” 

(Summers, Belleau, & Xu, 2006, p. 406), bringing about a redefinition of the relationship 

between producers and consumers and contributing significantly to restructuring the 

luxury fashion industry. 

  

A traditional haute couture house was usually owned entirely by the founding family and 

run by its designer (Crane, 1997); however, the changes in the business environment from 

the late 1960s led many luxury fashion companies to adopt new management practices 

and organizational structures. A number of mergers, acquisitions, and new alliances 

among companies occurred near the end of the twentieth century. For example, Louis 

Vuitton Moët Hennessy (shortened to LVMH) was formed through mergers that first 

brought together Moët et Chandon, a champagne producer, and Hennessy, a leading 

cognac manufacturer, and then in 1987, added Louis Vuitton, a fashion house, to form the 

current group. LVMH is currently one of the world's largest luxury goods conglomerates 

with a portfolio that includes luxury fashion houses, such as Givenchy, Kenzo, Christian 

Lacroix, Celine, and Christian Dior, a number of companies producing luxury perfumes, 

wines, or spirits, as well as select retail and distribution companies (Djelic & Ainamo, 

1999). As of 2000, LVMH owned 46 different luxury brands that accounted for 15% of 

the sales in the $68 billion global luxury goods market (Aït-Sahalia, Parker, & Yogo, 

2004). The success of LVMH has inspired and influenced other companies (Vickers & 

http://en.wikipedia.org/wiki/Mo%C3%ABt_et_Chandon
http://en.wikipedia.org/wiki/Champagne_%28wine%29
http://en.wikipedia.org/wiki/Hennessy
http://en.wikipedia.org/wiki/Louis_Vuitton
http://en.wikipedia.org/wiki/Luxury_goods
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Renand, 2003). Luxury conglomerates that compete with LVMH today include PPR 

(Pinault-Printemps-Redoute), which owns Gucci Group and Yves Saint Laurent, 

Richemont, which owns Cartier, Piaget, and Chloé, Prada Group, which owns Prada and 

Miu Miu, and others. Changes in management have strengthened luxury brands‟ equity 

for the companies that own them (Okonkwo, 2007). In an analysis of eight business 

sectors in 1998, McKinsey & Co. estimated the global luxury goods market at more than 

$90 billion (Vickers & Renand, 2003).  

 

The consumer market has undergone transformation since the late 1960s (Okonkwo, 

2007). The traditional clientele of haute couture houses has gradually declined in size. 

Meanwhile, economic, social, and technological changes have allowed and fostered the 

accumulation of vast wealth by a different sizeable group (Okonkwo, 2007) who provides 

a ready market for luxury goods as a result of their large discretionary income and 

spending power (Silverstein, Fiske, & Butman, 2005). Okonkwo (2007) noted two major 

luxury goods market segments currently. One is a small set of traditional luxury goods 

consumers who still hold the traditional branded goods in high esteem, and the other is a 

large consumer segment who appreciates a broader set of luxury goods, including those 

with traditional brands and new luxury brands. 

  

Rapid expansion in recent years in the number of consumers able to purchase luxury 

goods has been called the “democratisation” of luxury goods (Ernst & Young, 2005; 

Okonkwo, 2007; Vickers & Renand, 2003). The “democratisation” of luxury goods not 

only provides enormous business opportunities but also poses notable challenges for 

luxury goods companies (Tsai, 2005).  A widening group of middle and upper middle 

class consumers has grown up with increasing wealth and a penchant for symbolic 

satisfaction. This group of consumers has characteristics, lifestyles, desires, and 

purchasing behaviour that differ from those of the traditional privileged clientele for 

luxury goods. The traditional clientele was drawn from the homogenous upper class that 

tended to clothe themselves with garments exclusively from particular couturiers (Crane, 

1997; Djelic & Ainamo, 1999); however, today‟s consumers of luxury goods are 

increasingly diverse, and many are not loyal to particular individual luxury brands.  

 

http://en.wikipedia.org/wiki/Piaget_SA
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Retaining the loyalty of luxury goods consumers is increasingly difficult. Today‟s 

consumers of luxury goods purchase and use the goods to exhibit personal and social 

identity through independent style rather than single brands (Okonkwo, 2007). In addition, 

today‟s reduced barriers to enter the luxury goods industry have led to great expansion in 

the number and variety of luxury products and brands and to intensified competition in 

the industry. As a result, consumers have increased choices in luxury products, shopping 

channels, and price levels (Okonkwo, 2007). Traditional haute couture houses, whose 

principal activity is producing made-to-order clothes for clients, have found that the past 

reliance on consumers‟ appreciation of products‟ intrinsic features to be successful may 

no longer apply (Djelic & Ainamo, 1999).  “Gone are the days when products were 

guaranteed to sell, provided that they were well-designed, expensive and branded as 

luxury” (Okonkwo, 2007, p. 60). Consumers are increasingly autonomous, demanding, 

heterogeneous, and sophisticated. Luxury goods companies that want to succeed in the 

modern highly competitive market environment need to understand consumers‟ 

purchasing behaviour and develop ways to satisfy consumers‟ multiple needs and exceed 

their expectations. A case study by Beverland (2004) showed that many luxury wine 

producers have tacitly practised marketing. One would think, therefore, that regular 

monitoring and analysis of the luxury goods industry and market are occurring (Vickers 

& Renand, 2003); however, little systematic research on this industry and market has 

been published in research literature or the business press (Beverland, 2004; Dubois, 

Czellar, & Laurent, 2005; Nueno & Quelch, 1998; Vickers & Renand, 2003; Vigneron & 

Johnson, 1999).  

 

Facing acute competition and the maturity of traditional markets, luxury goods companies 

are struggling to increase sales and shareholder returns (Beverland, 2004). One route 

luxury goods companies are taking to improve their competitiveness is expanding their 

markets geographically to exploit their international potential (Moore, et al., 2000). 

Transformation from private, family-owned firms to public companies is one of the forces 

behind this strategy, as stockholders often press for expansion from mature, saturated 

markets to new ones with promising growth potential. The luxury goods industry is now 

oriented toward global markets (Crane, 1997).  East Asia is currently the biggest market 

for luxury and prestige brands from the West (Wong & Ahuvia, 1998). Wong and Ahuvia 

noted that exports to Asia account for more than 50% of total turnover for LVMH, not 
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counting a sizable proportion of the company‟s sales to East Asian tourists. Luxury goods 

companies are also looking to emerging markets like China, Russia, and India for the 

immense growth opportunities they provide (Djelic& Ainamo, 1999; Nueno & Quelch, 

1998; Okonkwo; 2007; Silverstein, et al., 2005). Many luxury goods companies have 

launched expansion plans in these new markets. Tom Ford, one of the world's most 

influential designers, said, “This is the century of emerging markets.” (Thomas, 2007, p. 

300). 

 

China has had one of the fastest growing economies in the world since the late 1970s, and 

it is one of the biggest emerging markets for luxury goods and other types of products 

(Agarwal & Wu, 2004). The rapid growth of the Chinese economy has led to the 

development of a group of wealthy individuals in the society. According to official 

figures, China had 300 million millionaires in 2006 (Okonkwo, 2007, Thomas, 2007). 

These individuals have begun to move away from low-cost brands to upmarket luxury 

brands.  The number of Chinese consumers who can afford luxury goods is expected to 

reach 1.3 billion by 2012 (Okonkwo, 2007). China is now the world‟s largest market for 

cognac (Nueno & Quelch, 1998) and luxury watches (Okonkwo, 2007). Ernst & Young 

(2005) forecasted that Chinese consumers could account for 29% of all global luxury 

goods purchases by 2015. In addition, Chinese consumers are travelling much more than 

ever before, and about 80 per cent of luxury goods purchases by Chinese consumers are 

made while abroad (Okonkwo, 2007). According to Okonkwo (2007), the number of 

Chinese tourists travelling abroad rose from 20 million to 29 million between 2003 and 

2004, and the number is estimated to reach more than 100 million by 2015.  

 

Numerous business reports have highlighted the huge potential for luxury goods created 

by China's growing economy and burgeoning wealthy consumer group; however, many 

reports rely on at most some macro-economic statistics to support predictions of the 

potential and thus cannot be translated into actionable strategies. Further, little analysis 

has focused on challenges that luxury goods companies may encounter in the Chinese 

consumer market. The increasing importance of the Chinese consumer market has 

attracted the attention of academic researchers. After reviewing the theoretical and 

methodological development in consumer research on Greater China from 1979 to 1997, 

Sin and Ho (2001) concluded that, although research on Chinese consumer behaviour 
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remains a little explored area, such research may challenge existing consumer theories 

derived largely from research in the West. 

 

Cultural differences, demographic diversity, and disparities in purchasing power and 

behaviour in China may present challenges for luxury goods companies operating there 

(Cui & Liu, 2000). Wong and Ahuvia (1998) pointed out that the consumers in different 

cultures may buy the same luxury products, but not for the same reasons. Dubois et al. 

(2005) investigated attitudes toward luxury in 20 countries and found that respondents in 

19 countries with individualist societies share a common cultural definition of luxury, but 

respondents in Hong Kong, where collectivist culture predominates, had a different 

definition of luxury. Affluent consumers in China may be quite different from their 

counterparts in the traditional luxury goods markets. Marketing strategies applied 

successfully in traditional luxury goods markets may be unsuccessful in China. It is 

crucial, therefore, to understand consumers‟ purchase behaviour regarding luxury goods 

in the context of Chinese culture and ultimately develop a framework that can help luxury 

goods companies leverage marketing opportunities in China. 

2.3           CULTURAL ORIENTATION AND CONSUMER BEHAVIOUR 

2.3.1        Culture and Consumer Behaviour 

“The Western rationality inherent in most consumer theories needs to be reinterpreted 

through the eyes of Eastern reality” (Wong & Ahuvia, 1998, p. 436).  

 

In America, "the squeaky wheel gets the grease; in Japan, "the nail that stands out gets 

pounded down” (Markus & Kitayama, 1991, p.224). Child-rearing patterns in 

individualistic cultures tend to emphasize self-reliance, independence, and self-

actualization. On the contrary, child rearing in collectivistic cultures tends to emphasize 

the importance of the collective self (Triandis, 1989). Undoubtedly, the culture in which 

an individual is raised influences his or her behaviour. 

 

The study of consumer behaviour historically focused on individual differences, but 

researchers have found that environmental influences such as culture not only affect how 
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individuals make purchasing decisions, but also serve as a basis for marketing strategies   

(Blackwell, Miniard, & Engel, 2001). A number of empirical studies reveal that culture 

deeply influences consumer behaviour (e.g., see Chung & Pysarchik, 2000; Kim, 

Forsythe, Gu, & Moon, 2002; Yau, 1994). The influence of culture is so essential that 

Mooij (2004) suggested the treatment of cultural values as integral to the consumer, not 

as an environmental factor. 

 

Culture influences consumer behaviour broadly and deeply (Kotler, 1994). Culture affects 

the cognition processes of human beings. Individuals interpret a product and then form 

judgments according to beliefs, values, and norms they learn in the culture in which they 

reside. Although consumers nowadays, whether in Western countries or Eastern countries, 

may drive the same cars, wear the same fashions, and watch the same television programs 

and films, people in different societies may not consume these products and services for 

the same reasons (Mooij, 2004). The products and services may not have the same social 

meanings in different societies (Schütte & Ciarlante, 1999; Wong & Ahuvia, 1998). 

Consumers‟ product purchases are motivated not only by attributes of the products, but 

also by culturally based meanings embodied in the products and consumption behaviour 

(Schütte & Ciarlante, 1999). An American consumer may buy a Prada handbag to set 

herself or himself apart as wealthy and successful, but a Japanese consumer may buy the 

same handbag to conform with peers rather than to set herself or himself apart (Schütte & 

Ciarlante, 1998).  

 

The concept of “culture” has been defined in a variety of ways. The various definitions 

reflect theories that emphasize different aspects of culture. Kroeber and Kluckhorn (1952), 

in their classic review of literature on culture, reported 164 definitions of culture and 

classified them into seven categories. On the basis of an analysis of these concepts of 

culture, Kroeber and Kluckhorn (1952) identified the central idea of culture as the 

following. 

 

"Culture consists of patterns, explicit and implicit, of and for behavior acquired 

and transmitted by symbols constituting the distinctive achievement of human 

groups, including their embodiments in artifacts; the essential core of culture 

consists of traditional (i.e., historically derived and selected) ideas and especially 

http://www.amazon.com/exec/obidos/search-handle-url?%5Fencoding=UTF8&search-type=ss&index=books&field-author=Hellmut%20Sch%C3%BCtte
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their attached values; culture systems may, on the one hand, be considered as 

products of action, on the other as conditioning elements of further action" 

(Kroeber & Kluckhorn, 1952, p. 181).  

 

Culture is a dynamic force resulting from interaction of humans with their environment 

(Manrai & Manrai, 1996). Culture, as “the collective mental programming of the people 

in an environment” (Hofstede, 1991, p. 5), includes shared beliefs, attitudes, norms, roles, 

and values found among the people who live during the same historical period in a 

specific geographic region (Mooij, 2004). Thus, culture is not a characteristic of 

individuals; rather it affects individuals‟ psychological processes, which in turn influence 

behaviour. 

 

Value is the core element of culture (Hofstede, 2001). People‟s attitudes derive from their 

values and hence are connected with culture (Mooij, 2004). Behaviour is driven by 

attitudes (Adler, 1997), which are functions of beliefs about consequences of action 

(Mooij, 2004). The most broadly known model of the relationship between attitude and 

behaviour is the theory of reasoned action (Mooij, 2004). Figure 2.1 illustrates the 

influence of culture on behaviour.  

 

Figure 2.1: Influence of Culture on Behaviour 

 
(Source: Adler, 1997) 

 

Considering the discrepancies between cultures, the validity of theories and research 

findings developed in the Western cultural context is doubted when applied directly in 

non-Western cultures. Existing consumer theory is steeped in Western cultural values, 

making it necessary to study the influence of collectivism on consumption if one seeks to 

understand consumption from a more global perspective (Wong & Ahuvia 1998). Manrai 

and Manrai (1996) recommended research on non-Western consumer behaviour to 
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examine the empirical validity of existing theories of consumer behaviour developed 

mostly in Western countries. They further recommended that studies performed with 

Western respondents should be replicated in non-Western countries, accounting for any 

differences in results due to cultural factors.   

2.3.2       Dimensions of Culture 

In order to study the influence of culture on consumption, culture needs to be unbounded 

into meaningful dimensions (Tse, 1996). Hofstede (1991; 2001) characterized culture as 

the collective programming of the mind that distinguishes members of one group or 

category of people from another. He analyzed a large body of survey data about cultural 

values of individuals who worked in local subsidiaries of a large multinational 

corporation, IBM. On the basis of the results, he developed a model of five dimensions of 

culture: power distance; individualism/collectivism; masculinity/femininity; uncertainty 

avoidance; and long-term orientation. Together with national wealth, the cultural 

dimensions identified by Hofstede can explain more than one-half of the differences in 

consumption and consumer behaviour between people of different countries (Mooij, 

2004). 

 

A number of scholars have suggested that individualism/collectivism dimension is the 

major dimension of culture that explains similarities and differences in the behaviour of 

consumers in different countries (e.g., see Hofstede, 1991, 2001; Triandis, 1989, 1990, 

1995). Researchers have acknowledged that both collectivism and individualism exist in 

all cultures, but one of these prototypes tends to predominate in any one culture 

(Gudykunst & Ting-Toomey, 1988; Kapoor, Hughes, Baldwin, & Blue, 2003; Kluckhohn 

& Strodtbeck, 1961; Ting-Toomey, 1988; Triandis; 1995). 

 

Hofstede (1991, p. 51) made the following distinction between individualism and 

collectivism: “Individualism pertains to societies in which the ties between individuals 

are loose: everyone is expected to look after himself or herself and his or her immediate 

family. Collectivism as its opposite pertains to societies in which people from birth 

inwards are integrated into strong, cohesive ingroups, which throughout people‟s lifetime 

continue to protect them in exchange for unquestioning loyalty.”  
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Triandis (1995) called individualism and collectivism “cultural syndromes” that reflect 

shared attitudes, beliefs, categorizations, norms, roles, and values. On the basis of 

previous studies on culture, Triandis (1995) argued that individualism and collectivism 

can be defined by four traits: the definition of the self, which can be independent or 

interdependent; personal goals that can have priority over in-group goals or vice versa; 

emphasis on rationality as opposed to relatedness; and the importance of attitudes and 

norms as determinants of social behaviour. In individualism, the self is viewed as 

independent of others; in collectivism, the self is viewed as interdependent with others. 

Individualism holds that the self is a unique entity, whereas collectivism focuses on the 

self embedded in group memberships (Triandis, 1988). Collectivism focuses on 

community and society and gives priority to group goals over individual goals (Ratner & 

Hui, 2003), whereas individualism emphasizes consequences of behaviours for one‟s 

personal goals (Triandis, 1988). In individualist cultures attitudes are more important than 

norms, but in collectivist cultures norms have more weight than attitudes. Table 2.1 

summarizes the characteristics of individualist and collectivist cultures. 

 

Table 2.1: Characteristics of Individualist and Collectivist Cultures 

 Collectivism Culture Individualism Culture 

Definition Collectivism pertains to societies in which 

people from birth onward are integrated 

into strong, cohesive in-groups. 

Individualism pertains to societies in 

which the ties between individuals are 

loose. 

Differences Goals of individuals are subordinated to 

the collective‟s goals. 

Goals of collectives are subordinated to 

the individual‟s goals. 

Aspects of the 

self 

 

 

Connected with social context, flexible 

and variable. External, public (statuses, 

roles, relations) 

Separate from social context, constant and 

stable. Internal, private (abilities, thoughts, 

feelings) 

Key tasks: belong, fit in, occupy one‟s 

proper place, engage in appropriate action, 

be indirect – “read other‟s mind.” 

Key tasks: be unique, express self, realize 

internal attributes, be direct – “say what‟s 

on your mind.” 

Role of others: self-definition Role of others: self-evaluation 

Self-esteem depends on ability to adjust, to 

restrain self, to maintain harmony with 

social context. Negative emotions should 

be repressed 

Self-esteem depends on ability to express 

self, to validate internal attributes. 

Negative emotions should be expressed  

http://en.wikipedia.org/wiki/Community
http://en.wikipedia.org/wiki/Society
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Group 

membership, 

influences and 

interactions 

Membership in few “in-groups.”  Membership in many “in-groups.” 

Join and leave groups, and make friends 

slowly and with difficulty. Relative 

preference for long-term “deep” 

relationships. 

Join and leave groups, and make friends 

easily. Relative preference for short-term, 

“shallow” relationships. 

In-group norms and expectations have 

strong influence on attitudes and 

behaviour. 

In-group norms and expectations have 

weak influence on attitudes and behaviour 

Competition and conflict are rare among 

in-group members, relatively common 

without-groups. Acceptance of in-group 

power differences is high. 

Competition and conflict often occurs 

among in-group members. Acceptance of 

in-group power differences is low. 

Examples  Aisa; Africa; Middle East; Mexico; 

Central and South America. 

U.S.A.; Canada; Northern Europe (e.g., 

Great Britain, Germany); Australia. 

 

(Source: Hofstede, 1991; Watkins & Liu, 1996 ) 

 

Triandis (1995) noted that differences exist within individualistic or collectivistic cultures. 

For example, American individualism is different from Swedish individualism, and the 

collectivism of the Israeli kibbutz is different from Korean collectivism. U.S. 

individualism and Japanese collectivism may both emphasize competition and status 

whereas Swedish individualism and Israeli kibbutz collectivism may both stress equality 

(Triandis & Gelfand, 1998).  

 

Triandis (1995) and Singelis, Triandis, Bhawuk, and Gelfand (1995) therefore argued that 

individualism and collectivism are multidimensional constructs of cultures, not pure 

dichotomies.  Triandis (1995) further indicated that both individualism and collectivism 

may be either horizontal or vertical. In horizontal social relationships, one self is believed 

to be more or less like every other self. Conversely, in vertical social relationships one 

self is assumed to be fundamentally different from other selves. Individuals who are high 

on the vertical dimension emphasize hierarchy and accept social inequalities within in-

groups whereas individuals who are high on the horizontal dimension stress equality and 

believe that everyone should have equal rights and status. Singelis et al. (1995) and 

Triandis and Gelfand (1998) have argued that both individualism and collectivism may be 

horizontal or vertical. A relative emphasis on horizontal or vertical social relationships 

can distinguish various degrees of individualism and collectivism, giving rise to four 
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distinct patterns of individualism and collectivism: horizontal collectivism (HC), vertical 

collectivism (VC), horizontal individualism (HI), and vertical individualism (VI). 

 

According to Singelis et al. (1995) and Triandis and Gelfand (1998), vertical 

individualists are independent and perceive their selves as different from other selves. 

They desire to be distinguished from others and to acquire high status, and they like 

competition with others and desire to win in all kinds of competitions. Horizontal 

individualists are not interested in being distinguished from others or in having high 

status, although they are independent and want to be unique and highly self-reliant. They 

seek individuality rather than distinctiveness. Vertical collectivists submit to the norms of 

their in-groups and are willing to sacrifice their personal identities for the benefit of in-

group goals for the integrity of the in-group. They emphasize authority ranking. 

Horizontal collectivists do not submit easily to authority, although they stress the well 

being and common goals of their in-group and they are interdependent. Triandis (1995) 

and Triandis and Gelfand (1998) stated that the four cultural patterns are consistent with 

Rokeach's (1973) analysis of political systems in which the equality and freedom 

dimensions are used to classify countries. Table 2.2 summarizes the characteristics of the 

horizontal and vertical individualism and collectivism constructs (Triandis, 1995; 

Triandis & Gelfand, 1998).  

Table 2.2: Culture, Self, and Orientation 

Dimension Collectivism  Individualism  

Vertical self Self different from others Self different from others 

Fiske (1992) Communal sharing  Market pricing 

 Authority ranking Authority ranking 

Rokeach (1973) Low freedom High freedom 

 Low equality Low equality 

 Communalism (e.g., Indian village) Market democracy (e.g.,  U.S.A) 

Horizontal self Self same as others Self same as others 

Fiske (1992) Communal sharing Market pricing 

 Equality matching Equality matching 

Rokeach (1973) Low freedom High freedom 

 High equality High equality 

 Communal living (e.g., Israeli kibbutz) Democratic socialism (e.g., Sweden) 

 

(Source: Triandis, 1995; Triandis & Gelfand, 1998 ) 
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Singelis et al. (1995) developed a 32-item attitudinal measure of VI, HI, VC, and HC and 

tested the constructs on undergraduates in the continental United States and Hawaii. The 

measure fits reasonably well with the four-pattern model and had acceptable internal 

consistency. On the basis of the 32-item measure used by Singelis et al. (1995), Triandis, 

Chen, and Chan (1998) developed an alternative scale with 16 attitudinal items to 

measure the VI, HI, VC, and HC constructs. Triandis and Gelfand (1998) designed four 

studies to test the validity of the scale. In study 1, they tested the viability of the scale in a 

non-Western culture, Korea. The HC, VI, HI, and VC factors emerged in the results, 

providing further confidence in the viability of the horizontal and vertical distinction. 

Study 2 was designed to examine the degree of convergent and divergent validity of the 

construct measures through the use of a multitrait-multimethod analysis that included a 

set of scenarios in addition to the attitude items. The results indicate generally good 

convergent and divergent validity of the construct measures. Study 3 and study 4 were 

designed to examine how the VI, HI, VC, and HC meaures relate to earlier popular 

measures of individualism dimensions (competition, emotional distance, hedonism, and 

self-reliance) and collectivism dimensions (family Integrity, interdependence, and 

sociability). The results give further support to the distinctions among the four cultural 

patterns: vertical individualists stressed hedonism and competition more than did 

horizontal individualists; horizontal individualists scored high on self-reliance, but were 

not competitive; vertical collectivists scored especially high on family integrity and 

sociability but low on emotional distance from in-groups; and horizontal collectivists 

scored high on sociability and interdependence but not on family integrity. Study 2, study 

3, and study 4 were conducted using U.S. undergraduates sample. These four studies 

designed by Triandis and Gelfand (1998) generally support the convergent and divergent 

validity of the measures. In addition, 16-item scales that measure individualism and 

collectivism do not reflect one aspect of the constructs (for example, only emphasize 

horizontal aspects or vertical aspects), but stress both the horizontal and vertical aspects 

of the constructs.  

 

Researchers have conducted a number of studies to test the validity of the distinction 

among the four cultural patterns in the individualism and collectivism typology (e.g., see 

Oishi, Schimmack, Diener, & Suh, 1998; Singelis, et al., 1995; Triandis, Chen & Chan, 

1998; Triandis & Gelfand, 1998). The results of all these studies indicate convergent and 
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divergent validity of the four patterns. Additionally, cross-cultural studies to examine the 

four constructs of individualism and collectivism have indicated that the distinct patterns 

are not only relevant to Western contexts, but also valid in non-Western cultures. 

 

Soh and Leong (2002) employed the 16-item scale developed by Triandis and Gelfand 

(1998) to determine the cross-cultural validity of the vertical and horizontal individualism 

and horizontal and vertical collectivism constructs at the individual level of analysis 

among U.S. and Singapore students. Their findings showed that the four patterns were 

validly measured and that the cross-cultural validity of the structure and individualism–

collectivism dimension of the constructs was supported.   

 

Chiou (2001) investigated the strength of the four cultural patterns among college 

students in the United States, Taiwan, and Argentina, and found that the Taiwanese and 

Argentine samples were more vertically collectivist than the U.S. sample. The U.S. and 

Taiwanese samples were more vertically individualistic than the Argentine sample. The 

U.S. sample was more horizontally individualistic than the Argentine sample, which in 

turn was more horizontally individualistic than the Taiwanese sample. Chiou (2001) thus 

suggested that it may be too simplistic to categorize Taiwan as a collectivist society and 

the United States as an individualistic society because collectivism and individualism 

seem to have vertical and horizontal dimensions. Chiou further noted that the 

development of a market economy in a society is somehow related to the VI tendency of 

its people, a point that is consistent with an argument of Triandis, Chen, and Chan (1998). 

 

To measure horizontal (H) and vertical (V) individualism (I) and collectivism (C) across 

cultures with university samples in Illinois and Hong Kong, Triandis, Chen, and Chan 

(1998) used scenarios that were designed to cover a wide range of social situations often 

found among university students. Their results show that the Illinois sample favoured HI 

the most, followed by HC; the Hong Kong sample favoured HC the most, followed by HI; 

and the average percentages favouring VI were nearly equal between the Illinois and  

Hong Kong samples. A possible explanation offered for the unexpected results for the 

Hong Kong sample was that economic development had led to increased competitiveness 

and individualistic nature among Hong Kong people.  
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College-student samples have been used in many cross-cultural studies on the four 

cultural patterns of individualism and collectivism (e.g., see Chiou, 2001; Triandis, Chen, 

& Chan, 1998; Triandis & Gelfand, 1998). College students are a select group and often 

homogeneous across cultures. It can be argued that students are not representative of the 

whole cultures from which they come, which might influence the measure of cultural 

orientation. In a study in which Triandis and Gelfand (1998) did not find the expected 

result that people in the United States emphasize VI, they suggested that this result may 

be because individualism is strongly linked to horizontal definitions of social 

relationships in student populations. The use of representative samples may be especially 

important when studying the relationship between cultural orientation and consumer 

behaviour on a specific product. 
 

Although cultural orientations are often identified at the societal level (e.g., Chinese 

culture is generally considered collectivist), cultural orientation can also be examined at 

the individual level. Thus, the individualist/collectivist construct is useful for comparing 

cultures and for comparing differences between individuals within a particular culture; for 

instance, both collectivist and individualist cultures include individuals who are 

collectivist or individualist in their attitudes and behaviour (Triandis, Bontempo, Villareal, 

Asai, & Lucca, 1988; Watkins & Liu, 1996).  

 

Individuals in any particular culture vary in the extent to which they reflect the HC, VI, 

HI, and VC orientations. It is practical to regard individuals as having orientations that 

are both vertical and horizontal and both individualist and collectivist although, on the 

whole, one of these is salient for any one individual (Triandis, 1989, 1995) ; however, it 

is necessary to assess which dimensions dominate in any particular consumer behaviour. 

 

Empirical research has shown that every culture includes individuals who have different 

cultural orientations (Triandis, 1995). It is obviously inadequate to characterize Chinese 

consumer as only collectivist; otherwise all Chinese consumers would purchase the same 

style of clothes (Tse, 1996). In line with Triands (1995), Tse (1996) indicated that 

Chinese people maintain both the horizontal and vertical social dimensions. Triandis 

(1995) performed a content analysis of a list of values and goals that respondents in 

various Chinese samples. He found that about 40 percent of the values were horizontal 
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collectivist, 30 percent vertical collectivist, 15 percent vertical individualist, and 15 

percent horizontal individualist and that 50 percent of the goals were vertical collectivist, 

30 horizontal collectivist, 18 percent vertical individualist, and 2 percent horizontal 

individualist. In every culture, the orientations of the people include various combinations 

of the horizontal–vertical dimension and collectivist–individualist dimension (Triandis, 

1995). Although it seems an over-simplification to assume a unified Chinese culture 

when analysing the behaviour of individual Chinese consumers, few studies have 

addressed cultural orientation exists at the individual level (Hui & Tan, 1996). 

 

The present research includes investigation of the impact of cultural orientation on 

Chinese consumers‟ purchase behaviour regarding luxury goods. The study focuses on 

cultural differences within particular populations, and the analysis is conducted at the 

individual level. On one hand, a cultural perspective aids understanding of consumer 

behaviour; on the other hand, the study of consumer behaviour encompasses the cultural 

orientations of individuals. The present study provides not only information on consumer 

behaviour regarding luxury goods, as well as information on the cultural orientations of 

affluent Chinese consumers. 

2.3.3       Cultural Orientation and Luxury Goods Consumption 

Individualists and collectivists have different perceptions of the self and other people and 

of the interaction between the self and other people. Individualists tend to view the self as 

independent and the individual as an independent, self-contained, and autonomous entity 

made up of a unique configuration of internal attributes; on the contrary, collectivists tend 

to view the self as interdependent and relationally, contextually, and socially situate 

(Markus & Kitayama, 1991). 

 

The independent self is rooted in the belief that individuals are inherently separate, 

whereas the interdependent self is based on the fundamental connectedness of individuals 

to each other (Markus & Kitayama, 1991; Wong & Ahuvia 1998). Differences between 

the independent self and the interdependent self help determine the types of value 

consumers seek from products and services (Wong & Ahuvia 1998).  
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Individualists tend to be relatively insensitive to social cues and tend to maintain a 

consistent self-presentation across situations. Compared to collectivists, they may put 

more emphasis on the inherent attributes of products and make purchasing decisions on 

the basis of personal judgment. Individualists may buy products to express or please 

themselves. On the contrary, collectivists tend to monitor the environment and adjust 

their behaviour according to their relationships with others and contextual factors; thus. 

they may focus on external, public features of products and may buy for social status and 

relationship enhancement. Snyder (1987) found that individual-oriented consumers 

favoured a functional car and consumers who emphasize building social relationships 

responded more favourably to a flashy sporty car when asked to judge the quality of 

cars according to car test reports and photographs. 

 

The literature shows agreement that consumer behaviour regarding luxury goods is 

motivated by sociability and self-expression. Individualist consumers may pursue inner 

experience through luxury goods consumption; in contrast, collectivist consumers may 

purchase luxury goods to gain external social status. A study by O‟Cass and Frost (2002) 

showed that individuals who are susceptible to interpersonal influence are likely to be 

status conscious, and those who are susceptible to interpersonal influence and status 

conscious have stronger intentions to purchase status brands than do those who were less 

susceptible to interpersonal influence and less status conscious. 

 

Vickers and Renand (2003) argued that the social symbolism of luxury goods has a major 

influence on consumers‟ purchasing choice. Luxury goods symbolise diverse sets of 

representations, such as prestige, wealth and status, so that consumers can satisfy not only 

material needs but also symbolic needs by owning such goods (Djelic & Ainamo, 1999). 

Luxury goods can serve as communication media between consumers and their reference 

groups; thus, these goods are often used as means to ends by making a desired impression 

on others via their symbolism (O‟Cass and Frost, 2002). Because luxury goods play an 

important role as social symbols, luxury goods consumption is inevitably influenced by 

consumers‟ reference groups; therefore, knowledge of the relationship between the 

individual and his or her reference group is critical to understanding luxury goods 

consumption. Reference group refers to any person or group of individuals who can 

significantly influence an individual‟s behaviour (Bearden & Etzel, 1982). 
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Brinberg and Plimpton (1986) argued that luxury goods consumption is likely subject to 

reference group influence. Other researchers (e.g., Bearden & Etzel 1982; Mason, 1981) 

have found that the conspicuousness of a product is positively related to susceptibility to 

reference-group influence in the consumption of the product. Vigneron and Johnson 

(1999) indicated that susceptibility to reference-group influence appears to be the central 

motivation for consuming luxury goods for prestige. Susceptibility to reference-group 

influence directly relates to an individual‟s status consumption and conspicuous 

consumption (O‟Cass & McEwen, 2006; Wong & Ahuvia, 1998). Insensitivity to 

reference-group influence may be connected to individual-oriented luxury goods 

consumption. 

 

According to Park and Lessig (1977), reference-group influence has three dimensions: 

informational, utilitarian, and value-expressive influence. Informational influence occurs 

when a person seeks information to enable informed decisions. Utilitarian influence 

concerns the attempt to conform to the behaviour or norms of a reference group. Value-

expressive influence occurs when a need for psychological association with a person or 

group causes acceptance of its norms, values, attitudes or behaviours. The significant 

influence of reference groups on luxury goods consumption can be in the form of 

informational, utilitarian, and value-expressive influence (Blackwell, Miniard, & Engel, 

2001), and thus the normative beliefs hold by the individuals may highly affect their 

purchasing behaviour regarding luxury goods. Figure 2.2 depicts the influences of 

reference group on consumers.  

Figure 2.2: Reference Group Influence on Individuals 

 

 

 

 

 
 

 

 

(Source: Blaskwell et al., 2001) 
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On the basis of research by Bourne (1957) on the relationship between reference-group 

influence and product conspicuousness, Bearden and Etzel (1982) combined the factors 

of public–private consumption and luxury–necessity items in conceptualizing different 

contexts of reference-group influence on consumption. They identified the following four 

conditions when applied to product and brand decisions. 

 

 Publicly consumed luxury. A product consumed in public view and not commonly 

owned or used. Whether or not the product is owned and what brand is purchased are 

likely influenced by others. 

 

 Publicly consumed necessity. A product consumed in public view that virtually 

everyone owns. A high proportion of people possesses and uses such products, 

although differing in brand. The product is needed for ordinary day-to-day use.  

 

 Privately consumed luxury. A product consumed out of public view and not 

commonly owned or used. The brand is a matter of individual choice rather than 

conspicuousness, but ownership of such products does convey a message about the 

owner. 

 

 Privately consumed necessity. A product consumed out of public view that virtually 

everyone uses at home or in private. Purchasing behaviour is mainly determined by 

product attributes. 

 

Reference groups have more influence on the consumption of public and luxury products 

than on the consumption of private and necessity products. Individuals who purchase 

public luxury goods are most likely subject to reference group influence. Figure 2.3 

presents a conceptualization of the relative influence of reference groups on product and 

brand purchase decisions for the four identified types of products.  
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Figure 2.3: Reference-group Influence on Product and Brand Purchase Decisions  

 

 

 

 

 

 

 
 

 

 

 

(Source: Bearden & Etzel, 1982) 

 

Consumers who tend to adjust their self-presentation according to the surrounding 

environment are likely to use products as props and to have strong concern for personal 

image and the maintenance of that image (O‟Cass & McEwen, 2006). Collectivists are 

sensitive to interpersonal influence, and they emphasize the overt self and modification of 

roles according to situations encountered. Harmonious interpersonal relationships and the 

ability to adjust to various situations are sources of self-esteem for collectivists (Singelis 

& Brown, 1995). Luxury goods consumption may provide a code that helps them 

communicate personal status and hence gain recognition, approval, or acceptance from 

their reference groups (O‟Cass & McEwen, 2006).  

 

Consumers who emphasize interpersonal relationships respond favourably to status-

oriented products. In contrast, consumers who are insensitive to social cues are more 

susceptible to the quality and functional performance of products (Czellar, 2003). 

Individualist consumers may seek self-directed pleasure, not satisfaction from pleasing 

peers or reference groups, through purchasing luxury goods. They are apt to focus on 

personal affective benefits (e.g., hedonic pleasure for the self), personal symbolic benefits 

(e.g., expressing the internal self), and personal utilitarian benefits (e.g., taste for quality) 

(Tsai, 2005; Wong & Ahuvia, 1998).  
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Vigneron and Johnson (1999) postulated that the consumption of luxury goods varies 

according to individuals‟ susceptibility to interpersonal influence. They synthesized a 

broad range of previous research in developing a framework for analyzing consumer 

behaviour regarding luxury goods. The framework is structured around interactions 

between consumers and the environment. The framework includes three types of 

interpersonal effects on luxury goods consumption, namely the Veblen effect, snob effect, 

and bandwagon effect, and two types of personal effects on luxury goods consumption, 

namely the hedonic and perfectionism effects. The personal effects take into account 

personal matters, such as aesthetic taste and sensory emotion, which may independently 

encourage luxury goods purchase. Vigneron and Johnson (1999) noted that one of the 

effects is usually stronger than the others for any one consumer. 

 

Luxury goods are often consumed to indicate status and as such are displayed 

conspicuously to provide visual representation of status (O‟Cass & McEwen, 2006). 

Veblen (1899), in his seminal work The Theory of the Leisure Class, proposed the idea of 

conspicuous consumption. Conspicuous consumption is used to signal wealth and status, 

so that the purpose of acquiring goods is to gain prestige. Veblen (1899) identified two 

motives for conspicuous consumption. One is pecuniary emulation, which refers to 

consumers‟ striving to project the image that they belong in their own class or that above; 

the other motivation is invidious comparison where consumers strive to distinguish 

themselves from those of classes below them. Consumers desire luxury goods largely to 

gain recognition and distinction by consuming products that display status and success to 

reference groups (O‟Cass & McEwen, 2006). Thus, social status associated with a brand 

is an important factor in conspicuous consumption (Vigneron & Johnson, 1999; 2004). 

Vigneron and Johnson (1999) posited that consumers who are prone to conspicuous 

consumption attach great importance to price as an indicator of prestige in order to 

impress others.  Laumann and House (1970) asserted that the nouveaux riches have a 

strong need to validate their social status which has not been accepted socially. Mason 

(1984) added that conspicuous consumption serves the needs of the nouveaux riches to 

make vertical status gains into the upper-upper class. Some luxury consumer goods, such 

as clothing, watches and jewellery, may become status symbols for them, and the utility 

they receive from luxury goods may be the display of wealth and achievement and 

enhancement of social status. 
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Leibenstein (1950) using concepts from Veblen, proposed two additional effects on 

luxury goods consumption, the snob and bandwagon effects, further emphasizing the 

interaction of an individual with the social environment. The Veblen effect occurs when 

individuals use products to ostentatiously display wealth, the snob effect occurs when 

goods are purchased for their scarcity, and the bandwagon effect occurs when consumers 

buy goods in order to be identified with particular social groups. From an economic point 

of view, the snob effect is operative when consumers‟ utility from a product declines as 

more people consume the product; and the bandwagon effect is operative when 

consumers‟ utility from a product increases as more people consume the product 

(Leibenstein, 1950). The inherent scarcity and exclusivity of luxury goods would satisfy 

snobs‟ need for uniqueness. Snob consumers perceive price as an indicator of exclusivity 

and high quality and avoid using popular luxury brands, whereas bandwagon consumer 

pay more attention to the effect they have on others but less attention to price as an 

indicator of prestige (Vigneron & Johnson, 1999). 

 

Some researchers have argued, however, that the Veblen, snob, and bandwagon effects 

are neither mutually exclusive nor sufficient for understanding consumer purchase 

behaviour regarding luxury goods. For example, those who pay little attention to the 

opinions of others would be affected relatively little by the social environment in making 

decisions about purchasing luxury goods. Tsai (2005) emphasized that luxury goods are 

not used just to show off to create a favourable social image. The investigation by Tsai 

(2005) focused on the impact of personal orientation on luxury goods purchase and 

revealed that personally oriented consumers are concerned more about the individuality 

expressed by luxury goods than about sociality.  

 

The conceptual framework developed by Vigneron and Johnson (1999) includes two 

types of personal effects on luxury goods consumption: the hedonic effect in which a 

good has perceived emotional value and the perfectionism effect in which a good has 

perceived quality value. Hedonist consumers are not susceptible to others and are more 

interested in their own thoughts and feelings. Subjective intangible benefits of products, 

such as sensory pleasure and aesthetic beauty, satisfy the needs of hedonist consumers. 

Perfectionist consumers evaluate the quality level of goods when making purchasing 
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decisions. For example, perfectionist consumers may purchase luxury fashions because 

they are confident in the designers‟ judgment of style.  

 

The conceptual framework of Vigneron and Johnson (1999) is consistent with the model 

proposed by Wong and Ahuvia (1998). Both sets of authors discussed the same issue, 

although Vigneron and Johnson (1999) took the individual point of view and Wong and 

Ahuvia (1998) a cultural standpoint. The models of both provide valuable frameworks to 

understand and explain consumer behaviour regarding luxury goods, but empirical use of 

the frameworks is rare.  

 

The purchase of luxury goods by individualist consumers may be for self-directed 

pleasure, not for pleasing peers or reference groups. These consumers are apt to 

concentrate on personal affective benefits (e.g., hedonic pleasure for the self), personal 

symbolic benefits (e.g., expression of the internal self), and personal utilitarian benefits 

from the goods (e.g., taste for quality) (Tsai, 2005; Wong & Ahuvia, 1998). In contrast, 

the consumption of luxury goods may be important to collectivist consumers in their 

search for social representation and position. “The desire to gain status or social prestige 

from the acquisition and consumption of goods” (Goldsmith, Flynn, & Eastman, 1996, p. 

309) is the important motivating force that influences collectivist consumers to purchase 

luxury goods. 

2.3.4       Luxury Goods Consumption in Chinese Context 

Culture has a powerful influence on people‟s valuation of wealth and luxury (Rose & 

DeJesus, 2007). Dubois and Duquesne (1993) noted that the social value attached to 

luxury goods purchase reveals a significant impact of culture.  The results of a study by 

Wong and Ahuvia (1998) support the validity of the individualist-collectivist construct 

and its influence on luxury goods consumption.  

 

On the basis of research on the influence of cultural orientation on luxury goods 

consumption, Wong and Ahuvia (1998) proposed that relative to individualists, who 

predominate among Western consumers, collectivist consumers, who are salient among 

Southeast Asian consumers, will place more emphasis on public and visible possessions 
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and will more often use products to symbolically claim desirable vertical locations within 

the socioeconomic hierarchy. When conflicts arise between expressing one‟s personal 

preferences (i.e., one‟s personal attitudes and beliefs) and being socially appropriate (e.g., 

by heeding subjective norms of important others), collectivists will place greater 

emphasis on social propriety. In addition, collectivists emphasize the affiliation of a 

product to a group and the implications of their luxury consumption for the public 

reputation of in-group members. Relative to collectivists, individualists are more likely to 

judge each product individually and to place greater importance on hedonic experience 

and the private meanings of their possessions. Wong and Ahuvia (1998) provided a 

valuable interpretation of luxury goods consumption in Asia from the standpoint of 

different cultural orientation. Their study shows that the different motivations of 

collectivists and individualists for consuming luxury goods produce different meanings of 

luxury goods consumption. 

 

Research on luxury goods consumption in different cultural contexts reveals that Asian 

consumers hold perceptions of and attitudes toward luxury brands that differ from those 

of consumers in Western societies (Phau & Prendergast, 2000). For example, in a study 

by Chung and Zaichkowsky (1999) to replicate that Dubois and Paternault (1995) on the 

“dream value” of luxury brands in Hong Kong, the results disagreed with those of the 

original study; however, Chung and Zaichkowsky (1999) did not offer a rationale for the 

discrepancy. Phau and Prendergast (2000) indicated that the motivations for luxury goods 

consumption in collectivist cultures are different from those in the U.S. market. Luxury 

goods consumption in collectivist cultures may not necessarily reflect materialistic values 

and may be more related to social concerns (Wong & Ahuvia, 1998), given that 

consumers in collectivist cultures are more concerned about other people‟s perception of 

them and with status maintenance (Lee & Green, 1991).  

 

Personal affluence and its expression through consumption is central to individualist 

culture, whereas it is appropriate that marketers in collectivist culture use promotional 

strategies that show reference group approval of luxury and expensive goods (Heaney, 

Goldsmith, & Jusoh, 2005). The immense popularity of luxury goods among the 

consumers in Asia may be due to considerations of “face” or the importance of the regard 

of others rather than individual preference for the products (Schütte & Ciarlante, 1999). 
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Wong and Ahuvia (1998) noted that interpersonal factors are primary influences on 

luxury goods consumption in Asian cultures. Phau and Prendergast (2000) indicated that 

conspicuous consumption commonly seen in collectivist cultures is more about 

conformity to and acceptance by the community than about self-indulgence or self-

expression. Schütte and Ciarlante (1998) argued that Asian consumers purchase luxury 

goods for status display because their culture emphasizes hierarchy and status. 

 

Both individualistic and collectivistic cultural orientations motivate consumers to 

purchase public luxury goods, but in different ways (Schütte & Ciarlante, 1998). Schütte 

& Ciarlante (1998) argued that the status-seeking consumption among Asian consumers 

in purchasing public luxuries emphasizes social meanings conveyed by the products. The 

social meanings are transmitted through signals such as price, brand name and packaging 

rather than inherent product qualities. Asian consumers purchase public luxury goods to 

secure social recognition and adhere to social norms (Schütte & Ciarlante, 1998). 

 

Chinese culture is described as group-oriented or socially-oriented (Leung, 1996). 

Triandis, McCuske, and Hui (1990) found that the collective self is more descriptive of 

Chinese samples than of American samples. Chinese collectivism promotes the beliefs 

that the individuals from the same in-group are inter-related, and individuals should 

follow the norms of the group in order to make the group harmonious and prosperous 

(Leung, 1996). For instance, Hui and Tan (1996) found that Chinese workers exhibit 

attitudes and motivation which epitomize the very essence of Confucian collectivism, i.e., 

the emphasis on social relationships and group welfare over individual needs and desires. 

Chinese cultural values lay emphasis on interpersonal relationships and social 

orientations, and thus put high value on group norms or group goals (Yau, 1994).  

 

Tse (1996) argued that consumption was regarded in traditional Chinese societies more as 

a tool to serve higher-order needs than as an activity in its own right. Tse (1996) thus 

posited that Chinese consumers would place more emphasis on social value of brands 

than American consumers, and proposed that the social value of brands would positively 

relate to the Chinese consumers need for social identity. According to Tse (1996), 

Chinese consumers place a strong emphasis on aesthetics when purchasing clothes, but 

http://www.amazon.com/exec/obidos/search-handle-url?%5Fencoding=UTF8&search-type=ss&index=books&field-author=Hellmut%20Sch%C3%BCtte
http://www.amazon.com/exec/obidos/search-handle-url?%5Fencoding=UTF8&search-type=ss&index=books&field-author=Hellmut%20Sch%C3%BCtte
http://www.amazon.com/exec/obidos/search-handle-url?%5Fencoding=UTF8&search-type=ss&index=books&field-author=Hellmut%20Sch%C3%BCtte
http://www.amazon.com/exec/obidos/search-handle-url?%5Fencoding=UTF8&search-type=ss&index=books&field-author=Hellmut%20Sch%C3%BCtte
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the emphasis on aesthetics may be motivated by a need for social status and social 

identity. 

 

Chinese people maintain continuously a certain social distance with people of a different 

social class and attempt to reduce the social distance separating themselves from people 

in their own social class. Consumption is often used as the means to maintain or reduce 

social distance. On one hand, Chinese people emphasize behaving appropriately within 

the same social class, and hence one is expected to match his/her consumption behaviour 

with his/her social status. On the other hand, the need to distinguish oneself from others 

and one group from other groups is especially strong in Chinese societies, for instance, 

Chinese people (mainland China, Taiwan, and especially Hong Kong) have often used 

material possessions and the brand names to reinforce the social identity (Tse, 1996). 

Luxury goods are often used as social tools to increase distance from other social groups 

and to identify with peers of same social status. This situation becomes more salient when 

the strata of social have been created with the recent rapid dramatic economic 

development in China. The motivation to use luxury goods to reinforce social identity is 

stronger for the newly wealthy (Tse, 1996). Given that Chinese people often use 

consumption to foster social relationships, Tse (1996) proposed that Chinese consumers 

would place more emphasis on the opinions of their reference group in making purchase 

decision than American consumers do. 

 

Such as cultural characteristics of Chinese people suggests that the “Veblen effect”, “snob 

effect” and “bandwagon effect” are important for Chinese consumers‟ purchase and 

display of luxury goods; however, it cannot be concluded that only interpersonal effects 

motivate Chinese consumers to purchase luxury goods. Every society has both 

collectivists and individualists (Triandis, 1995). The traditions of Confucianism, Taoism, 

and Buddhism have together shaped Chinese life, so that Chinese philosophy emphasizes 

not only in-group norms and competition, but also individuality and quality (Triandis, 

1995). Reported individual differences indicate enough variation against an assumption 

that one society is homogeneously collectivists/individualists. 

 

In addition, many factors can cause cultural shifts. Chinese society has been changing 

with the rapid economic development and influence of Western values. Economic 
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development is believed to have been a major influence in transforming Mexico from a 

collectivist to an individualistic society (Fernandez, Carlson, Stepina, & Nicholson, 1997). 

China‟s pursuit of economic reforms and an open-door policy since 1978 has had a 

significant impact on traditional cultural values. With the flood and popularization of 

Western culture in China, Chinese consumers, especially the young generation, have 

increasingly adopted Western values and products. The craze for luxurious life is found 

among the Chinese younger generation (Tse, 1996), but they may purchase luxury goods 

motivated by different factors from their parents‟ generation. The young people may 

more emphasize personal values and luxurious lifestyles (Tse, 1996). The study by Tse, 

Belk and Zhou (1989) indicated that the hedonic consumption has been increasing in 

Chinese societies. 

 

More and more young people are shifting their values away from traditional Chinese 

values toward Western values. These changes have profound implications and should be 

considered in an analysis of Chinese consumer behaviour regarding luxury goods. 

Furthermore, unlike some countries in Asia, consumerism is relatively new in China 

(Schütte & Ciarlante, 1998). Many Chinese consumers deem Western products to be of 

higher quality than local products, which may partially account for the motivation to 

purchase foreign luxury goods.   

 

Furthermore, personal cultural orientations are influenced by several factors, such as age, 

social class, education, and travel (Triandis, 1995). Upper social classes are likely to be 

relatively more individualistic than lower social classes (Triandis, 1995). Middle- and 

upper-class Americans have been found to be more vertical individualistic than lower 

social classes (Markus & Kitayama, 1991; Triandis, 1995).  

 

These ideas and others discussed in this section indicate that the purchase behaviour of 

Chinese consumers regarding luxury goods needs to be understood and explained from an 

integrated perspective that acknowledges that individuals within a society tend to have 

similar cultural orientations, but individuals are not homogeneous and unified and may 

include individuals with different cultural orientations. 

http://www.amazon.com/exec/obidos/search-handle-url?%5Fencoding=UTF8&search-type=ss&index=books&field-author=Hellmut%20Sch%C3%BCtte
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2.4 THEORY OF REASONED ACTION AND THEORY OF PLANNED 

BEHAVIOUR 

“Understanding the fundamental determinants of behaviour has been a paramount 

goal for many theorists in the social and decision making sciences. Fortunately, 

behavioural intention models have greatly advanced our understanding of such 

behavioural determinants. These models typically rely on the theory of reasoned 

action (Fishbein & Ajzen, 1975) and the theory of planned behaviour (Ajzen, 

1991) to explain the fundamental basis of behaviour.” (Westaby, 2005). 

 

As stated in the previous section on purchasing behaviour regarding luxury goods, luxury 

fashion goods consumption needs to be understood and explained by communication with 

both personal and social effects gains in purchasing luxury fashion goods. Therefore, in 

order to analyze and explain purchasing behaviour regarding luxury goods, this thesis 

draws upon the social psychological theories, theory of reasoned action (Ajzen & 

Fishbein, 1980; Fishbein & Ajzen, 1975) and theory of planned behaviour (Ajzen, 1991), 

as the theoretical basis of the research. These theories take into account both the 

individual value and social factor as well as the nonvolitional situations when applied to a 

variety of empirical studies on diverse social behaviour, including consumer behaviour. 

The theories has thus played important role in the study of attitudes and behaviour in both 

social psychology and marketing. 

 

The basic paradigm of the theory of reasoned action (TRA) is that behaviour is affected 

by behavioural intention, which, in turn, is affected by attitude and subjective norms. A 

person‟s attitude toward performing a given behaviour is related to the beliefs that 

performing the behaviour will lead to certain consequences and the evaluations of those 

consequences. The subjective norms are the person‟s perception of the social pressure to 

perform the behaviour in question. Subjective norms are determined by normative beliefs 

and motivation to comply with the beliefs. Ajzen & Fishbein (1980) further incorporate 

demographics, attitudes toward targets (e.g. people, objects, institutions), and personality 

traits within the theoretical framework as “external” variables”. Theory of planned 

behaviour (TPB) extended theory of reasoned action to the behaviours that are not 

completely under volitional control by adding a variable of perceived behavioural control 
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which is proposed to have influence on both intention and behaviour. The antecedents of 

perceived behavioural control are also corresponding beliefs, i.e., beliefs about the 

presence of factors that may facilitate or impede performance of the behaviour. 

2.4.1        Theory of Reasoned Action 

The theory of reasoned action (TRA), also referred to as the Fishbein behavioural 

intentions model, was proposed by Martin Fishbein and Icek Ajzen in 1975 (Fishbein & 

Ajzen, 1975) and elaborated by them in 1980 (Ajzen & Fishbein, 1980). TRA is based on 

the assumption that human beings are usually rational and systematically use the 

information available to them. The theory excludes social behaviour controlled by 

subconscious motives or thoughtless affects. The goal of TRA is to decide the 

determinants of the behaviour of interest to predict and understand an individual‟s 

behaviour.  

 

“The approach is valuable for its abandonment of the notion of direct 

correspondence between global attitudes and specific behaviours, its reliance on 

the very precise concept of „attitude toward the act‟, and its introduction of the 

subjective norms to represent extra-attitudinal influence” (Foxall & Goldsmith, 

1994, p. 99). 

 

The basic paradigm of TRA is that behaviour is immediately affected by behavioural 

intention. This assumption avoids the classic problem of attitudinal-behavioural 

consistency (Foxall, 2005). The behavioural intention is a function of two basic 

determinants, one personal in nature and the other reflecting social influence. The 

personal factor is the individual‟s positive or negative evaluation of performing the 

behaviour, which is called “attitude toward the behaviour.” It refers to the person‟s 

judgment that performing the behaviour is good or bad, and that he/she is in favour of or 

against performing the behaviour. TRA places attitudes within a sequence of linked 

cognitive constructs: beliefs, attitudes, intentions, and behaviour. The TRA model 

emphasizes the measure of attitudes toward performing a given behaviour, rather than 

attitude toward objects, people, or institutions themselves, because a direct relationship 

between behaviour and attitude toward objects is untenable (Fishbein & Ajzen, 1975).  
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The second determinant of intention is the person‟s perception of the social pressure put 

on him/her to perform or not perform the behaviour in question, which is called 

“subjective norm.”  

 

Attitudes are a function of beliefs. Attitude refers to a person‟s favourable or 

unfavourable evaluation of behaviour whereas beliefs represent the information an 

individual has about the object. A person‟s attitude toward performing a given behaviour 

(Aact) is proposed to be determined by the beliefs about the consequences of performing 

the behavior (B) and of the evaluation of these consequences (E), as shown in Equation 1. 

 
                n 

 Aact =    B i E i           (1) 
   i=1 
 

Subjective norms (SN) are also a function of beliefs, namely the person‟s beliefs that 

specific individuals or groups think he/she should or should not perform the behaviour in 

question. The beliefs underlying attitude toward the behaviour are called attitudinal 

beliefs, whereas the beliefs underlying subjective norms are termed normative beliefs.  

The subjective norms may exert pressure to perform or not perform a given behaviour, 

independent of the person‟s own attitude towards the behaviour in question. The different 

referents involved in the subjective norms may be family, friends, colleagues, religious 

organizations, etc. As shown in Equation 2, subjective norms take into consideration the 

opinions of important others (NB) and the individual‟s motivation to comply or not 

comply with the expectations of others (MC).  

 
                  n 

SN =    NB j MC j           (2) 
   j=1 

 

Individuals will usually intend to perform a behaviour when they evaluate it positively 

and when they believe that important others think they should perform it; however, a 

situation of conflict may exist between subjective norms and attitude toward behaviour. 

In this situation, the relative importance of attitudinal and normative factors will 

determine the behavioural intention. For instance, an office lady who holds unfavourable 

attitudes toward luxury goods consumption might intend to purchase luxury goods when 
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she finds most of her colleagues have at least one item of luxury goods and when social 

pressure is more important than her attitudes in making her purchase decision. It is 

assumed in TRA that the relative importance of the attitude and subjective norms in 

determining behavioural intentions is dependent upon the situation, the person, and the 

behaviour under investigation.  The TRA model can thus be expressed mathematically by 

Equation 3. 
                                                            n                                              n 

B ~ B I = (Aact) w1 + (SN) w2 = (    B i E i ) w1  +(    NB j MC j ) w2  (3) 
                                                i=1                             j=1 
where 

B is the behaviour in question; 

B I is the intention to perform the behavior in question 

Aact is the attitude toward performing the action or behavior; 

B i is the beliefs about the consequences of performing the behavior; 

E i is the evaluation of these consequences of performing the behavior; 

SN j is the subjective norm;  

NB j is the normative beliefs; 

MC j is the motivation to comply with the expectations of others; and 

w1, w2 are empirically determined weights indicating the relative importance of Aact and 

SN on behavioural intentions. 

 

Ajzen and Fishbein (1980) recognized that various variables other than attitudes toward 

behaviour and subjective norms are important to explain behaviour, and hence elaborated 

other factors, such as personality characteristics, demographics, and attitude toward 

targets (e.g., people, objects, institutions), that can be incorporated into the model; 

however, Ajzen and Fishbein (1980) called such variables “external variables. Ajzen and 

Fishbein (1980) described two types of effects that external variables can have in the 

context of the TRA: (a) moderating effects, that is, external variables influencing the 

relative importance of attitudes and subjective norms in the prediction of intentions, and 

(b) influence on behavioural intention mediated by beliefs, attitudes and subjective norms. 

This implies that the causal effects of external variables on behavioural intention are 

entirely indirect, and external variables affect behavioural intention by interacting with 

the endogenous variables. Ajzen and Fishbein (1980) argued that one of the main 

disadvantages of relying on external variables to explain behaviour is that different 
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behavioural fields would invoke different external variables. Including external variables 

in the model could diminish its simplicity and universality. Ajzen and Fishbein 

maintained that attitude and subjective norms are sufficient to predict behavioural 

intentions, and external variables act through these two components in merely exerting 

indirect influence on behavioural intentions. Many researchers have argued that it is 

necessary to include in the model some relevant variables besides attitude and subjective 

norms in order to improve explanation of behaviours of interest. For example, in a study 

of college students‟ intentions to attend arts events, Crosby and Muehling (2001) found 

that all external variables investigated (i.e., attitude toward the act, normative structure, 

self-concept, past behaviour, awareness, arts interest, and demographics) directly 

impacted intentions. Their study showed that these external variables were only partially 

mediated by the attitudinal and normative components and had no moderating role. 

Crosby and Muehling (2001) emphasized, however, that they do not advocate an 

extension of the theory of reasoned action, but are suggesting that refinement of the 

theory is needed when additional variables are important for a specific behaviour. Figure 

2.4 is a graphical representation of the TRA model. 

 

Figure 2.4: Theory of Reasoned Action 

 

 

 

 

 

 

 

 

 

 

 

 
 

(Source: Ajzen and Fishbein, 1980) 
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A meta-analysis of the theory of reasoned action by Sheppard, Hartwick, and Warshaw 

(1988) indicated strong evidence of the predictive utility of TRA, even when applied to 

investigate situations and behaviours that are beyond the boundary conditions originally 

proposed for the model.  

 

Nonetheless, TRA, as any model of behaviour, has its limitations. Foxall (2005) pointed 

out that the exogenous influences which invalidate more remote expressions of intention 

will make the model difficult to predict brand choice. Sheppard et al. (1988) indicated 

that the TRA deals with the behaviour under personal volitional control, but the situations 

may hamper the individual to act even though he/she has motivation and makes effort to 

the task. Given that the purpose of the theory of reasoned action is to explain volitional 

behaviour, and thus a range of behaviour, such as spontaneous, impulsive, and habitual 

behaviours cannot be explained by TRA (Bentler & Speckart, 1979). 

 

Further, although Fishbein and Ajzen insisted that the two elements, attitude toward 

performing behaviour and subjective norms, are sufficient for determining behavioural 

intention which immediately affects behaviour, this principle of sufficiency has been 

questioned. A number of studies show that incorporated additional factors can increase 

the predictability of behavioural intention and/or behaviour (e.g., Bagozzi & Kimmel, 

1995). Sheppard et al. (1988) noted that modifications and refinements to the model are 

necessary, especially when its use is extended to goal and choice domains.   

2.4.2        Theory of Planned Behaviour 

Ajzen (1991) developed the theory of planned behaviour (TPB) which is essentially an 

extension of the theory of reasoned action. A fundamental assumption of TRA is that 

most human behaviour is under volitional control and thus can be predicted from 

intention alone. TPB was developed to deal with situations in which people may lack 

complete volitional control over the behaviour in question (Ajzen, 2002). Ajzen (1991) 

extended the attitude toward behaviour and subjective norms constructs to include 

perceived behavioural control (PBC) in the model in order to deal with the nonvolitional 

situations. The extension makes it possible to explain those behaviours that people intend 

to do, but are hampered due to lack of confidence or control (Miller, 2005). 
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Perceived behavioural control refers to a person's perceptions of her/his ability to perform 

a given behaviour. In particular, perceived behavioural control is presumed to have both a 

direct effect on behavioural intention and on behaviour through behavioural intention. 

Consistent with the theory of reasoned action, intention is assumed to be the immediate 

antecedent of behaviour in the theory of planned behaviour. Together with attitude toward 

a behaviour and subjective norms, perceived control can predict a person‟s behavioural 

intention. It is asserted in the TPB model, however, that many behaviours pose 

difficulties of execution that may limit volitional control; thus perceived control provides 

useful information about the actual control a person can exercise and is useful to predict 

and explain the specific behaviour in addition to intention (Ajzen, 2002). 

 

In TPB, it is assumed that perceived behavioural control is determined by the total set of 

accessible control beliefs, that is, beliefs about the presence of factors that may facilitate 

or impede performance of the behaviour. Specifically, the strength of each control belief 

(C) is weighted by the perceived power (P) of the control factor (see Equation 4).   
                  n 

 PBC ∝     C i P i           (4) 
      i=1 
 

According to TPB, the more positive the attitude toward a behaviour and subjective norm, 

and the greater the perceived behavioural control, the stronger will be the person‟s 

intention to perform the behaviour in question. If given a sufficient degree of actual 

control over the behaviour, the person is expected to carry out her/his intentions when the 

opportunity arises (Ajzen, 2002). Figure 2.5 is a graphical representation of the TPB 

model. 

 

http://www.people.umass.edu/aizen/cb.html
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Figure 2.5: Theory of Planned Behaviour 
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(Source: Ajzen, 1991) 

 

Madden, Ellen and Ajzen (1992) compared TPB with TRA for 10 behaviours. The 

research results showed that inclusion of perceived behavioural control enhances the 

prediction of behavioural intention and behaviour; that is, the theory of planned behaviour 

explained significantly more variance than the theory of reasoned action. Some other 

studies also support the better performance of TPB than TRA in terms of ability to predict 

behavioural intention (e.g., see Ajzen, 1988; Netemeyer et al., 1993). Results of these 

studies indicate that increased precision in predicting behavioural intentions and 

behaviour can be achieved by assessing perceived behavioural control over the behaviour. 

 

The meta analyses (see Armitage & Conner, 2001; Sutton, 1998) present essential support 

for TPB for predicting and explaining behavioural intentions and behaviour, and show 

that perceived behavioural control independently predicted intentions and behaviour in 

various areas. Nevertheless, researchers further suggest “even the proponents of such 

models believe that there is room for improvement, and there are frequent theoretical and 

empirical attempts to extend existing models by incorporating additional variables with 

the aim of accounting for more of the variance.” (Sutton, 1998, p. 1317). 

 

The theory of planned behaviour has been subjected to the most testing in research with 

numerous studies providing strong support for its overall predictive utility. Researchers 
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have applied various modifications and extensions of the basic TPB framework in 

studying specific behaviours. Similar to the theory of reasoned action, the theory of 

planned behaviour does not include such variables as personality traits, values, and 

demographics in the model. Those types of variables are considered "background factors" 

in TPB and are assumed to influence intentions and behaviour indirectly. In the theory of 

planned behaviour, background factors can provide valuable information about possible 

origins of behavioural, normative, and control beliefs, and it may be possible to examine 

why a given background factor influences behaviour by tracing its effects via more 

proximal antecedents of the behaviour. However, researchers argue that some factors, 

such as habit, past behaviour and self-identity should be included into the model to 

increase the predictive power (Foxall, 2005). For example, although attitude toward 

behaviour, subjective norms, and perceived behavioural control predict intention quite 

well, the addition of past behaviour to the model usually increase the variances 

significantly (East, 1997). East (1997) listed the following reasons for incorporating past 

behaviour into the model: (a) a measure of past behaviour may serve as a supplementary 

measure when attitude toward behaviour, subjective norms, and perceived behavioural 

control are incomplete to predict behaviour; (b) the addition of past behaviour may 

indicate that a further variable is missing form the model; (c) past behaviour may reveal 

unconscious learning which is not reflected in the measures of attitude toward behaviour, 

subjective norms, and perceived behavioural; (d) it may be possible to enlarge the model. 

 

In addition, both TRA and TPB focus only on rational thoughts and do not account for 

irrational behaviour. TRA and TPB are based on cognitive processing and thus do not 

deal with emotion variables, such as threat, fear, and mood. French et al. (2005) found 

that measures of the standard TPB variables explained 48% of the variance in intention to 

increase physical activity, whereas affective attitude explained an additional 11% of the 

variance. A study by Perugini and Bagozzi (2001) showed that the variable desires fully 

mediated the effects of attitudes, subjective norms, perceived behavioural control, and 

anticipated emotions on intentions.  

 

Nonetheless, attention must be paid when adding the external variables in the model 

because the benefit of parsimony and simplicity of traditional models would be lost if 

many variables were introduced in the model. Therefore, researchers need to decide what 

http://en.wikipedia.org/wiki/Emotion
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variables are justified with great caution. The nature of behaviour and the product 

characteristics should be theoretically and empirically considered when selecting further 

variables added into the model. Ajzen (2007) suggest a number of further criteria that 

should be considered when adding more variables into the model: proposed additions 

should be conceptually independent of the theory's existing predictors; the proposed 

variable should be as a causal factor determining intention or action; the added variables 

should potentially be applicable to a wide range of behaviours studied. 

2.4.3       Applications of the Theory of Reasoned Action and Theory of Planned 

Behaviour 

The theory of reasoned action and the theory of planned behaviour are parsimonious and 

easy to operationlize, making it possible to use each of these two models to explain a 

wide range of behaviour by reference to a relatively small number of concepts embedded 

within a single theoretical framework (Bagozzi, 1992; Hedeker, Flay, & Petraitis, 1996; 

Leone, Perugini, & Ercolani, 1999). These qualities have helped to make the theory of 

reasoned action and the theory of planned behaviour arguably the most widely researched 

models of behaviour (Armitage & Conner, 2001; Sutton, 1998; Westaby, 2005).  

 

The theory of reasoned action has been applied in a variety of empirical studies on 

diverse types of social behaviour such as smoking (Loken, 1982), mother‟s infant-feeding 

(Manstead, Proffitt, & Smart, 1983), seat-belt use (Budd, North, & Spencer, 1984), dental 

hygiene behaviour (McCaul, O'Neill, & Glasgow, 1988), blood donation (Burnkrant & 

Page, 1988), choice to participate in election voting (Netemeyer & Burton, 1990), and 

driving violations (Parker, Manstead, Stradling, & Reason, 1992). The theory of planned 

behaviour has also been adopted to study a range of behaviours, for example, various 

health-related areas including leisure activities (Ajzen & Driver, 1991), exercise (Biddle, 

2000; Blue, 1995; Godin, 1993), condom use (Albarracín, Johnson, Fishbein, & 

Muellerleile, 2001; Bennett & Bozionelos, 2000), smoking cessation (Bledsoe, 2006), and 

nursing research (Werner, 2004), as well as other behaviours such as dishonest actions 

(Beck & Ajzen, 1991), wastepaper recycling (Cheung, Chan, & Wong, 1999), and 

learning to use the Internet (Klobas & Clyde, 2000).  
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In the realm of consumer behaviour, the theory of reasoned action is the most widely 

known attitude model (Engel, Kollat, & Blackwell, 1986; Ryan & Bonfield, 1975).  

Researchers have made great efforts to investigate consumer behaviours to understand not 

only specific behaviours but also the means to influence or change them. “The TRA 

model appears to predict consumer intentions and behaviour well and it provides a simple 

basis for identifying where and how to target consumers‟ behavioural change attempts.” 

(Sheppard et al., 1988, p. 325). The model has been applied to empirical analysis of a 

number of consumer activities such as energy consumption (Seligman, Hall, & Finegan, 

1983);  coupon usage (Shimp & Kavas, 1984), online shopping for clothing (Kim, Kim, 

& Kumar, 2003), and the purchase of toothpaste (Wilson, Mathews, & Harvey, 1975), 

coffee (Glassman & Fitzhenry, 1976), detergent (Lutz, 1977), and alligator leather 

apparel (Xu, Summers, & Belleau, 2004). Researchers have also made extensive use of 

the theory of planned behaviour to predict and explain consumer behaviour, such as E-

coupon usage (Kang, Hahn, Fortin, Hyun, & Eom, 2006), green consumption (Sparks & 

Shepherd, 1992), consumption of alcohol (Connor, Warren, Close, & Sparks, 1999) and 

fruits and vegetables (Bogers, Brug, Assema, & Dagnelie, 2004), and purchase of 

genetically modified food (Cook, Kerr, & Moore, 2002), and food produced under 

environmentally sustainable condition (Robinson & Smith, 2002). In many studies, 

researchers have used extensions of both of these models to investigate consumer 

behaviour regarding specific products. The use of the extensions has resulted in more 

general application of the models to consumer behaviour research than would likely have 

occurred without the extensions (Crosby & Muehling, 1983). 
 

Sutton (1998) conducted meta-analyses of research using the theory of reasoned action 

and the theory of planned behaviour to evaluate the performance of these two models in 

predicting and explaining intentions and behaviour. The analyses showed that these 

models explain on average between 40% and 50% of the variance in intention and 

between 19% and 38% of the variance in behaviour. The theories performed well when 

judged in relation to typical effect sizes in the behavioural sciences. 

 

A number of studies have focused on comparison of the predictive power of the TRA and 

TPB behavioural theories on specific behaviours. From a database of 185 independent 

studies published up to the end of 1997, Armitage and Conner (2001) found that the 
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perceived behavioural control (PBC) construct accounted for significant amounts of 

variance in intention and behaviour, independent of TRA variables. Madden, Ellen, and 

Ajzen (1992) compared the theory of planned behaviour with the theory of reasoned 

action for 10 behaviours chosen to test whether the inclusion of PBC would significantly 

enhance the prediction of intentions and behaviour. Their data indicated that the theory of 

planned behaviour explained significantly more variation than the theory of reasoned 

action. Parker et al. (1992) assessed the ability of the theory of planned behaviour to 

account for drivers' intentions to commit four specific driving violations. The results 

showed that the addition of PBC led to significant increments in the amount of explained 

variance in intentions. Several studies also found that the TPB better helps to predict 

health-related behavioural intention than does the TRA (Ajzen, 1988). 

 

A large quantity of research has shown, however, that the TPB may not increase 

explanation of variance over the TRA. For example, the results of a study 

by Godin, Valois, and Lepage (1993) suggest that perceived behavioural control 

contributes to understanding intentions to exercise but not to prediction of exercising 

behavior. Kokkinaki (1999) found that the addition of PBC did not increase the amount of 

explained variance over the TRA when examining students‟ intentions to buy a computer, 

although the components of the TPB afforded optimal prediction of intentions. Albarracín 

et al. (2001) found that the weighted mean correlation between behaviour and perceived 

behavioural control was moderate (r = .24), and the impact of perceived behavioural 

control on behaviour was very small after controlling for the influence of intention.  

Researchers have emphasized that the predictive value of the variables in the TRA and 

TPB models depends on the nature of the behaviour in question (Kokkinaki, 1999). 

Madden et al. (1992) posited that the theory of planned behaviour performs better than 

the theory of reasoned action when the behaviour in question is not under volitional 

control.  

 

The theory of reasoned action and the theory of planned behaviour, as most major 

theories and models of social behaviour, have been developed and tested in the United 

States. Some researchers (e.g., Chung & Pysarchik, 2000; Lee & Green, 1991) have 

questioned the validity of the models in predicting and explaining behavioural intentions 

in non-Western cultures. Some cross-cultural research has shown that these two models 
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are remarkably robust and can be applied to explain behaviour intentions in both Western 

and Eastern cultures (e.g., see Bagozzi, Wong, Abe, & Bergami, 2000; Chan and Lau, 

1998; Lee and Green, 1991; Shen, Dickson, Lennon, Montalto, & Zhang, 2003). 

Nevertheless, scholars have stressed that the models‟ applicability needs to be tested for 

more products and with additional representative samples (Bagozzi et al., 2000; Chan & 

Lau, 1998). Bagozzi et al. (2000) compared fast food restaurant consumption behaviours 

of Americans, Italians, Chinese, and Japanese and found that the TRA model worked best 

for Americans. The researchers concluded that the validity of the TRA model varies with 

the social setting and cultural orientation. Lee and Green (1991) found the TRA model 

explained more of the variance in intentions for an American sample than a Korean 

sample and hence posited a modified model that better fit intentions in a Korean sample 

than in a U.S. sample. Malhotra and McCort (2001) conducted a cross-cultural 

comparison with TRA model and found that the models better explained intention in the 

U.S. sample than the Hong Kong sample. They thus suggested that the TRA model is 

applicable across cultures, yet must be operationalized with the distinctive thought 

processes of each culture in mind. 

 

Lee and Green (1991) found that the importance of the personal attitude and subjective 

norm variables in the TRA model differed between American and Confucian cultures, 

and subjective norms had a relatively high influence on behavioural intentions of people 

in a collectivist culture. A study by Chan and Lau (1998) provides further evidence that in 

non-Western cultures subjective norms exert more influence on behaviour intentions than 

do attitudes. In this study, Chan and Lau used the TRA model to examine Chinese 

consumers‟ intentions to purchase gold rings and revealed that group conformity 

influenced these consumers‟ purchase intentions.   

 

The results of a study on consumers‟ thoughts on new food products in Beijing, China 

and southeast England disagreed with the expectation that Chinese consumers would 

place more emphasis on subjective norms than their own attitudes (Eves & Cheng, 2007). 

Shen et al. (2003), in research on cultural influences on Chinese consumers‟ intentions to 

purchase apparel, found that subjective norms did not significantly influence the purchase 

intentions and that attitudes toward purchasing certain garments were adequate for 

predicting purchase intentions. They proposed that the nature of the product seems to 
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affect the relative importance of attitude and subjective norms in explaining behaviour 

intention, and subjective norms are most relevant with highly symbolic products. Given 

the inconsistent findings for different cultures, researchers have argued that more testing 

of the TRA is needed not only across additional cultures, but also for more kinds of 

products (Bagozzi et al., 2000). In addition, although the TRA model has been applied to 

widely different social behaviours and a few studies have tested the validity of the model 

for explaining consumer behaviour in the context of Confucian culture; the model has not 

been employed in research to explain Chinese consumers‟ intentions to purchase luxury 

goods. 

2.5 RESEARCH QUESTIONS AND HYPOTHESES 

Based on the foregoing literature review, this research was to address three major 

questions. First, what is the structure of Chinese consumers‟ cultural orientation? Second, 

what are the determinants to predict Chinese consumers‟ intention to purchase luxury 

goods? Third, what is the role of personal cultural orientation in Chinese consumers‟ 

intention to purchase luxury goods? Whether cultural orientation has direct or indirect 

effects on Chinese consumers‟ intention to purchase luxury goods? The possible 

propositions and corresponding hypotheses are stated as follows. 

 

The first question discussed whether the cultural orientation of Chinese consumers is 

homogenous or heterogeneous. This present research expected the model of 

multidimensional constructs (horizontal individualist, vertical individualist, horizontal 

collectivist, vertical collectivist) would be more satisfactory than bidimensional 

constructs (individualist, collectivist) and unidimensional construct to explain Chinese 

consumers‟ personal cultural orientation. The hypothesis that comes from this question is 

stated as: 

 

H1: Chinese consumers‟ cultural orientation is multidimensional constructs.  

 

The second question addressed in this present study is about what factors determining 

Chinese consumers‟ intention to purchase luxury goods. As stated earlier, the purchasing 

behaviour regarding luxury goods needs to be understood and explained by 
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communication both with personal value and with interpersonal effects in luxury goods 

consumption. This thesis draws upon the theory of planned behaviour (Ajzen 1991) as the 

theoretical framework to analyze the determinants of consumers‟ intention to purchase 

luxury goods. This theory takes into account both individual and social factors as well as 

the nonvolitional situations. Based on the theory of planned behaviour, this study 

proposed that attitude toward purchasing luxury goods, subjective norms and perceived 

behavioural control are the essential determinants of the consumers‟ intention to purchase 

luxury goods. The research hypotheses are stated as follows: 

 

H2: Attitude toward purchasing luxury goods has a positive causal effect on Chinese 

consumers‟ intention to purchase luxury goods. 

 

H3: Subjective norm in relation to purchasing luxury goods has a positive causal effect on 

Chinese consumers‟ intention to purchase luxury goods. 

 

H4: Perceived control of purchasing luxury goods has a positive causal effect on Chinese 

consumers‟ intention to purchase luxury goods. 

 

Wong and Ahuvia (1998) proposed that luxury goods consumption in Asia is different 

from Western countries, and interpersonal factors are primary influences on luxury goods 

consumption in Asian cultures. It has been believed that Chinese consumers are 

motivated by social influence more than they are by personal wishes when they purchase 

luxury goods (Tse, 1996), provided that people in collectivistic cultures pay more 

attention to other people‟s perception of them and with status maintenance (Lee & Green, 

1991). Thus, this research proposed the hypothesis as follows: 

 

H5: Subjective norm explains more variance in Chinese consumers‟ intention to purchase 

luxury goods than does attitude toward purchasing luxury goods. 

 

The TPB model assumed that attitude, subjective norm, and perceived behavioural 

control are based on corresponding sets of salient beliefs. Therefore, this research 

proposed hypotheses stated as follows: 
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H6: Attitudinal beliefs about purchasing luxury goods have a positive effect on Chinese 

consumers‟ attitude toward purchasing luxury goods. 

 

H7: Normative beliefs about purchasing luxury goods have a positive effect on Chinese 

consumers‟ subjective norm in relation to purchasing luxury goods. 

 

H8: Control beliefs about purchasing luxury goods have a positive effect on Chinese 

consumers‟ perceived control of purchasing luxury goods. 

 

The last research questions were about the association of cultural orientation and Chinese 

consumers‟ purchasing intention of luxury goods. Fishbein and Ajzen (1975, 1980) and 

Ajzen (1991) maintained that attitude, subjective norm, and perceived behavioural control 

are sufficient for determining behavioural intention, and such variables as personality 

traits, values, and demographics are considered as “external” or "background” factors and 

are assumed to influence intentions and behaviour indirectly. However, many researchers 

argue that some factors, such as past behaviour and self-concept, have direct influence on 

behavioural intention (Foxall, 2005). Thus, this research investigated the relationships 

between personal cultural orientation and purchasing intention as well as the relationships 

between personal cultural orientation and the other variables in TPB model to examine 

whether cultural orientation affects Chinese consumers‟ intention to purchase luxury 

goods directly. The corresponding research hypotheses are stated as follows: 

 

H9: Chinese personal cultural orientation significantly influences Chinese consumers‟ 

intention to purchase luxury goods. 

 

Researchers point out that behaviour is driven by attitudes, which are functions of beliefs 

(Mooij, 2004). Culture is a set of beliefs (Loflin & Winogrond, 1976). Therefore, it is 

reasonable to expect that cultural orientation would have direct effect on attitudinal 

beliefs, normative beliefs, and control beliefs. That is, cultural orientations would be 

mediated by the set of beliefs in TPB model to influence behavioural intention. Therefore, 

the corresponding research hypotheses are stated as follows: 
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H10: Personal cultural orientation significantly influences Chinese consumers‟ attitudinal 

beliefs about purchasing luxury goods. 

 

H11: Personal cultural orientation significantly influences Chinese consumers‟ normative 

beliefs about purchasing luxury goods. 

 

H12: Personal cultural orientation significantly influences Chinese consumers‟ control 

beliefs about purchasing luxury goods. 

2.6 CHAPTER SUMMARY 

This chapter reviewed the extant literature on luxury goods consumption, culture, and 

behavioural intention theories, with an emphasis upon the relationships between cultural 

orientation and luxury goods consumption, the factors influencing consumers‟ intention 

to purchase luxury goods, and China-specific literature. The research gaps were also 

identified during the literature review. The review of relevant literature laid the 

foundation for the underlying theoretical frameworks of this research. The research 

hypotheses were proposed on the basis of literature review and research gaps. 
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CHAPTER 3 RESEARCH METHODOLOGY 

3.1 INTRODUCTION 

In science, methodology refers to the way a conceptual or empirical investigation is 

structured in order to advance the growth of scientific knowledge (Wagner, 1997). This 

section of the thesis discusses the research methodology adopted for constructing 

measures and collecting and analysing the data used to understand and explain Chinese 

consumer behaviour regarding luxury goods.  

 

This chapter is structured to follow the process that Flynn, Sakakibara, Schroeder, Bates, 

and Flynn (1990) recommended for conducting business research (see Figure3.1). The 

chapter starts with research design, followed by the data collection technique and its 

application to research on consumer behaviour regarding luxury goods. Subsequently, the 

chapter covers details of the population selection, sample selection, scale development, 

questionnaire construction, and the pilot study.  

 

Figure 3.1: Approach for Business Empirical Research  

 
 

(Source: Flynn et al., 1990) 
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3.2 RESEARCH DESIGN  

A research design is a framework or plan used to guide data collection and analysis for a 

study (Churchill, 2005; Kinnear, Taylor, Johnson, & Armstrong 1993). In order to 

accomplish the analysis within a designated time, the research process must be guided by 

an appropriate research design.  

 

Empirical business research begins with establishing the theoretical foundation. Business-

related research can involve either building or verifying theory (Flynn et al., 1990). In a 

study to verify theory, an investigator generates hypotheses in advance of data collection 

and either accepts or rejects the hypotheses using classical inferential statistics and 

significance tests. The origin of a theory-building study is not hypotheses, but rather 

assumptions, frameworks, a perceived problem, or very tentative hypotheses (Flynn et al., 

1990). The present study to investigate consumers‟ purchasing behaviour regarding 

luxury goods focuses on testing hypotheses rather than building theory. 

 

The two main empirical research traditions in the social sciences are the quantitative 

approach and the qualitative approach. The decision to adopt a quantitative or a 

qualitative empirical research method depends upon the method that will most effectively 

address the research problem.  The theory verification nature of the present research 

favours the quantitative research approach; therefore, the design of this study is 

quantitatively oriented. 

 

Observation, survey, and experimentation are the three basic methods used in quantitative 

research. According to Yin (2003), an investigator needs to consider three issues when 

choosing a research strategy: (a) the type of research question posed, (b) the extent of 

control the investigator has over actual behavioural events, and (c) the degree of focus on 

contemporary as opposed to historical events. On the basis of the literature review and 

practical knowledge, this research addresses the following research questions: what 

cultural orientation do the Chinese consumers have? What factors influence consumer 

behaviour regarding luxury goods, and in what way do these factors influence the 

behaviour? Research questions concerning “who, what, where, how many, and how 

much” can be addressed with survey strategies or analysis of archival records, But 
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archival records are analysed in research concerning historical events (Yin, 2003). The 

experimental method can be used to answer “how” and “why” questions; however, it 

requires control over behavioural events. The nature of the questions in the present study 

implies that the survey method is the appropriate approach. 

 

The survey method has a long history as an important and useful approach to marketing 

research (Ranchhod & Zhou, 2001). This method has a number of strengths. Surveys can 

be used to investigate many aspects of a phenomenon at the same time. The survey 

method is typically used to help identify the extent and nature of associations between 

several variables, a task that would be difficult to accomplish with the experimental 

method (Haslam & McGarty, 2003).  Data collection with surveys also allows researchers 

to test predictions about relationships between particular variables (Haslam & McGarty, 

2003). What‟s more, Lehman, Gupta, and Steckel (1998, p. 170) maintained that surveys 

“are the only known way to get measures of thoughts and attitudes.” Beliefs, values, and 

attitudes are all critical measures in the present research, and this study was to assess 

predictions about relationships between a number of variables, making the survey 

approach an appropriate strategy for collecting the data to examine the proposed research 

hypotheses.  

3.3          DATA COLLECTION METHOD  

Questionnaires are the main means of collecting quantitative primary data in marketing 

research (Malhotra, 2006). The present research includes the measurement of several 

psychological constructs such as cultural orientation, beliefs, and attitudes with different 

rating scales in a survey questionnaire. The collected data have made it possible to 

examine the relationships between the several constructs.  

 

The main techniques used to collect survey questionnaire data are face-to-face or 

telephone interviews and mail or electronic surveys (McDonald & Adam, 2003).  The use 

of online surveys, one type of electronic surveys, has developed rapidly and significantly 

in marketing research in recent years with the boom in Internet technology (Miller, 2006). 

A number of considerations led to the use of an online survey in the present study. 
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There is a broad consensus that online research delivers valid results (Comley, 2007). 

Online surveys have all the advantages of self-administered instruments or computer-

assisted instruments, and they have advantages over face-to-face, telephone, and mail 

interviews. The use of online surveys can greatly reduce research costs and provide for 

rapid data collection. The cost of an online survey is often a quarter of that of telephone 

or face-to-face interviewing (Comley, 2007). Web-based questionnaires have the same 

strengths as paper self-completion questionnaires, but respondents complete Web-based 

questionnaires more quickly than equivalent telephone or face-to-face interviews (Brace, 

2004; Fowler, 2002).  In addition, the potential to eliminate such biases as social 

desirability and acquiescence has also fuelled the adoption of online surveys. The absence 

of an interviewer tends to raise respondents‟ level of honesty, reduce social desirability 

effects, and increase response rates to questions regarding income (Brace, 2004; 

McDonald & Adam, 2003). Online surveys can also generate increased numbers of open-

ended comments, allowing greater understanding of quantitative survey results (Comley, 

2007). Online surveys can also improve the geographical spread of samples and the ease 

of obtaining minority samples (Comley, 2007). Other features that make online surveys 

efficient and effective means for collecting data are broadened stimuli potential through 

inclusion of colour, graphs, and sound and increased flexibility to adapt questions to 

particular types of respondents. 

 

Despite numerous advantages of online surveys, researchers have voiced many concerns 

about them. Researchers have conducted studies to compare online surveys to traditional 

surveys, mainly focusing on the representativeness of online samples, missing responses, 

and difficulties in verifying the identity of online respondents (e.g., see Ranchhod & 

Zhou, 2001; Taylor, 2000; Tse, 1998). 

 

The response rates for online survey typically vary between 5% and 50% depending on 

the sample and type of survey (Comley, 2007). Tse (1998) compared response rates, 

response speed, and response quality of e-mail and mail surveys, and found a response 

rate of 6 percent for e-mail surveys versus 27 percent for traditional mail surveys. 

Ranchhod and Zhou (2001) summarized four main deficiencies that account for the 

relatively low response rates with e-mail surveys: an e-mail survey has the potential to 

infringe personal privacy and security; many people do not regard e-mail as formal 
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communication, and consequently they may ignore certain types of e-mails; it is difficult 

for e-mail surveys to offer immediate tangible incentives (such as gifts, vouchers, pens or 

money); e-mail survey questionnaires allow little flexibility in font and format. All these 

factors can discourage potential respondents. 

 

The main factor that initially deterred online research was poor representativeness of 

samples (Comley, 2007); however, this problem is less severe for some types of online 

surveys than others. For instance, online survey samples derived from customer databases 

provide representative sampling frames, high response rates, and means to identify 

respondents. The sample used in the present study is from a database that includes a 

mailing list of people in China with relatively high incomes and thus provides good 

representativeness of the population of affluent people in China (more details were 

provided in section 3.4). 

 

Online surveys of the general population are not yet possible because many people still 

lack access to the Internet, but these surveys are practical when sampling from specific 

online populations (Ranchhod & Zhou, 2001; Tse, 1998). The media used for reaching 

affluent households has changed over the years from television to the Internet (Michman 

& Mazze, 2006). Certain markets such as business people can be accessed more easily via 

the Internet than via traditional media (Ranchhod & Zhou, 2001). E-mail is nearly 

universal and easily available for such populations (Fowler, 2002). Studies have shown 

the tremendous potential of e-mail surveys of populations of professionals and the 

affluent (Curasi, 2001; Mehta & Sivadas, 1995; Ranchhod & Zhou, 2001; Taylor, 

Bagozzi, & Gaither, 2005; Tse, Tse, Yin, Ting, Yi, Yee, & Hong, 1995). Given this and 

the advantages of online surveys, a self-administered online survey approach to data 

collection was adopted in the present study. 

 

Online market research covers all research that is conducted using the internet (Comley, 

2007). An online questionnaire can be either delivered by e-mail or accessed via a Web 

page (see Table 3.1).  
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Table 3.1: Online Questionnaire 

E-mail Web page 

Simple e-mail Open web 

E-mail attachment Closed web 

E-mail with URL embedded Hidden web 

 

(Source: Bradley, 1999) 

 

The investigator has no control over the visitors to an open Web questionnaire; with a 

closed Web questionnaire, potential respondents are invited to visit the site to complete 

the questionnaire; hidden web questionnaire appears to the visitors when triggered by 

some mechanism; with a simple e-mail questionnaire, the investigator sends an e-mail 

with questions to potential respondents; the questionnaire is attached to an e-mail with the 

e-mail attachment type of questionnaire; and in e-mail with a URL (uniform resource 

locator) embedded, a potential respondent is invited by e-mail to the survey site. In the 

last, the e-mail contains a URL or Web address that respondents click or cut and paste 

into a browser address box to be taken to the survey welcome screen (Bradley, 1999).  

 

In the present study, I used an e-mail with URL embedded to lead respondents to the 

survey questionnaire. The e-mail cover letter introduced the research, provided the 

guidelines to complete the questionnaire, and described the ethical issue of this survey. 

My contact information was included in the e-mail in case respondents had questions 

about the survey.   

3.4          SAMPLING STRATEGY  

Sample selection in a study must be consistent with the research objectives and take into 

account practical considerations. Luxury goods are expensive, whether in relative or 

absolute terms (Dubois & Duquesne, 1993). The high price can be a barrier to purchasing 

luxury goods. The barrier reduces the goods‟ accessibility, but can increase their 

attractiveness to consumers. Kapferer (1997) stated that luxury goods are desired by all, 

but consumed by only the few. The high price of luxury goods implies that it is income 

that mainly determines the degree of ease or difficulty that consumers have in purchasing 

luxury goods. The present research focuses on the purchase behaviour of potential 
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consumers of luxury goods; thus the target population is individuals with relatively high 

household incomes, who are called “affluent consumers” in the study.  

 

The main difficulty with online surveys is lack of a centralised list of e-mail addresses 

(Taylor, 2000; Wilson & Laskey, 2003). Mailing addresses and telephone numbers found 

in a variety of directories and yellow pages are used for sampling for traditional surveys. 

In addition, many Internet users have multiple e-mail addresses and change the addresses 

frequently; however, the error messages for unusable e-mail addresses allow researchers 

to select different participants to reach a planned sample size.  

 

To develop a sample representative of the target population in the face of a lack of e-mail 

addresses for the online survey in the present study, the sampling frame was built from a 

database provided by a marketing and media research firm in China, which has gathered 

e-mail addresses of people who have relatively high household incomes and have agreed 

to participate in online research. The database consists of a representative quota sample of 

Chinese urban residents, aged between 18 and 45 years, who have relatively high 

household incomes and reside in 12 major cities: Beijing, Shanghai, Shenzhen, 

Guangzhou, and Hangzhou, where respondents‟ annual household income exceeded 

80,000RMB, and Nanjing, Wuhan, Chongqing, Chengdu, Xi‟an, Shenyang, and Qingdao, 

where respondents‟ annual household income exceeded 60,000RMB. The sample 

households are in the upper 10-percent income bracket of city residents in China, 

according to the China National Bureau of Statistics. The 12 cities from which the sample 

was drawn are the largest in China and have the highest concentrations of affluent urban 

consumers in China. Because the sample was drawn from this sampling frame, it is 

representative of affluent urban consumers in China. 

 

The use of an appropriate sample size is one of the most potent factors for achieving 

estimates that are sufficiently precise and reliable (Henry, 1990). The larger the sample, 

the lower is the sampling error. For example, estimations made with a sample of 8,000 

are only twice as accurate as those with a sample of 2,000 (i.e., increasing the sample size 

fourfold increases the accuracy by the square root of 4, which equals 2). Thus, to double 

the accuracy of estimates made with a sample, it is necessary to increase the sample size 

four times. It must be borne in mind, however, that as the sample size increases, the cost 



 

 

69 

per unit of information obtained increases. An investigator must consider both precision 

and cost when deciding the sample size for a study. 

 

“Usually there are two ways to determine sample size. The first is to set an arbitrary size 

within the constraint of the budget, and to measure the precision of the sample at the 

analysis stage if probability sampling is used. The second is to calculate the optimal 

sample size, given a desired level of precision and cost, according to the standard error 

formula.” (Yau, 1994, p. 113).  

 

Multivariate techniques have minimum requirements for sample size to appropriately 

conduct tests of statistical significance (Hinkin, 1995). According to Hinkin (1995), both 

exploratory and confirmatory factor analysis have been shown to be particularly 

susceptible to sample size effects; a sample size of 150 observations should be sufficient 

to obtain an accurate solution in exploratory factor analysis, whereas a minimum sample 

size of 200 is recommended for confirmatory factor analysis. 

 

Bentler and Chou (1987) indicated that as low as five cases per parameter are required for 

structural equation modelling analyses, which is a procedure used in the present research; 

thus approximately 15 cases per measured variable are recommended given that measured 

variables typically have at least one path coefficient associated with another variable in 

the analysis, plus a residual term or variance estimate. In total, 626 participants were 

randomly selected from the sampling frame for this study, a number sufficient for the 

multivariate techniques employed: exploratory and confirmatory factor analysis, and 

structural equation modelling.  

3.5          SCALE DEVELOPMENT  

Many of the variables in social and behavioural research are not directly observable, and 

it is impossible or impractical to assess these variables with any method other than scale 

measurement, as is often the case when measuring theoretical constructs (DeVellis, 1991). 

 

This research examines the structure of Chinese consumers‟ cultural orientation and 

investigates the factors influencing Chinese consumers‟ intention to purchase luxury 



 

 

70 

goods by employing TPB model. The measures of cultural orientation were derived from 

scales developed by Triandis and Gelfand (1998) that contain 16 attitudinal items for 

measuring the vertical versus horizontal individualism and vertical versus horizontal 

collectivism constructs (VI, HI, VC, and HC respectively). The measures of other 

constructs in this research were developed. 

 

The literature contains no scales for measuring the constructs of TPB or TRA models for 

investigation of luxury fashion goods consumption. Measures of these constructs were 

therefore developed in the present study according to the specific behaviour of interest. 

These measurement scales were developed according to guidelines by Ajzen (2007), a 

manual by Francis, Eccles, Johnston, Walker, Grimshaw, Foy, Kaner, Smith, and Bonetti 

(2004) for constructing questionnaires based on the theory of planned behaviour, and 

previous research on the TRA and TPB or their application (e.g., see Ajzen & Fishbein, 

1980; Chan & Lau, 1998; Lee & Green, 1991). These studies indicate high reliability and 

validity for the measures of the constructs in the TRA and TPB models.  

 

Specially, this research developed scales for measuring attitudinal beliefs about 

purchasing luxury goods. Previous studies that have included measures of beliefs about 

purchasing luxury goods have focused on one or some aspects of luxury goods 

consumption, but have neither reflected nor been designed for comprehensive quantitative 

examination of all five motivations of luxury goods posited by Vigneron and Johnson 

(1999). In the present study, scales that reflect those five values were developed to 

measure attitudinal beliefs about purchasing luxury goods for use as an important variable 

underlying attitude toward purchasing luxury goods in the TPB model.  

 

The development of scales for measuring the constructs involved in this research 

followed the paradigm for constructing scale measures proposed by Churchill (1979), 

DeVellis (1991), Hinkin (1995), and Hinkin, Tracey, and Enz (1997). According to the 

cited researchers, the main steps for scale construction are generation of a sample of 

measurement items, collection of data, purification of the measures, assessment of 

reliability, and assessment of validity. These steps and the associated calculations worked 

well for the scale development in the present study.  
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3.5.1        Measures of Constructs in the TRA and TPB Models 

This research applies the TPB models to investigate consumers‟ intention to purchase 

luxury goods; thus, it was necessary to measure the constructs in these models.  

 

The procedure for constructing questionnaire items to measure the constructs in the TRA 

and TPB models followed the steps in survey management delineated by Ajzen (1991), 

Ajzen and Fishbein (1980), and Francis et al. (2004). The steps include: 

 

 Elicitation study 

 Formatting and piloting the measures 

 Brief forms of the measures 

 

Because attitudes, subjective norms, and perceived behavioural control are assumed to be 

based on corresponding sets of beliefs, an elicitation study is recommended to determine 

the salient behavioural, normative, and control beliefs. In an elicitation study, respondents 

are given a description of the behaviour of interest and are asked a series of questions 

designed to elicit accessible beliefs. Francis et al. (2004) indicated that the questions 

posed in an elicitation study should help determine the most frequently perceived 

advantages and disadvantages of performing the behaviour of interest, the most important 

people or groups of people who would approve or disapprove of the behaviour, and the 

perceived barriers or facilitating factors which could increase or reduce the difficulty of 

adopting the behaviour. Ajzen and Fishbein (1980) recommended that the investigator (a) 

conduct an elicitation study with open-ended questions for assessing a population‟s 

attitudinal, normative, and control beliefs; (b) perform a content analysis to rank order the 

beliefs; and (c) determine the 5-10 most salient beliefs.  

 

In the present study, a questionnaire containing open-ended questions was used to 

conduct the elicitation study to assess belief-based measures of all the predictor variables 

(i.e., attitudes, subjective norms, and perceived behavioural control). Following Francis et 

al. (2004), an effort was made in the elicitation study to cover the breadth of the predictor 

variables by including a large number of items that indirectly measure these variables to 

help ensure the validity of the overall research results.  
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The elicitation study involved 12 participants. In view of the nature of the behaviour of 

interest, the words used in the questions to measure beliefs underlying attitudes towards 

purchasing luxury goods are somewhat different from those used in other studies, such as 

those by Ajzen & Fishbein (1980) and Francis et al. (2004). Respondents in an elicitation 

study are usually asked their opinions on the “advantages” and “disadvantages” of 

performing a specific behaviour; however, it did not seem appropriate to ask about 

“advantages” and “disadvantages” of purchase behaviour in the present study, especially 

when the words were translated into Chinese. Alternative, open-ended questions were 

asked to measure beliefs underlying attitudes toward purchasing luxury goods. The 

questions are: “What do you believe are the benefits of purchasing luxury fashion 

goods?” and “What do you believe are the reasons that people purchase luxury fashion 

goods?” and “What do you believe are the reasons that people do not purchase luxury 

fashion goods?” 

 

The question to measure beliefs underlying subjective norms is “If you are considering 

the purchase of luxury fashion goods, are there any individual or groups who would 

influence your purchase decision?” The elicitation study included two questions for 

measuring beliefs underlying perceived behavioural control: “What factors would enable 

you to purchase luxury fashion goods?” and “What factors would make it difficult or 

impossible for you to purchase luxury fashion goods?” An added question in the 

elicitation study was “Are there any other issues that come to mind when you think about 

purchasing luxury fashion goods?” 

  

The content of the responses was analyzed by first identifying and labelling the themes. 

The themes involving behavioural beliefs, sources of social pressure, and beliefs about 

behavioural control were then listed separately in order of frequency. The results of this 

content analysis indicated that the behavioural beliefs aligned with the luxury goods 

values posited by Vigneron and Johnson (1999): conspicuous, unique, social, hedonic, 

and quality. The significant references listed most frequently by the respondents in the 

elicitation study were family, friends, spokespersons, and colleagues. The most indicated 

factors that might make it difficult to purchase luxury fashion goods were price, 
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counterfeit luxury goods, and frequency of usage. All the beliefs listed most often by 

respondents were converted into a set of statements to consider for the questionnaire.   

 

In order to evaluate respondents‟ comprehension and the clarity of the instrument before 

implementing the final survey, four participants from the relevant population were asked 

to answer questions recommended in the manual by Francis et al. (2004). The questions 

are listed below, with the wording of some modified somewhat for this research.  

 

 Are any items ambiguous or difficult to answer? 

 Does the questionnaire seem too repetitive? 

 Does it seem too long? 

 Does it seem too superficial? 

 Are there any annoying features of the wording or formatting? 

 

After completing the elicitation study, the first draft of the questionnaire was built to 

include items for measuring all the variables in the TPB model: behavioural intention, 

attitudes, subjective norms, perceived behavioural control, and beliefs related to each of 

these. Once these beliefs are identified, a pilot study and main study can be conducted to 

examine the models. Ajzen (2007) recommended that, to secure reliable and internally 

consistent measures, the investigator should separate and present in non-systematic order 

the different items for assessing a given construct, interspersing these items with those for 

measuring the other constructs.   

 

In addition, it is important to decide the response format for a scale. A seven-point, 

Likert-type response format was used in the present research. Scales with the Likert-type 

response format can generate higher reliability coefficients than those with other response 

formats (Churchill & Peter, 1984; Hayes 1998). In addition, Likert scaling allows each 

respondent to express opinions of varying degree and allows the researcher to examine 

the percentages of different responses for each measure. Hence, Likert scaling is widely 

used in instruments that measure opinions, beliefs, and attitudes in marketing and 

psychology research; the literature reflects the adoption of Likert scales in many well-

developed measures (Noar, 2003). Churchill and Peter (1984) found a positive 

relationship between the number of scale points and the reliability over the normal range 
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of scale points, likely because variance increases with the number of scale points and 

reliability generally increases with variance. Dichotomous scales, for example, allow for 

less variance and covariance than do broader response formats such as 7-point response 

formats (DeVellis, 1991); however, the use of response formats with more than 7 points 

is not likely to add a significant amount of variance to a scale (Noar, 2003). The response 

format for the measurement items in the present study had 7 points with 1 representing 

strongly disagree and 7 representing strongly agree. 

 

The reliability and validity of the measures in the questionnaire were then assessed. A 

cornerstone of quality research is ensuring the reliability and validity of measurement 

scales that one develops (Noar, 2003). Data collected under an empirical design are of 

little use if it cannot demonstrate the reliability and validity (Flynn et al., 1990). 

Reliability of measurement is required, but not sufficient for establishing validity. Highly 

valid results are meaningless if the data measures are unreliable (Flynn et al., 1990). 

 

Scale reliability is the proportion of the variance in a latent variable that is attributable to 

the true score of the latent variable (DeVellis, 1991). Reliability concerns the relative 

absence of errors of measurement in a measuring instrument. Simply put, “A non-reliable 

measure is like an elastic tape measure; the same thing can be measured a number of 

times, but it will yield a different length each time” (Flynn et al., 1990, p. 265). Although 

the various aspects of reliability may be calculated in a number of ways, coefficient alpha 

has been recommended for determining the internal consistency of a set of measurement 

items (Churchill, 1979; Hinkin, 1995; Noar, 2003). Churchill (1979, pp. 68) said, 

“Coefficient alpha absolutely should be the first measure one calculates to assess the 

quality of the instrument.” The more highly correlated are the items on a scale, the higher 

the coefficient alpha will be.  A low coefficient alpha means that the items in a scale 

perform poorly in capturing the construct that motivated the measure; a large coefficient 

alpha indicates that the items correlate well with true scores (Churchill, 1979). Items that 

are inconsistent with others in a scale should be removed. According to Churchill (1979), 

the total reliability score for a measured construct is secured by summing the total 

reliability scores for the separate components, and item-to-total correlations used to 

decide items to delete items are based on the correlation between the items in a 

component and the total score for the dimension that contains the component. Coefficient 
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alpha should be calculated for each dimension of the construct in question. Generally, a 

coefficient alpha greater than .70 is acceptable, and items with coefficient alphas 

below .70 are usually eliminated (Hinkin, 1995).   

 

Churchill (1979) suggested that the investigator determine the number of dimensions 

underlying the measured construct after examining the coefficient alpha. Exploratory 

factor analysis is the technique most commonly used to verify the number of dimensions 

(Churchill, 1979; DeVellis, 1991; Hinkin, 1995). Exploratory factor analysis can also 

help to reduce the initial number of items to a smaller set.  Calculation of coefficient 

alpha and exploratory factor analysis were performed in the pilot study in the present 

research to determine the construct for measuring beliefs about purchasing luxury goods 

and to eliminate scale items with low correlations to others in case of a low coefficient 

alpha indicating low internal consistency. 

 

Hinkin (1995) noted that it is common practice to conduct exploratory factor analysis 

without also conducting confirmatory factor analysis. At the time of his article, 

confirmatory factor analysis was a relatively new technique that was utilized in only a 

small percentage of studies in the studies he reviewed. The purpose of either exploratory 

or confirmatory factor analysis in scale development is to refine a new measure on the 

basis of examination of the stability of the factor structure (Hinkin, 1995).  Exploratory 

factor analysis helps to eliminate items with low correlations to other items in a scale in 

the case of low internal consistency whereas confirmatory factor analysis is useful for 

evaluating a measurement scale. Confirmatory factor analysis is often used for assessing 

the measurement capability of a model by statistically testing the significance of the 

overall model and item loadings on factors (Hinkin, 1995). Although some researchers 

still develop measures without the use of confirmatory factor analysis, such analysis has 

recently come to have a major role in the scale development process (Noar, 2003).  

 

The determination that a measurement scale is reliable does not guarantee the validity of 

the scale (DeVellis, 1991). Validity concerns whether a variable is the underlying cause 

of item covariation (DeVellis, 1991). In general, a scale is valid when it truly measures 

what it is supposed to measure and nothing else (Flynn et al., 1990). Examination of the 
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validity of a measurement scale can include content, predictive, concurrent, criterion, and 

construct validity (Noar, 2003).  

 

Content, or face, validity is assessed by the extent to which the content of the items in a 

scale truly measures the concept intended to be measured (Flynn et al., 1990).  If a scale 

lacks content validity, no amount of reliability or construct validity would suffice (Flynn 

et al., 1990). Content validity can only be determined by the judgment of experts in 

reference to the literature; it cannot be determined by statistical means (Flynn et al., 1990). 

After an item pool was developed in the present study, the initial scales were reviewed 

and evaluated for content validity by a panel of reviewers (n = 5) composed of 

researchers in the academic marketing discipline, managers responsible for studying 

luxury goods consumption in marketing research companies, and consumers who had 

purchased luxury goods. The reviewers‟ feedback on scale content and question order 

resulted in revision of some items.  

 

After purification through the process just described, it was necessary to assess the 

construct validity of the scale. Noar (2003) argued that the investigator needs to pay 

particular attention to construct validity under nearly any circumstances after content 

validity concerns have been satisfied. The construct validity of an instrument directly 

concerns the theoretical relationship of the variable being measured to other variables 

(DeVellis, 1991). Construct validity measures whether a measurement scale is an 

appropriate operational definition of an abstract construct (Flynn et al., 1990). The 

convergent and discriminant types of validity are subsumed under construct validity 

(Campbell & Fiske, 1959). Both can provide evidence of construct validity. When a 

measure has convergent validity, the variable being measured is related to a variable or 

variables to which it is theoretically related. When a measure has discriminant validity, 

the variable or concept being measured is not highly correlated with theoretically 

different variables or concepts measured in different ways (Campbell & Fiske, 1959). 

Construct validity allows the investigator to distinguish covariation that truly reflects 

similarity between constructs from covariation that is an artefact of applying similar 

measurement procedures (DeVellis, 1991). 
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Flynn et al. (1990) recommended the use of factor analysis to establish construct validity 

in two ways: Exploratory factor analysis can be used to identify tentative dimensions of a 

scale and determine which items should be deleted from the scale, and confirmatory 

factor analysis can be applied to establish construct validity to test hypotheses with a 

scale already developed. 

 

On the basis of the results of the pilot study, a subset of items was selected for measuring 

the variables in the final questionnaire as described below. 

 

 Behavioural intention (BI) 

Specification for the action, target, context and time frame is required for the measures of 

a specific behaviour (Conner & Sparks, 2005). Thus, the target behaviour in this study is 

“buying (action) luxury fashion goods (target) during the next twelve months (time).” The 

corresponding behavioural intention was measured with the item “How likely are you to 

purchase luxury fashion goods during the next twelve months” on a 7-point rating scale 

(0 = almost impossible, 6 = very possible).  

 

 Attitude toward the act (Aact) 

Researchers who have applied the TRA or TPB model have often used words like 

“foolish or wise,” “harmful or beneficial,” and “impractical or practical” in questionnaires 

to measure attitude toward performing a behaviour; however, these words seemed 

inappropriate for measuring attitude toward purchasing luxury fashion goods. In the 

present research, attitude toward purchasing luxury goods was measured with two items 

on a 7-point semantic differential scale: “My attitude toward buying luxury fashion goods 

is negative or positive” and “My attitude toward buying luxury fashion goods is 

unfavourable or favourable”. 

 

Attitude toward a behaviour consists of beliefs about the consequences of performing the 

behaviour (B) and the evaluation of these consequences (E). In the present study, 

attitudinal beliefs (B) were assessed by asking participants to indicate their opinions 

about purchasing luxury goods on a 7-point rating scale anchored by “strongly disagree” 

and “strongly agree.” The measured beliefs about purchasing luxury goods reflect the five 

perceived motivations of purchasing luxury goods posited by Vigneron and Johnson 
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(1999): conspicuous value, unique value, social value, hedonic value, and quality value. 

The items to measure these attitudinal beliefs were developed for this research, and the 

process of scale development was provided in section 3.5.2. The evaluation (E) of each of 

the five beliefs about purchasing luxury fashion goods was measured by asking 

participants to indicate on a 7-point scale (-3 = very unimportant, +3 = very important) 

the degree of importance of each perceived value when they buy luxury goods.  

 

 Subjective norm (SN)  

Subjective norm was measured with three items on a 7-point rating scale (-3 = strongly 

disagree, +3 = strongly agree) for each: “I feel social pressure to buy luxury fashion 

goods”, “Many people around me have luxury fashion goods”, and “People who are 

important to me influence my purchase of luxury fashion goods”. 

 

Subjective norm involves normative beliefs (NB) and motivation to comply with the 

beliefs (MC).  Normative beliefs were measured with four items on a 7-point rating scale 

(-3 = strongly disagree, +3 = strongly agree) for each: “My family would support my 

purchase of luxury fashion goods” and “My friends would support my purchase of luxury 

fashion goods” and “Spokespersons would influence my purchase of luxury fashion 

goods” and “My colleagues would influence my purchase of luxury fashion goods”. 

 

Motivation to comply (MC) was measured with the following items regarding the 

purchase of luxury fashion goods: “Doing what my family thinks I should do is important 

to me”; “Doing what my friends think I should do is important to me”; “The opinions of 

spokespersons is important to me”; and “The opinions of my colleagues is important to 

me”. The response format for each of these items was a 7-point scale (0 = not at all, 6 = 

extremely important). 

 

 Perceived behavioural control (PBC)  

Items for measuring perceived behavioural control should address people‟s confidence in 

their ability to perform the target behaviour (Francis et al., 2004). Three items were used 

to measure perceived behavioural control in the present study. One item was “My 

purchase of luxury fashion goods is” followed by a 7-point semantic differential scale (-3 

= very difficult, +3 = very easy). The other two items were “It is up to myself whether to 
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buy luxury fashion goods or not”, and “It is possible for me to purchase luxury fashion 

goods”. The response format for each of these was a 7-point rating scale (-3 = strongly 

disagree, +3 = strongly agree).  

 

Perceived behavioural control is determined by control beliefs (C) and perceived power 

to influence the target behaviour (P). In the present study, control beliefs were measured 

with three items on a 7-point rating scale (-3 = strongly disagree, +3 = strongly agree) for 

each: “The price of luxury fashion goods would make it harder for me to decide to 

purchase the goods”; “The amount of counterfeit luxury fashion brands would influence 

my purchase decision”; and “The frequency of my usage of luxury goods would influence 

my decision to purchase them”.  

 

The corresponding perceived power to influence the behaviour of purchasing luxury 

fashion goods was measured with three items on a 7-point rating scale (-3 = strongly 

disagree, +3 = strongly agree) for each: “When the price of luxury fashion goods is very 

high, I am unlikely to buy the goods”; “When the amount of counterfeit luxury fashion 

brands is very large, I am unlikely to buy the brands”; and “When my usage of luxury 

goods is infrequent, I am unlikely to buy these goods”.  

3.5.2        Measures of Attitudinal Beliefs about Purchasing Luxury Goods 

Attitude toward performing behaviour is determined by salient attitudinal beliefs. 

Fishbein and Ajzen (1975, 1980) emphasized that attitudinal beliefs about purchasing a 

specific product represent perceived consequences of the behaviour of purchasing, rather 

than the product itself.  

 

Therefore, it is inappropriate to examine attitudinal beliefs by measuring how consumers 

believe the attributes owned by the product, though some studies did (e.g., Wang & 

Heitmeyer, 2006; Wilson, et al., 1975; Xu et al., 2004). This study was thus to assess 

attitudinal beliefs by investigating what consequences consumers believe that they can 

have from purchasing luxury goods. Vigneron and Johnson (1999) proposed five 

perceived values that consumers can gain by luxury goods consumption, but they 

provided just a theoretical framework, which is not widely empirically tested and 
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supported. In addition, very limited studies have been designed to investigate whether 

Chinese consumers are motivated by these five perceived values to buy luxury goods. 

The measures to examine consumers‟ attitudinal beliefs about purchasing luxury goods 

are thus scarce. Therefore, the scales to measure attitudinal beliefs about purchasing 

luxury goods need to be developed for this research. 

 

The main concern in item generation is content validity, the requirement that a measure 

adequately captures the specific domain it is intended to measure (Hinkin, 1995).  The 

two basic approaches to item development are the deductive and the inductive (Hinkin, 

1995). Deductive scale development utilizes a typology prior to data collection; the 

theoretical definition of the construct to be measured is drawn from the literature and 

used as a guide for developing items for measuring the construct. On the contrary, the 

inductive approach involves the generation of measures by asking a sample of 

respondents to answer questions of interest, rather than the use of theory as a source of 

the content of measurement items.  

 

In the deductive approach used in the present study to develop construct measures, the 

scale development was grounded in theories of luxury goods consumption. The literature 

on luxury goods consumption was reviewed to extract initial representative items for 

measuring beliefs about purchasing luxury goods. A large body of literature pertains to 

the definition of luxury goods, conceptual definitions of values sought or received from 

purchasing luxury goods, factors that influence luxury goods consumption, and scales 

developed to measure values sought from luxury goods consumption. A large body of 

literature also addresses related areas such as reference group, personality, and culture 

(see Chapter 2). Once the purpose of a scale has been clearly articulated, a large pool of 

measurement items can be generated. In the present study, a list of 23 items was 

developed in the form of statements.  

 

Single-item measures typically produce unreliable responses and considerable 

measurement error (Churchill, 1979). Multi-item measures tend to provide more 

reliability and less measurement error (DeVellis, 1991). Although single-item scales often 

lack validity and reliability, scales with too many items require more time to develop and 

lead lo respondent fatigue (DeVellis, 1991; Hinkin, 1995). Hinkin, Tracey, and Enz (1997) 
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indicated that four or five items per scale often results in adequate internal consistency. 

Therefore, multi-item measures of constructs, rather than single-item measures, were used 

in the present study. Each multi-item measure forms a homogenous scale that reflects an 

underlying latent construct of attitudinal beliefs about purchasing luxury goods. All 

statements were worded positively.   

 

The methods discussed previously were adopted to assess the reliability and validity of 

the measures of the constructs of attitudinal beliefs about purchasing luxury goods. Table 

3.2 shows the items initially developed in the present study to measure five constructs of 

beliefs about purchasing luxury goods. Some of these items were eliminated in the pilot 

study. The items used in main study are those maintained after the coefficient alpha 

assessment and factor analysis in the pilot study.  

 

Table 3.2: Items for Measuring Five Constructs of Attitudinal Beliefs about 

Purchasing Luxury Goods 

Constructs  Scale item 

Conspicuous Purchasing luxury goods can be noticed and admired by others. 

 Many people buy luxury fashion goods to show off. 

 If I buy luxury fashion goods, I will choose those brands known by many people.  

 Luxury goods are a symbol of social status. 

 If I buy luxury fashion goods, I will buy those which can show who I am. 

Unique  I like new and limited edition luxury fashion goods. 

 Purchasing luxury fashion goods makes one feel superior and unique. 

 I lose interest in luxury fashion goods that are consumed by the general population. 

 I like those fashion luxury goods with unique style 

Social  Purchasing luxury fashion goods can help enhance one‟s image. 

 Purchasing luxury fashion goods is a reward for effort and achievement. 

 Consumption of luxury fashion goods is a symbol of successful people. 

 Consumption of luxury fashion goods reflects an affluent lifestyle. 

 Luxury fashion goods can serve as a symbolic marker of group membership. 

Hedonic  Purchasing luxury fashion goods can satisfy my own pleasures. 

 I buy luxury fashion goods mainly because it is pleasant for me. 

 Luxury fashion goods can provide sensory beauty and pleasure. 

 Consumers can experience gratification and pleasure during the process of purchasing 

luxury fashion goods. 
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Quality  The products‟ superior quality is my major reason for buying luxury fashion goods. 

 I will buy a luxury fashion brand because I like the style of the brand‟s designer. 

 My decisions about purchasing luxury fashion goods are affected by whether the goods 

meet my quality standards and not whether many people prefer the goods.  

3.6           QUESTIONNAIRE CONSTRUCTION 

The questionnaire included three sections: 

 Section 1: brand awareness and past behaviour 

 Section 2: variables pertaining to attitudinal beliefs about purchasing luxury 

fashion goods, cultural orientation, and all the variables included in the TPB 

model 

 Section 3: personal information 

 

In the questionnaire, a definition and examples of luxury fashion goods preceded the 

questions. The definition and examples of luxury fashion goods are as follow: high-end 

personal fashion products that include apparel, perfume, accessories and handbags, shoes, 

watches, and jewellery, like Chanel suits, Cartier watches, Louis Vuitton handbags, and 

Hermès silk scarves. 

 

The first section contained a list of 38 luxury fashion brands and a question to 

respondents about whether they had ever heard of any of these brand names. To develop 

the list, a number of luxury brands were first selected from research literature on luxury 

brands (e.g., Dubois & Pternault, 1996). The 38 brands in the final list were finally 

chosen on the basis of availability in the Chinese market. In addition to the question on 

brand awareness, respondents were asked whether they had bought any luxury fashion 

goods in the past year. The purpose of the questions in this section was not to investigate 

brand awareness. Rather, the purpose was to help respondents clearly understand the 

realm of the luxury goods of interest in the study. This was deemed necessary because the 

literature shows that consumers‟ perception of luxury goods is subjective and that the 

definition of luxury goods varies among consumers.   

 

http://www.hermes.com/
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The second section of the questionnaire consisted of the questions used to measure the 

main variables in the study. One set of variables was to allow analysis of the structure of 

consumers‟ cultural orientation. The other set of variables was to allow assessment of 

consumers‟ intentions to purchase luxury goods according to the TPB models.  

 

The third section of the questionnaire contained seven questions for gathering 

demographic information about the respondents, including age, gender, household 

income, personal income, education level, occupation, and residence location. The 

demographic information was collected to enable description of the characteristics of the 

sample and analysis of the influence of demographics on consumers‟ behavioural 

intentions to purchase luxury goods.  

 

Fowler (2002) indicated that close-ended questions are practical for a self-administered 

questionnaire because ease of response is a priority to maximize returns and self-

administered open-ended questions often do not produce useful data. 

 

The questionnaire was initially written in English and then translated into Chinese 

because the target population in the research is Chinese consumers. Translation of a 

questionnaire involves not only linguistic issues but also theoretical issues and the 

question of generalisability (Francis et al., 2004). Back translation can improve the 

reliability and validity of research (Brislin, 1986); therefore, back translation was also 

performed in this research to help ensure the validity of the questionnaire.  

 

According to Brislin (1986), a bilingual individual should perform back translation from 

the source to the target language, and another bilingual individual should translate back to 

the source language. Francis et al. (2004) stated that the most important principle is that 

translation should be conducted by people who are native speakers of the target language, 

and ideally the person who does the translation should also be experienced in 

questionnaire design in the target language. 

 

In the present research, a postgraduate student in Marketing whose native language is 

Chinese translated the original English version of the questionnaire into Chinese. To 

avoid discrepancies between the English and Chinese versions, the Chinese version was 
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then back-translated into English by an individual who is fluent in both languages and 

who has lived in the United Kingdom for 8 years and has worked for a British 

government agency for 3 years. I compared the back-translated version to the original 

version and reconciled a few inconsistencies between the translations. Lastly, a professor 

in Marketing, who is fluent in both Chinese and English, reviewed the modified 

questionnaire to check whether the English and Chinese versions were equivalent and 

whether the wording of questionnaire made sense in Chinese.  

 

A pre-test was conducted to check the questionnaire before formulating the final version. 

Brislin (1986) advised that, when a large-scale pre-test is not possible, approximately ten 

respondents will suffice. The pre-test in the present research was performed with ten 

participants from the target population and the back-translated questionnaire to check 

whether any questions needed further improvement. After the participants completed the 

questionnaire, they were asked whether they easily understood the questions and whether 

they had any questions or comments about the wording of the questions. The participants 

indicated no problems in understanding the Chinese version of the questionnaires. 

3.7           DATA ANALYSIS STRATEGY 

During data collection, respondents‟ answers to the items in the questionnaire were 

collected and processed into the computer simultaneously because the online survey 

enabled the elimination of intermediate steps where errors could occur (Zikmund, 2000). 

The collected data were entered into SPSS, and then data preparation was conducted to 

check the data and perform any necessary editing, coding, transcribing, and cleaning.  

 

After the data preparation, the data were inspected and explored. Appropriate techniques 

for data analysis were then selected, taking into consideration the research objectives, 

characteristics of the data, and the underlying properties of the statistical techniques.  

 

Preliminary data analysis was performed, followed by data analysis for hypothesis testing. 

The preliminary data analysis, using SPSS 15.0 for windows, included determination of 

descriptive statistics, frequency distribution analysis, and testing of reliability and validity. 

Structural equation modelling was applied to test validity and the proposed hypotheses. 
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All the variables in this research were measured from the consumer perspective; hence 

the unit of analysis throughout is individual consumers. 

3.7.1       Preliminary Data Analysis 

Descriptive statistics in empirical research typically include frequencies, percentages, 

means, range, variance, and standard deviation to summarise the variables. The 

descriptive statistics in the present study provided a profile of the total sample, a brief 

description of the data set, and guidance for conducting the multivariate analysis 

(Malhotra, 2007).  

 

Factor analysis was conducted in the pilot study phase of the research to identify the 

dimensions underlying cultural orientation and attitudinal beliefs about purchasing luxury 

goods. Exploratory factor analysis was performed to identify the underlying dimensional 

structure of the measurement items, and confirmatory factor analysis was performed to 

test whether the a priori dimensional structure is consistent with the structure obtained 

with the particular set of measures (Stewart, 1981). 

 

Exploratory factor analysis is a useful analytic tool to empirically determine the number 

of constructs that underlie a set of items, to condense information so that a small number 

of variables accounts for the variation in the data, and to define the substantive content or 

meaning of a set of factors that accounts for the variation in a larger set of items 

(DeVellis, 1991). The various methods for conducting an exploratory factor analysis 

include principal components, principal factor, alpha factor analysis, and maximum 

likelihood (Stewart, 1981). Principal components analysis with orthogonal rotation is the 

most frequently used factoring method. Exploratory factor analysis using principal 

components was applied in the pilot study in the present research.  

 

The eigenvalue criterion and the scree test are often used as criteria to determine the 

number of factors (DeVellis, 1991; Hinkin, 1995). The eigenvalue rule is that the 

investigator retains only factors that explain more variance than the average amount 

explained by an original item (DeVellis, 1991). The scree test involves plotting the 

eigenvalues in descending order of magnitude against their factor numbers and 
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determining where the eigenvalues level off. The inflection point between a steep slope 

and the levelling of the eigenvalues indicates the number of meaningful factors. Both 

eigenvalues and the scree test are based on the magnitude of factors‟ eigenvalues, which 

express how much variance the factors explain; however, DeVellis (1991) emphasized 

that these methods to determine the number of factors is far from perfect and experience 

is an invaluable guide. Scree tests and eigenvalues greater than one are the criteria that 

were used to select factors to extract in the present research.  

 

Factor rotation should be conducted to aid interpretation of extracted factors by 

identifying the conceptual relationships among the measurement items. Rotation of 

factors can help simplify and improve the interpretation of the factor structure by 

removing ambiguities that often accompany initial, non-rotated factor solutions (Mitchell, 

1994). Varimax is the most common orthogonal rotation method (DeVellis, 1991; 

Mitchell, 1994). Varimax rotation helps the investigator understand effects in the original 

data and facilitates factor interpretation by minimizing the number of variables with high 

loadings on any one factor. After varimax rotation, each original variable tends to be 

associated with one or a small number of factors, and each factor represents only a small 

number of variables. Varimax rotation was thus applied in the exploratory factor analysis 

in the present study to aid interpretation of the extracted factors. Factor loadings of 

individual items determine whether an item should be retained in a factor or removed 

from it. In practice, a factor loading of .40 is often used as the criterion for retaining an 

item in a factor (Hinkin, 1995). In the present research, items with factor loadings lower 

than the cut-off point of .40 were deleted. 

 

DeVellis (1991) noted that exploratory factor analysis helps identify latent variables 

underlying measurements with a set of items, but not necessarily the concept assumed to 

operationalized; therefore, the results of exploratory factor analysis merely indicates 

empirical relationships among measurements with a specific set of items. Exploratory 

factor analysis “speaks to the operationalization of the construct but not necessarily to the 

construct itself” (DeVellis, 1991, p. 107). Confirmatory factor analysis is another factor 

analytic strategy, and it is used to confirm an expected factor structure rather than to 

determine a structure (DeVellis, 1991). In a departure from exploratory factor analysis, 

the desired factor structure needs to be explicated in confirmatory factor analysis. 
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Confirmatory factor analysis provides an indication of how well the actual data conform 

to the specified factor pattern (DeVellis, 1991). Confirmatory factor analysis was applied 

to the validity assessment and the analysis for the main survey data in the present research. 

The most common confirmatory factor analytic procedure is maximum likelihood factor 

analysis, with which the investigator attempts to estimate population parameters from 

sample statistics. AMOS 7.0 was used in this research to assess the quality of the factor 

structure by statistically testing the significance of the overall model and of item loadings 

on factors.  

 

A variety of goodness-of-fit indices are now available for use in confirmatory factor 

analysis to indicate the adequacy of measured constructs to a model, but there seems to be 

little consensus on what are the appropriate indices (Hinkin, 1995). Hinkin (1995) noted 

that significance of Chi-square was reported most frequently, and the smaller the chi-

square value, the better the data fit to the model. However, chi-square is very sensitive to 

sample size, diverse indices have thus been developed for assessing overall goodness-of-

fit.  A ratio of the chi-square value to the degrees of freedom of 5 to 1 was a practical rule 

of thumb (Hinkin, 1995). Although evaluation of fit indices is somewhat subjective, the 

higher values, the better the model fit to the empirical data. In addition, Hinkin (1995) 

reported that fit indices above 0.85 were considered acceptable. The details about the 

model fit indices used in the present study were discussed in Section 3.7.2. 

3.7.2       Hypothesis Tests 

Structural equation modelling (SEM) was employed in the present research to test the 

proposed hypotheses. “Structural equation modelling is a statistical methodology that 

takes a confirmatory (i.e., hypothesis-testing) approach to the analysis of a structural 

theory bearing on some phenomenon” (Byrne, 2001, p. 3). SEM simultaneously tests all 

relationships in the hypothesized model to determine the extent to which the model is 

consistent with the data.  

 

Byrne (2001) summarized a number of advantages of SEM over other multivariate 

procedures. First, in using SEM the investigator takes a confirmatory approach to data 

analysis and analyzes data for inferential purposes by demanding that the pattern of 
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intervariable relations is specified a priori. In contrast, the descriptive nature of many 

other multivariate methods makes hypothesis testing difficult. Second, traditional 

multivariate methods are incapable of either assessing or correcting for measurement 

error; however, SEM analysis can avoid inaccuracies caused by ignoring error when it 

exists in the explanatory variables. The structural model allows specification of error-

term covariances (Golob, 2003). Third, data analysis using SEM allows measurement of 

the relationship among unobserved and observed variables comprehensively through the 

analysis of covariance among observable variables. Structural equations modelling (SEM) 

can handle a large number of endogenous variables (dependent variables) and exogenous 

variables (independent variables), as well as unobserved variables specified as linear 

combinations of the observed variables (Golob, 2003). Last but not least, no widely and 

easily applied methods alternative to SEM exist for modelling multivariate relations or 

for estimating point and/or interval indirect effects. 

 

The two-stage SEM analytic estimation technique was applied in the present research to 

test the multiple causalities among psychological constructs and consumers‟ intentions to 

purchase luxury goods. The two-stage analytic estimation technique avoids the interaction 

of the measurement model and the structural model (Hair, Anderson, Tatham, & Black, 

1995). The general SEM model can be decomposed into two submodels: the structural 

model and the measurement model. The structural model represents the relationship 

among the latent variables (constructs) of interest. The structural model specifies the 

manner by which particular latent variables cause changes in the values of certain other 

latent variables in the model. The measurement model indicates the relationship between 

the unobserved latent variables and observable variables (indicator variables). The 

measurement model provides the link between the observed indicator variables and the 

underlying constructs they are designed to measure (Byrne, 2001; Golob, 2003; 

Nachtigall, Kroehne, Funke, & Steyer, 2003).  

 

Estimation of SEM is performed using the covariance analysis method in which the 

investigator estimates the parameters such that the variances and covariances implied by 

the model are as close as possible to the observed variances and covariances of the 

sample (Golob, 2003). Among other solutions, such as unweighted least squares (ULS) 

and generalized least squares (GLS), the most commonly used method for estimating 
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SEM is maximum likelihood (ML).  “Nearly all of the major software programs use ML 

as the default estimator” (Schermelleh-Engel, Moosbrugger, & Müller, 2003, p. 25). The 

ML method maximizes the probability that the observed covariances are drawn from a 

population that has its variance and covariances generated by the process implied by the 

model (Golob, 2003). ML estimation is rather robust against violations of the normality 

assumption for the sample. Estimation of SEM with ML can be applied in many 

situations such as when interval scales (e.g., Likert scales) are used to collect data on 

feelings and perceptions (Golob, 2003; Schermelleh-Engel et al., 2003). In the present 

study, maximum likelihood was used in the SEM analysis.  

 

Goodness-of-fit tests are used to determine if a proposed model is consistent with the 

pattern of variances and covariances in the data. Many criteria have been developed for 

assessing overall goodness-of-fit in an SEM context and for measuring how well one 

model does over another model. 

 

According to Schermelleh-Engel et al. (2003), SEM produces multiple goodness-of-fit 

indices: (a) descriptive measures of overall model fit, such as chi-square (χ²), root mean 

square error of approximation (RMSEA), root mean square residual (RMR), and 

standardized root mean square residual (SRMR); (b) descriptive measures based on 

model comparison. The measures are often used  based on model comparisons are the 

normed fit index (NFI ), the nonnormed fit index (NNFI ), the comparative fit index 

(CFI ), the goodness-of-fit index (GFI ), and the adjusted goodness-of-fit index (AGFI ); 

and (c) descriptive measures of model parsimony, such as the parsimony goodness-of-fit 

index (PGFI), and the parsimony normed fit index (PNFI), etc. Parsimony serves as a 

criterion for choosing between alternative models.  

 

Although most of these evaluation criteria are based on the Chi-square statistic, chi-

square is preferred over a test statistic as a measure of fit due to its sensitivity to sample 

size and deviations from multinormality (Golob, 2003). Given the limitations of Chi-

square, researchers have developed a plethora of newly goodness-of-fit indices that take a 

more pragmatic approach to the evaluation process (Byrne, 2001). One of the first fit 

statistics to address this problem was the normed Chi-square, i.e., the ration of χ²/df 

(Wheaton, Muthén, Alwin, & Summers, 1977). Alternative goodness-of-fit measures of 
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overall model fit have also been developed, such as the  root mean square error of 

approximation (RMSEA), root mean square residual (RMR), and standardized root mean 

square residual (SRMR).  

 

The root mean square residual (RMR) represents the average residual value derived from 

the fitting of the variance-covariance matrix for the hypothesized model to the variance-

covariance matrix of the sample data (Byrne, 2001). However, these residuals are difficult 

to interpret due to its relation to the sizes of the observed variances and covariances. 

Therefore, the standardized root mean square residual (SRMR) were developed to 

represent the average value across all standardized residuals. RMSEA has only recently 

been recognized as one of the most informative criteria in covariance structure modelling 

(Byrne, 2001).   

 

Often used goodness-of-fit measures based on direct comparison of the variance–

covariance matrices for the sample and model include the normed fit index (NFI), the 

nonnormed fit index (NNFI), the comparative fit index (CFI), the goodness-of-fit index 

(GFI), the adjusted goodness-of-fit index (AGFI), and the parsimony-adjusted goodness-

of-fit index (PGFI).  The normed fit index (NFI) is a practical criterion for evaluation of 

model fit, but it has shown a tendency to underestimate fit in small samples (Byrne, 2001). 

Bentler and Bonnett (1980) developed the Nonnormed Fit Index (NNFI ), also known as 

the Tucker-Lewis Index (TLI ) to solve the disadvantage of the NFI which  is affected by 

sample size. In addition, CFI was also developed by Bentler (1990) from NFI to take 

sample size into account. The goodness-of-fit index (GFI) is a measure of the relative 

amount of variance and covariance matrix of the sample data that is jointly explained by 

the variance and covariance matrix for the hypothesized model (Byrne, 2001). The AGFI 

adjusts for the number of degrees of freedom in the model, which makes the AGFI differs 

from the GFI. Both GFI and AGFI range from zero to 1.00, with values close to 1.00 

being indicative of good fit. The parsimony-adjusted goodness-of-fit index (PGFI) takes 

into consideration the complexity of the hypothesized model in the assessment of overall 

model fit (Byrne, 2001), which was modified from GFI and NFI.  It is hard to decide 

which global indices to use for reporting results of model fitting; thus it is necessary to 

consider multiple criteria in evaluating a model (Bagozzi & Yi, 1998; Schermelleh-Engel 
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et al., 2003). The criteria of these model-of-fit indices to evaluate the adequacy of a given 

structural equation model were to be discussed in Chapter 4. 

 

According to the literature, SEM is particularly appropriate for the study of multiple 

dependence relationships such as those investigated in the present research. SEM was 

used in this research to determine if the estimated population covariance matrix of the 

proposed model was consistent with the observed covariance matrix. The software 

package utilized for SEM in this research is the AMOS 7.0 statistical package due to its 

user friendliness. AMOS can link data directly to SPSS and provides a graphical user 

interface that allows the investigator to configure path diagrams, calculate model fit, and 

estimate parameters.  

3.8 CHAPTER SUMMARY 

The purpose of this chapter was to describe the research design and its implementation to 

address the research problem and research questions. Several conclusions about the 

methodology emerged. First, the theory verification nature of this research favours a 

quantitative approach. A survey conducted with an online questionnaire was an 

appropriate strategy for collecting the data used to test the proposed research hypotheses. 

Second, scales were developed for the measures involved in this research. Third, 

appropriate statistical techniques were selected for the preliminary data analysis and 

hypotheses testing in view of the research objectives, characteristics of the data, and the 

underlying properties of the statistical techniques. The following chapter describes the 

data analysis. 
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CHAPTER 4 DATA ANALYSIS  

4.1 INTRODUCTION 

The previous chapter described the methodology used to collect data for this research. 

This chapter presents the results of analyzing the data. The chapter starts with data 

analysis for the pilot study, in which coefficient alpha are calculated first, followed by 

exploratory factor analysis to reduce items. The pilot study purifies the measurement 

instrument, and these purified measures are used in the main study. In Section 4.3, data 

analysis for the main study is reported, which contains a preliminary analysis of the data, 

and hypothesis testing using the structural equation modelling (SEM). The preliminary 

examination includes the data preparation and descriptive analysis. In the main study of 

this research, the proposed hypotheses on the structure of cultural orientation, and the 

relationships between cultural orientation and the factors involved in the TPB model are 

examined by applying SEM. 

4.2          DATA ANALYSIS FOR PILOT STUDY  

The pilot study was conducted by an online survey, and the respondents were drawn from 

the email list of the target population in order to: (a) have an initial idea on the response 

rate for the online survey proposed to be used in this present research, and thus decide 

how many emails should be sent to the target population for the main study; (b) gain a 

better understanding of the data analysis results by surveying the respondents from the 

target population than by a convenient sample in a pilot study. The reason that the pilot 

study is reported here is not only that it formed an indispensable part of the entire project, 

but also that it justified the variables and methods used in the project. 

 

915 emails were sent for the pilot study, and totally 111 questionnaires were obtained. 

The response rate was approximately 12 %. The relatively low response rate may be 

attributed to a number of factors: the affluent consumers may be rather selective when 

reading their e-mails, and more hesitate to take time to complete a survey questionnaire; 

more and more people have more than one email address, and some of the email 
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addresses they may not use any more; there was no tangible incentives (such as gifts, cash 

prize or vouchers) in this research to the respondents. These problems about the relatively 

low response rate for online survey has also been pointed out by a number of researchers 

(e.g., Dommeyer and Moriarty, 1999; Mehta and Sivadas, 1995).  

 

Coefficient alpha was recommended to be first calculated to measure the internal 

consistency of a set of items (Churchill, 1979).  Therefore, Cronbach's α of the items to 

measure attitudinal beliefs about purchasing luxury goods, cultural orientation, attitude 

toward purchasing luxury goods, subjective norm, and perceived behavioural control, 

were computed. A low coefficient alpha indicates that the items in a scale are not 

consistent with the construct (Churchill, 1979). The inconsistent items which perform 

poorly in capturing the construct can be removed. As a result, the item “if I buy luxury 

fashion goods, I will choose those which can show who I am” was deleted from the 

measure of “conspicuous”; the item “I like those fashion luxury goods with unique style” 

was removed from the measure of “unique”; and “many people around me have luxury 

fashion goods” was removed from the measure of “subjective norm”; as well as the item 

“it is up to myself whether to buy luxury fashion goods or not” was removed from the 

measure of “perceived behavioural control”. The coefficient alpha of the scales was 

improved after these items with low coefficient alpha were deleted. Table 4.1 showed the 

computation results of Cronbach's α before and after item adjusted.  
 

Table 4.1: Coefficient Alpha Calculation Results 

measures factors Before adjusted After adjusted Item adjusted 

Cronbach's α Number 

of items 

Cronbach's α Number 

of items 

Beliefs about 

purchasing 

luxury goods 

Conspicuous 0.436 5 0.642 4 Deleted variable consp5, i.e., 

“if I buy luxury fashion goods, 

I will buy those which can 

show who I am”. 

Unique  0.641 4 0.688 3 Deleted variable uniq6, i.e., “I 

like those fashion luxury 

goods with unique style”. 

Social  0.845 5    

Quality  0.768 3    

Hedonic  0.890 4    

Culture 

orientation 

HI 0.806 4    

VI 0.784 4    
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HC 0.780 4    

VC 0.771 4    

Attitude toward 

purchasing 

luxury goods 

 0.969 2    

Subjective norm  0.652 3 0.680 2 Deleted variable sn3, i.e., 

“many people around me have 

luxury fashion goods”. 

Perceived 

behavioural 

control 

 0.735 3 0.809 2 Deleted variable pbc2, i.e., “it 

is up to myself whether to buy 

luxury fashion goods or not”. 

 

Researchers (e.g., Churchill, 1979; DeVillis, 1991) suggested that the next step in scale 

purification is to use exploratory factor analysis to reduce items. Exploratory factor 

analysis was thus conducted in the pilot study. Principal component factor analysis (PCA) 

with varimax rotation was applied to the variables of cultural orientation and attitudinal 

beliefs about purchasing luxury goods. Prior to performing PCA, the suitability of the 

data for factor analysis was assessed. The KMO values were .793 for the cultural 

orientation and .778 for the attitudinal beliefs respectively. The Bartlett's Test of 

Sphericity was statistically significant (p=.000). Factors were extracted using the criteria 

of eigenvalues of 1 or more and scree plot analysis.  Table 4.2 and Table 4.3 illustrate the 

results of exploratory factor analysis.  

 

The 16 items yielded four identified factors of cultural orientation in this research. The 

four factors had eigenvalues above 1 and collectively explained 65.99 per cent of the 

variance. Varimax rotation was used to aid interpretation of the factors. Most variables 

loaded strongly (> .50) on the four factors (see Table 4.2). The results were consistent 

with the constructs proposed by Triandis et al. (1998).  The item-total correlations for all 

the items were greater than 0.5. The Cronbach's alpha if item deleted for most of items 

were smaller than the Cronbach's alpha of the factors. The results indicated high 

reliability of the constructs. 

 

Table 4.2: Summary of Exploratory Factor Analysis Results 

Factor titles and items Factor 

loadings 

Eigenvalue Percent 

variance 

Item-total 

correlation 

Cronbach's 

Alpha if item 

deleted 

Cronbach's 

alpha 
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Horizontal individualist  5.780 36.126   0.806 

I'd rather depend on myself than 

others. 

0.878   0.734 0.709  

I rely on myself most of the time; I 

rarely rely on others. 

0.824   0.655 0.741  

My personal identity, independent of 

others, is very important to me 

0.728   0.629 0.755  

I often do "my own thing." 0.621   0.509 0.825  

Vertical collectivist  2.073 12.958   0.771 

Family members should stick 

together, no matter what sacrifices 

are required 

0.845   0.650 0.687  

It is my duty to take care of my 

family, even when I have to sacrifice 

what I want 

0.836   0.695 0.670  

Parents and children must stay 

together as much as possible 

0.654   0.538 0.765  

It is important to me that I respect 

the decisions made by my groups 

0.543   0.502 0.752  

Vertical individualist  1.626 10.165   0.784 

When another person does better 

than I do, I get tense and aroused 

0.788   0.557 0.748  

Winning is everything 0.781   0.649 0.707  

Competition is the law of nature 0.735   0.606 0.725  

It is important that I do my job better 

than others 

0.536   0.593 0.739  

Horizontal collectivism  1.079 6.743   0.780 

If a coworker gets a prize, I would 

feel proud 

0.848   0.540 0.751  

I feel good when I cooperate with 

others. 

0.607   0.600 0.722  

The well-being of my coworkers is 

important to me 

0.598   0.611 0.715  

To me, pleasure is spending time 

with others 

0.536   0.600 0.720  

 

The exploratory factor analysis was also conducted for the attitudinal beliefs. Items were 

retained if their loadings were greater than the threshold of .60. Variables that had a low 

correlation with other variables as well as low loadings on the factors were removed. As a 

result, the items “purchasing luxury fashion goods is a reward for effort and 

achievement”, “purchasing luxury fashion goods can help enhance image”, and “luxury 

fashion goods have super quality and service that ordinary products do not have” were 

excluded from the constructs. 
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The results revealed a five-factor structure for the scale measures of belies about 

purchasing luxury goods, which explained a total of 70.37 per cent of the variance. Table 

4.3 showed the results of the exploratory factor analysis for the attitudinal beliefs about 

purchasing luxury goods. Most of the variables loaded quite strongly on the factors. The 

reliability analysis of the items on each factor produced Cronbach‟s alpha coefficients 

ranging from 0.552 to 0.890. The item-total correlations for all the items were greater 

than 0.4. The Cronbach's alpha if item deleted for most of items were smaller than the 

Cronbach's alpha of the factors, except for the items measuring the construct of “social”. 

After a closer examination of the loading on the factors, it was found that these five 

factors extracted in this research were in consistent with the five perceived values of 

luxury goods proposed by Vigneron and Johnson (1999). The pilot study purified the 

measurement instrument, and these purified measures were used in the main study. 

 

Table 4.3: Summary of Exploratory Factor Analysis Results 

Factor titles and items Factor 

loadings 

Eigenvalue Percent 

variance 

Item-Total 

correlation 

Cronbach's 

Alpha if Item 

Deleted 

Cronbach's 

alpha 

Hedonic  5.519 32.462   0.890 

I buy luxury fashion goods mainly 

because it is pleasant for me 

0.873 

 

  0.774 0.853  

luxury fashion goods can provide 

sensory beauty and pleasure 

0.799   0.800 0.843  

Consumers can experience 

gratification and pleasure during the 

process of purchasing luxury fashion 

goods 

0.791   0.704 0.879  

Purchasing luxury fashion goods can 

satisfy my own pleasures 

0.739   0.759 0.859  

social  2.761 16.242   0.809 

Consumption of luxury fashion 

goods is a symbol of successful 

people 

0.774   0.774 0.853  

Consumption of luxury fashion 

goods reflects an affluent lifestyle 

0.752   0.800 0.843  

Luxury fashion goods can serve as a 

symbolic marker of group 

membership 

0.720   0.704 0.879  

Luxury goods are a symbol of social 

status 

0.689   0.759 0.859  

If I buy luxury fashion goods, I will 0.639   0.774 0.853  
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choose those brands known by many 

people 

quality  1.445 8.503   0.761 

The products‟ superior quality is my 

major reason for buying luxury 

fashion goods 

0.843   0.664 0.597  

My decisions about purchasing 

luxury fashion goods are affected by 

whether the goods meet my quality 

standards and not whether many 

people prefer the goods 

0.805   0.629 0.647  

I will buy a luxury fashion brand  

because I like the style of the 

brand‟s designer 

0.684   0.502 0.795  

unique  1.165 6.852   0.688 

I like new and limited edition luxury 

fashion goods 

0.789   0.436 0.678  

I lose interest in luxury fashion 

goods  that are consumed by the 

general population 

0.687   0.494 0.610  

Purchasing luxury fashion goods 

make one feel superiority and unique 

0.617   0.589 0.494  

conspicuous  1.073 6.313   0.552 

Many people buy luxury fashion 

goods to show off 

 0.869 

 

    

Purchasing luxury goods can be 

noticed and admired by others 

 0.623     

 

4.3          DATA ANALYSIS FOR MAIN STUDY  

4.3.1       Data Cleaning and Screening 

The raw data obtained from the questionnaires must undergo preliminary preparation 

before they can be analyzed using statistical techniques (Kumar, Aaker, & Day, 2002). 

Data cleaning and screening were performed to check for incompleteness and 

inconsistencies in order to ensure accuracy and precision of the data. 

 

Data cleaning includes consistency checks and treatment of missing responses. Missing 

responses represent values of a variable that are unknown, either because respondents 

provided ambiguous answers or their answers were not properly recorded. Screening of 
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the data sets was conducted through an examination of basic descriptive statistics or 

frequency distributions in this research. 

 

Several methods are available to treat missing response, such as substitute a neutral value, 

substitute an imputed response, pairwise deletion, and casewise deletion. The most 

popular method for dealing with incomplete data is that of listwise deletion (Byrne, 2001), 

i.e., all cases having a missing value for any of the variables in the data are excluded from 

all computations. Listwise deletion can results in a substantial decrease in the sample size 

available for the analysis. However, Ferber (1980) suggested that listwise deletion are 

probably the first options to consider for treat missing response if the sample size is large 

and the proportion of missing data are relatively small. Further, Sekaran (2000) suggested 

that the questionnaire should be discarded if 25 percent of the items in the questionnaire 

have been left unanswered. In contrast to listwise deletion, in the application of pairewise 

deletion, only the cases or respondents with complete responses are used for analysis. 

However, pairwise deletion will necessarily result in the variety of sample size across 

variables in the data set, which subsequently leads to different calculations in an analysis 

due to different sample sizes. Another method used to deal with incomplete data is to 

replace the unobserved score with some estimated value, and the most commonly used 

method is that the arithmetic mean is substituted for a missing value. This method can 

also be problematic. For example, the standard errors will be biased due to the shrink of 

the variance of the variables.  

 

In this research, the resulting sample size with any variable having missing responses 

excluded from all analysis is still adequate for the requirement of SEM used for 

hypothesis test. Thus, the listwise deletion method was preferred in this research. 

Consequently, 50 cases were listwise deleted because they were found to have missing 

response on the questions in their section B, which contained the crucial variables used in 

the model.  

 

In addition, data screening also requires checking for logically consistent responses. For 

example, personal income should be equal or less than the family income. Further, the 

case (respondent) was found to have the same response number selected excessively (e.g., 

all the questions are answered with number “3”) were also deleted because it showed that 
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the respondent did not answered the questions seriously. As a result, 19 cases with the 

problem of inconsistencies were deleted. 

 

Tabachnick and Fidell (1989) summarized four reasons for the presence of an outlier. 

First is incorrect data entry; second is that the missing value indicators are read as real 

data when missing value codes are not specified in computer control language; third is 

that the outlier is not a member of the intended population; fourth is that the case is from 

the intended population but that the distribution for the variable in the population has 

more extreme values than a normal distribution. In this research, the raw data were 

transferred directly form the database for online survey into SPSS. Hence, the kind of 

outliers or the values that may occur in data entry and coding would not happen in this 

research. The outliers that may happen in the other three situations were not found in this 

research. Totally, 695 out of 5188 questionnaires were obtained. The overall response rate 

is approximately 13 %. Data cleaning yielded a final usable sample size of 626.   

4.3.2       Descriptive Statistics 

4.3.2.1    Profile and Analysis of Respondents 

The frequency distributions were conducted on the data of gender, age, education 

attainment, annual family income, annual personal income, and occupation. The profile of 

the respondents is presented in Table 4.4-4.7.  

 

As shown in the table 4.4, of the total of 626 respondents, 397 were males (63.4 per cent) 

and 229 were females. Respondent groups aged between 25 and 29 years old and aged 

between 30 and 34 years old each accounted for approximately 30 per cent of the sample, 

followed by the age groups of 35 and 39 years at 19.5 per cent. These three groups 

collectively contributed approximately 82 per cent to the overall sample in terms of age.  

 

The gender and age profiles of this sample are consistent with the characteristics of 

Chinese luxury goods consumers reported by Ernst & Young (2005). According to Ernst 

& Young, Chinese consumers of luxury goods are primarily between 20 and 40 years old, 

considerably younger than the consumers of luxury goods in the U.S. and Europe. Also, 
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men are the major buyers of luxury goods in China. Thus this sample reflected the age 

and gender characteristics of the potential luxury goods consumers. 

 

The respondents of this sample tended to be well educated with 55 per cent of them 

having education at Bachelor level, and 27.8 per cent at master or PhD level (see Table 

4.5). The family and personal incomes of the respondents were shown in Table 4.6. 

About 75 per cent of the respondents had an annual household income of 100,000 yuan or 

above (100,000 yuan is approximately equal to US $ 14,300), 40.1 per cent had an annual 

household income of 200,000 yuan or above, 23.2 per cent had 300,000 yuan or above, 

and 12.8 per cent had 400,000 yuan or above. Nearly 45 percent respondents (44.9 per 

cent) had personal income of 100,000 yuan or above per annum, 15.5 per cent had 

200,000 yuan or above per annum, and 5.1 per cent had 300,000 yuan or above per 

annum.  

 

The respondents who held professional or managerial positions accounted for 56.8 per 

cent to the sample, in which professionals accounted for 18.2 per cent and company 

management respondents accounted for 38.6 per cent (see Table 4.7). Of the respondents, 

8.8 per cent were senior professionals, 8.0 per cent were middle professionals, and 1.4 per 

cent were primary professionals; 12.9 per cent were senior manager, and 25.7 per cent 

were junior managers. The sample gives a good representation of the affluent in China, 

who are the target consumers for luxury goods. 

 

Table 4.4: Gender and Age Characteristics of the Respondents  

Gender/age Number of respondents % 

Gender   

male 397 63.4 

female 229 36.6 

Age(years)   

<20 3 .5 

20-24 41 6.5 

25-29 208 33.2 

30-34 182 29.1 

35-39 122 19.5 
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40-44 35 5.6 

45-49 17 2.7 

50-54 10 1.6 

55-59 5 0.8 

>59 3 0.5 

 

Table 4.5: Education Characteristics of the Respondents  

Educational attainment Number of respondents % 

High school or less 8 1.3 

junior college 100 16.0 

Bachelor 344 55.0 

Master or PhD 174 27.8 

 

Table 4.6: Income Characteristics of the Respondents  

Income Number of respondents % 

Annual household income (yuan)   

60,000-79,999 67 10.7 

80,000-99,999 89 14.2 

100,000-149,999 118 18.8 

150,000-199,999 101 16.1 

200,000-249,999 62 9.9 

250,000-299,999 44 7.0 

300,000-349,999 30 4.8 

350,000-399,999 35 5.6 

400,000-449,999 30 4.8 

450,000-499,999 12 1.9 

500,000 or above 38 6.1 

   

Annual personal income (yuan)   

Below 60,000 70 11.2 

60,000-79,999 160 25.6 

80,000-99,999 115 18.4 

100,000-149,999 127 20.3 

150,000-199,999 57 9.1 
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200,000-249,999 35 5.6 

250,000-299,999 30 4.8 

300,000 or above 32 5.1 

 

Table 4.7: Occupation Characteristics of the Respondents  

Occupation Number of respondents % 

Government or institution 27 4.3 

Senior Skilled Professional 55 8.8 

Middle Skilled Professional 50 8.0 

Primary Skilled Professional 9 1.4 

Doctors or teachers 46 7.3 

Senior Company Management 81 12.9 

Junior Company Management 161 25.7 

Ordinary Employees 93 14.9 

Self-employed 78 12.5 

Others 26 4.2 

4.3.2.2    Descriptive Analysis of the Main Variables of Interest 

This research examined three major research questions: (a) what is the cultural orientation 

of Chinese consumers? The variables of interest for this research question include the 

scales measuring cultural orientation; (b) what factors influence consumers‟ intention to 

purchase luxury goods. The variables related to this question were behavioural intention 

to purchase luxury goods attitudinal beliefs, attitude toward purchasing luxury goods, 

subjective norm, and perceived behavioural control, as well as evaluation of the beliefs, 

normative beliefs, motivation to comply, control beliefs, perceived power; and (c) how 

personal cultural orientation influence Chinese consumers‟ intention to purchase luxury 

goods. The variables involved in the previous two questions were investigated for this 

question. Table 4.8-4.18 shows the minimum, maximum, mean scores and standard 

deviation for these variables examined in the present study. 

 

This research employed the constructs developed by Triandis et al. (1998). The minimum, 

maximum, mean, standard deviation of the 16 items used to measure the VI, HI, VC, and 

HC constructs of cultural dimentions were illustrated in Table 4.8. The mean scores of the 
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16 items were all positive. The item “family members should stick together, no matter 

what sacrifices are required” had the greatest mean score (M=2.120; SD=1.088), followed 

by the item “it is my duty to take care of my family, even when I have to sacrifice what I 

want” (M=2.100; SD=1.045). The item “winning is everything” had the least mean score 

(M=1.080; SD=1.080). 

 

Table 4.8: Descriptive Statistics: Cultural Orientations 

Cultural orientations Minimum Maximum Mean Standard 

Deviation 

I'd rather depend on myself than others -3 3 2.000 1.173 

I rely on myself most of the time; I rarely 

rely on others -3 3 1.820 1.152 

 I often do "my own thing." -3 3 1.610 1.251 

My personal identity, independent of 

others, is very important to me -3 3 1.950 1.043 

It is important that I do my job better than 

others. -3 3 1.930 1.027 

Winning is everything. -3 3 1.080 1.472 

Competition is the law of nature. -3 3 1.760 1.186 

When another person does better than I 

do, I get tense and aroused. -3 3 1.310 1.297 

If a coworker gets a prize, I would feel 

proud. -3 3 1.320 1.215 

The well-being of my coworkers is 

important to me. -3 3 1.590 1.124 

To me, pleasure is spending time with 

others. -3 3 1.660 1.193 

I feel good when I cooperate with others. -3 3 1.720 1.060 

Parents and children must stay together as 

much as possible. -3 3 1.730 1.325 

It is my duty to take care of my family, -3 3 2.100 1.045 
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even when I have to sacrifice what I 

want. 

Family members should stick together, no 

matter what sacrifices are required. -3 3 2.120 1.088 

It is important to me that I respect the 

decisions made by my groups. -3 3 1.630 1.190 

 

In this research, attitude toward purchasing luxury fashion goods (Aact) was measured 

with two items: “My attitude toward buying luxury fashion goods is negative or positive” 

and “My attitude toward buying luxury fashion goods is unfavourable or favourable” 

using bipolar 7-point scale. The mean scores for both two semantic differential scales for 

attitude toward purchasing luxury goods were 0.910 (see Table 4.9). The results 

suggested that the respondents‟ overall feeling toward purchasing luxury goods was 

positive, and the respondents were in favour of purchasing luxury goods. 

 

Table 4.9: Descriptive Statistics: Attitude toward Purchasing Luxury Goods 

Attitude toward purchasing 

luxury goods (Aact) 

Minimum Maximum Mean Standard 

deviation 

Positive-negative  -3 +3 0.910 1.524 

Favourable-unfavourable -3 +3 0.910 1.439 

 

Attitude toward a behaviour consists of beliefs about the consequences of performing the 

behaviour (B) and the evaluation of these consequences (E). Attitudinal belief (B) in this 

study was investigated by asking respondents their opinions about purchasing luxury 

goods on a 7-point rating scale. The beliefs about purchasing luxury goods measured the 

five values of luxury goods that consumers may gain by purchasing luxury goods, i.e., 

conspicuous value, unique value, social value, hedonic value, and quality value (Vigneron 

& Johnson, 1999), which were measured by the scales developed in this research. The 

mean scores of beliefs about purchasing luxury goods were all positive (see Table 4.10), 

which indicated that the respondents appeared to believe that purchasing luxury goods 

would provide them with these five values. The respondents gave quality the highest 
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score (M=1.688, SD=1.025), followed by hedonic (M=1.231, SD=1.202), conspicuous 

(M=1.172, SD=1.175), social (M=0.773, SD=1.231), and unique values (M=0.478, 

SD=1.321). The personal effects (i.e., quality and hedonic), gained higher scores than the 

interpersonal effects (i.e., conspicuous, social, and unique). 

 

Table 4.10: Descriptive Statistics: Beliefs about Purchasing Luxury Goods 

Beliefs about purchasing luxury 

goods (B i) 

Minimum Maximum Mean Standard 

Deviation 

Conspicuous -3 +3 1.172 1.175 

Unique -3 +3 0.478 1.321 

Social -3 +3 0.773 1.231 

Quality -3 +3 1.688 1.025 

Hedonic -3 +3 1.231 1.202 

 

The evaluation of each of the five beliefs about purchasing luxury fashion goods was 

assessed by asking respondents how important of each value was when they buy luxury 

goods (see Table 4.11). The results showed that the quality value had the highest mean 

scores for not only attitudinal belief but also evaluation (M=2.080, SD=1.441), which 

indicated that quality value is the most important factor for consumers when they make 

decision on purchasing luxury fashion goods. Hedonic had the second highest mean score 

(M=1.410, SD=1.261). Although the mean score of attitudinal belief for conspicuous 

value was relatively high, the mean score of evaluation of conspicuous value (M=0.490, 

SD=1.564) was lower than the other four values. It is usually believed that the 

interpersonal effects of purchasing luxury goods are the major concern of consumers in 

collectivist culture (Tse, 1996; Wong & Ahuvia 1998). However, personal effects are 

more important for the respondents in this research when they make purchasing decision 

on luxury goods. These results indicate that Chinese consumers are still rather practical. 
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Table 4.11: Descriptive Statistics: Evaluation of Beliefs about Purchasing Luxury 

Goods 

Evaluation of the beliefs (E i) Minimum Maximum Mean Standard 

Deviation 

Conspicuous -3 +3 0.490 1.564 

Unique -3 +3 1.060 1.402 

Social -3 +3 0.890 1.441 

Quality -3 +3 2.080 1.049 

Hedonic -3 +3 1.410 1.261 

 

Subjective norm (SN) was measured with two items on a 7-point rating scale as shown in 

Table 4.12. The mean scores of subjective norm were positive, which indicated that the 

respondents were likely to be influenced by the people who were important to them in 

their purchasing decision on luxury fashion goods. 
 

Table 4.12: Descriptive Statistics: Subjective Norm (SN) 

Subjective norm (SN) 

 

Minimum Maximum Mean Standard 

Deviation 

I feel under social pressure to buy luxury 

fashion goods 

 

-3 

 

+3 0.010 1.583 

People who are important to me have 

influence on my purchasing luxury 

fashion goods 

 

 

-3 

 

 

+3 0.530 1.484 

 

Subjective norm involves normative beliefs (NB) and motivation to comply with the 

beliefs (MC).  Normative beliefs were to investigate the degree to which reference groups 

were likely to be perceived to think that the respondents should buy luxury fashion goods.  

Normative beliefs were measured with four items on a 7-point rating scale as shown in 

Table 4.13. All referent groups had positive mean scores ranging from 0.280 to 0.680, 

which indicated that the respondents believed that it was likely that the reference groups, 

i.e., family, friends, spokesperson, and colleagues, would support their purchasing luxury 
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fashion goods. The mean score of family was the lowest (M=0.280, SD=1.518), and the 

mean score of friends was the highest (M=0.680, SD=1.373). However, no one mean 

score was greater than 1, which may mean that the respondents did not believe that their 

reference groups would strongly support their purchasing luxury fashion goods. 

 

Table 4.13: Descriptive Statistics: Normative Beliefs 

Normative beliefs (NB) Minimum Maximum Mean Standard 

Deviation 

My family would support my purchasing 

luxury fashion goods 

 

-3 

 

+3 0.280 1.518 

My friends would support my purchasing 

luxury fashion goods 

 

-3 

 

+3 0.680 1.373 

The influence of the spokesperson would 

make me purchase luxury fashion goods 

 

-3 

 

+3 0.630 1.454 

My colleagues have influence on my 

purchasing luxury fashion goods 

 

-3 

 

+3 0.510 1.502 

 

Table 4.14 showed the mean scores of the four items measuring motivation to comply 

(MC). The results showed that the respondents thought opinion of family the most 

important (M=3.180; SD=1.987), followed by friends (M=3.120; SD=1.748), colleagues 

(M=2.610; SD=1.774), and the opinion of spokesperson is least important to the 

respondents when making decisions on purchasing luxury fashion goods (M=1.910; 

SD=1.896). The results indicated that the respondents were likely to comply with the 

referent groups. 

 

Table 4.14: Descriptive Statistics: Motivation to comply 

Motivation to comply (MC) Minimum Maximum Mean Standard 

Deviation 

With regards to purchasing luxury fashion 

goods, doing my family think I should do is 

 

 

 

 3.180 1.987 
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important to me 0 6 

With regards to purchasing luxury fashion 

goods, doing my friends think I should do is 

important to me 

 

 

0 

 

 

6 3.120 1.748 

With regards to purchasing luxury fashion 

goods, the opinion of spokesperson is 

important to me 

 

 

0 

 

 

6 1.910 1.896 

With regards to purchasing luxury fashion 

goods, the opinion of my colleagues is 

important to me 

 

 

0 

 

 

6 2.610 1.774 

 

Two items were used in this research to measure perceived behavioural control using 7-

point rating scale as shown in Table 4.15.  The mean scores of these two items are 0.840 

and 1.380, respectively. The positive mean scores of perceived behavioural control 

suggested that the respondents had confidence in their ability to purchase luxury goods, 

that is, they perceived high degree of control of purchasing luxury goods. 

 

Table 4.15: Descriptive Statistics: Perceived Behavioural Control 

Perceived behavioural control (PBC) Minimum Maximum Mean Standard 

Deviation 

For me to purchase luxury fashion goods 

is difficult/easy 

 

-3 

 

+3 0.840 1.518 

It is possible for me to purchase luxury 

fashion goods 

 

-3 

 

+3 1.380 1.333 

 

Perceived behavioural control is determined by control beliefs (C) and perceived power 

to influence the target behaviour (P). In the present study, control beliefs were measured 

with three items on a 7-point rating scale as shown in Table 4.16. The mean scores of 

control belief were 1.430 (price), 1.482 (counterfeit), and 1.440 (frequency), respectively, 

which suggested that the respondents felt that these factors would impede their 

purchasing luxury fashion goods.  
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Table 4.16: Descriptive Statistics: Control Beliefs 

Control beliefs (C i ) Minimum Maximum Mean Standard 

Deviation 

The price of luxury fashion goods would 

make my purchasing decision harder  -3 3 1.430 1.314 

The amount of counterfeit of a luxury 

fashion brands would influence my 

purchasing decision -3 3 1.480 1.482 

The frequency of my usage of the luxury 

goods would influence my purchasing 

decision -3 3 1.440 1.289 

 

The corresponding perceived power to influence the behaviour of purchasing luxury 

fashion goods was measured with three items on a 7-point rating scale, as shown in Table 

4.17. The mean scores of perceived power were 1.700 (large amount of counterfeit of a 

luxury fashion brand), 1.530 (high price of luxury fashion goods), and 1.240 (not frequent 

usage of the luxury goods), respectively.  

 

Table 4.17: Descriptive Statistics: Perceived Power 

Perceived power (P) Minimum Maximum Mean Standard 

Deviation 

When the price of luxury fashion goods is 

very high, I am unlikely to buy   -3 3 1.530 1.441 

when the amount of counterfeit of a 

luxury fashion brand is very large, I am 

unlikely to buy -3 3 1.700 1.420 

when of my usage of the luxury goods is 

not frequent, I am unlikely to buy -3 3 1.240 1.502 
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The target behaviour in this study is “buying luxury fashion goods during the next twelve 

months.” The corresponding behavioural intention was measured using a 7-point rating 

scale. The mean value above 3.0 (M=3.480, SD=1.995) for behavioural intention 

suggested that respondents reported relatively strong intentions to purchase luxury 

fashion goods (see Table 4.18). 

 

Table 4.18: Descriptive Statistics: Behavioural Intention 

Behavioural intention Minimum Maximum Mean Standard 

Deviation 

how likely you will purchase luxury fashion 

goods during the next twelve months 

 

0 

 

6 3.480 1.995 

4.3.3     Reliability and Validity 

Reliability is the degree to which measures are free from random errors and yield 

consistent results over time and across situations (Zikmund 2000). A common approach 

to measuring reliability is Cronbach coefficient alpha. In the pilot study of this research, 

the Cronbach coefficient alpha analysis was conducted to examine the reliability of the 

scales. However, Shook, Ketchen, Hult and Kacmar (2004) argue that Coefficient alpha 

has several limitations although it is the most common measure of reliability. They 

maintain that composite reliability is a better choice because it draws on the standardized 

loadings and measurement error for each item. Other researchers (e.g., Gerbing & 

Anderson, 1988; Koufteros, 1999) also pointed out that unidimensionality alone is not 

adequate to ensure the usefulness of a scale. Therefore, the reliability of the composite 

score should be assessed after unidimensionality has been acceptably established 

(Koufteros, 1999). “The reliability of the composite score should be assessed after 

unidimensionality has been acceptably established. Even a perfectly unidimensional (and 

otherwise construct valid) scale would be of little or no practical use if the resultant 

composite score were determined primarily by measurement error, with the values of the 

scores widely fluctuating over repeated measurements” (Gerbing & Anderson, 1988, p. 
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190). Composite reliability is the degree to which a set of latent construct indicators share 

in their measurement of a construct (Koufteros, 1999). Composite reliability value greater 

than 0.6 is sufficient for reliability of a scale (Bagozzi & Yi, 1988; Fornell & Larcker, 

1981). The following formula can be applied to calculate composite reliability (see 

Equation 5): 

 

ρc = (λ)² / [ (λ)² +  (θ) ]                                                                                             (5) 

Where, 

ρc: composite reliability 

λ: indicator loading 

θ: indicator error variance 

 

In addition, validity, including content validity and construct validity were assessed in 

this research. Content validity has been established through exploratory research and 

pretesting of the questionnaire. Another critical validity is construct validity. Establishing 

construct validity of a scale involves two elements: convergent validity and discriminant 

validity (Campbell & Fiske, 1959). Convergent validity is the degree of correlation 

between the two different sources responding to the same measure; on the contrary, 

discriminant validity is the degree to which measures of different latent variables are 

unique (Devellis, 1991). Gerbing and Anderson (1988) emphasized that construct validity 

should be established particularly when the measured constructs are to be further used for 

structural equation modelling.  

 

Segars and Grover (1993) broadly classified the approaches to establishing construct 

validity as "classical" and "contemporary". They deemed the approaches such as 

Campbell and Fiske's (1959) MTMM analysis, analysis of variance (ANOVA), and 

common factor analysis as classical approaches, and confirmatory factor utilizing 

maximum likelihood estimation as the contemporary approach. Segars and Grover (1993) 

argued that the theoretical and measurement properties of scales and their underlying 

constructs as well as the methods for empirically evaluating these associations should 

evolve from the exploratory nature of classical techniques to the more exacting and 

confirmatory nature of contemporary techniques. Indeed, confirmatory factor analysis has 

been widely used in consumer research to assess the construct validity of models 

http://www.socialresearchmethods.net/kb/constval.php
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(Bagozzi, 1992). In accordance with the recommendation of Gerbing and Anderson (1988) 

as well as Segars and Grover (1993), this research conducted confirmatory factor analysis 

prior to the estimation of the proposed models by using structural equation modeling.  

 

Average variance extracted (AVE) can be used to assess convergent validity (Fornell & 

Larcker, 1981). The composite reliability estimates the extent to which a set of latent 

construct indicators share in their measurement of a construct, whereas AVE is the 

amount of common variance among latent construct indicators (Hair et al., 1995). AVE 

values of 0.5 or greater are sufficient convergent validity of a scale (Bagozzi & Yi, 1988; 

Fornell and Larcker, 1981). The AVE value less than 0.5 indicates that measurement 

error accounts for a greater amount of variance in the indicators than does the underlying 

latent variable (Diamantopoulos & Siguaw, 2000). 

 

Fornell and Larcker (1981) suggested that discriminant validity is exhibited only the 

items share more common variance with their respective construct than any variance that 

construct shares with other constructs. Discriminant validity can be tested by comparing 

the AVE with the squared correlation between constructs (Fornell and Larcker, 1981). 

AVE for a construct should be substantially higher than the squared correlation between 

that construct and all other constructs to ensure the discriminant validity of the construct 

(Fornell & Larcker, 1981; Koufteros, 1999). 

 

The AVE estimate is similar to the measure of composite reliability, but differs in that 

standardized loadings are squared before summing them. The following formula can be 

applied to calculate AVE (see Equation 6): 

 

ρν = (λ²) / [ λ² +  (θ) ]                                                                                                 (6) 

Where, 

ρν: average variance extracted 

λ: indicator loading 

θ: indicator error variance 

 

Consistent with the recommendations of Fornell and Larcker (1981), all composite 

reliabilities values for the construct of cultural orientations were above the benchmark of 
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0.60 (see Table 4.19). This result provided evidence of reliability of constructs of cultural 

orientations. In addition, the AVE values of the constructs, except horizontal collectivist 

(AVE=0.45), reached the acceptable value of 0.50 (see Table 4.19). Therefore, the 

constructs for evaluating construct of cultural orientations were deemed to exhibit 

convergence validity. To evaluate discriminant validity, the matrix of correlation of the 

constructs was replaced the diagonal with the square root of the AVE (see Table 4.20). 

Discriminant validity for the constructs of cultural orientation was also established 

because the square root of the AVE in each construct was greater than the correlation 

between the constructs. 

 

Table 4.19: Measurement of Latent Constructs of Cultural Orientations  

Construct Items  Standardized 

factor loadings 

S.E. Composite 

Reliability 

Average Variance 

Extracted (AVE) 

HI hi1 0.76 0.58 0.80 0.50 

  hi2 0.76 0.58   

  hi3 0.70 0.49   

  hi4 0.72 0.51   

VI vi1 0.75 0.56 0.80 0.50 

  vi2 0.71 0.50   

  vi3 0.77 0.58   

  vi4 0.64 0.41   

HC hc1 0.68 0.46 0.83 0.45 

  hc2 0.78 0.61   

  hc3 0.81 0.65   

  hc4 0.76 0.58   

VC vc1 0.69 0.47 0.80 0.50 

  vc2 0.85 0.72   

  vc3 0.83 0.68   

  vc4 0.64 0.41   

Table 4.20: Discriminant Validity of Constructs of Cultural Orientations 

 HI VI HC VC 
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HI 0.707    

VI 0.643 0.707   

HC 0.496 0.579 0.674  

VC 0.544 0.537 0.725 0.708 
Notes. Diagonals represent the square root of average variance extracted, while the other matrix entries represent the 

correlations 

 

In turn, composite reliability and AVE were examined for all the variables involved in 

TPB model, including attitude toward purchasing luxury goods, subjective norm and 

perceived behavioral control, as well as Bi Ei, NBjMCj, and CiPi, as showed in Table 

4.21. The composite reliability values for the variables of behavioural intention (ρc =0.67), 

attitude toward purchasing luxury goods (ρc =0.67), subjective norm (ρc =0.75), 

perceived behavioral control (ρc =0.65), BiEi (ρc =0.91), NBjMCj (ρc =0.80), and CiPi 

(ρc =0.72), were all greater than 0.60. Therefore, the reliability was confirmed for these 

constructs. Convergent validity was also established because the AVE values for all 

constructs reached the variance that was unexplained (AVE > 0.50) (Fornell & Larcker, 

1981).  The results shown in Table 4.22 indicated that the correlations of most constructs 

were less than the square root of the AVE extracted by the indicators measuring the 

constructs. However, the correlation of attitude and PBC (r=0.737) and the correlation of 

SN and NBj MCj were larger than the than the square root of AVE value of these 

constructs. Nonetheless, the constructs measuring TPB model are most empirically 

distinct. In summary, the reliability, convergent and discriminant validity of the measures 

in TBP model were satisfactory. 

 

Table 4.21: Measurement of Latent Constructs of TPB  

Construct Items  Standardized 

factor loadings 

S.E. Composite 

Reliability 

Average Variance 

Extracted (AVE) 

Attitude Aact1 0.960 0.92 0.67 0.50 

  Aact1 0.941 0.89   

SN sn1 0.744 0.55 0.67 0.50 

  sn2 0.723 0.52   
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PBC pbc1 0.902 0.81 0.66 0.51 

  pbc2 0.666 0.44   

BiEi abe41 0.634 0.40 0.91 0.50 

  abe31 0.785 0.69   

  abe21 0.828 0.63   

  abe11 0.635 0.40   

  abe51 0.353 0.12   

NBjMCj snbe4 0.770 0.59 0.80 0.50 

  snbe3 0.736 0.54   

  snbe2 0.863 0.75   

  snbe1 0.757 0.57   

Ci Pi cp3 0.770 0.59 0.74 0.50 

  cp2 0.435 0.19   

  cp1 0.650 0.42   

 

Table 4.22: Discriminant Validity of Constructs of TPB 

 Attitude SN PBC BiEi NB j MC j C i P i 

Attitude 0.707      

SN 0.405 0.708     

PBC 0.737 0.434 0.708    

BiEi 0.437 0.408 0.392 0.706   

NBjMCj 0.524 0.773 0.562 0.527 0.707  

CiPi 0.064 0.070 0.039 0.123 0.090 0.708 
Notes. Diagonals represent the square root of average variance extracted, while the other matrix entries represent the 

correlations. 

4.3.4        Hypothesis Testing Using SEM 

Structural equation modelling (SEM) was used in this research to test conceptual models 

and proposed hypotheses.  The operation of SEM using software Amos 7.0 followed the 

suggestion of experts (e.g., Baumgartner & Homburg, 1996; Byrne, 2001; Hair et al., 

1995; Kline, 2005). The merit of SEM comes from the benefits of using the structural and 
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measurement models simultaneously (Hair et al., 1995), and the benefits of its allowing 

researchers to compare alternative models (Baumgartner & Homburg, 1996; 

Diamantopoulos, 1994). 

 

Hair et al. (1995) suggested a seven-step approach in structural equation modelling: (1) 

developing a theoretically based model; (2) constructing a path diagram of causal 

relationships; (3) converting the path diagram into a set of structural equations and 

measurement equations; (4) choosing the input matrix type and estimating the proposed 

model; (5) assessing the identification of the model equations; (6) evaluating the results 

for goodness-of-fit; (7) interpreting and modifying the model. This research followed this 

process to test the models using SEM. 

 

The assessment of goodness-of-fit is one of the primary goals in application of SEM. This 

research employed multiple criteria to evaluate goodness-of-fit in SEM in view of no 

single statistical significance test that can identify a correct model (Schermelleh-Engel et 

al., 2003). Byrne (2001) suggested that evaluation of model fit should be based on several 

criteria that can assess model fit from a diversity of perspectives. Baumgartner and 

Homburg (1996) criticized too heavy reliance on the Chi-square statistic as a measure of 

overall model fit and too little use of alternative fit indices, and they further 

recommended a variety of different fit indices that should be reported in a study. In this 

study, the goodness-of-fit indices as follows were adopted to test proposed models and 

measure how well one model did over another model. 

 

Chi-square test (²) is one of the most basic measures of absolute fit. However, Chi-

square is very sensitive to the sample size and to deviations from normality (Hair et al. 

1995). For example, the larger the sample size, the more likely the p-value associated 

with the ² will result a significant difference between the model and the data (Kline, 

2005). Therefore, researchers often use normed chi-square (²/df), i.e., divide chi-square 

value by the degrees of freedom, as a measure of absolute fit of the model. The ratio 

lower than 5.0 is considered as good fit (Byrne, 2001).  

 

Due to the limitations of the ², a number of alternative goodness-of-fit measures have 

been developed to determine whether the data supports a hypothesized model in SEM. 
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The model fit indices can be divided into two types, i.e., absolute fit indices and 

increment fit indices (Hu & Bentler, 1999). Absolute fit indices evaluate the degree to 

which the specified model reproduces the sample data. The commonly used absolute fit 

indices includes the root mean square residual (RMR), the standardized root mean square 

residual (SRMR), the root mean square error of approximation (RMSEA), the goodness-

of-fit index (GFI), and the adjusted goodness-of-fit index (AGFI). Incremental fit indices 

measure the proportionate amount of improvement in fit when a target model is compared 

with a more restricted baseline model that is a null model in which all the observed 

variables are uncorrelated. The Tucker Lewis index (TLI), also known as the nonnormed 

fit index (NNFI), and the comparative fit index (CFI) are commonly used as incremental 

fit indices. 

 

Root mean square error of approximation (RMSEA) is a measure of approximate fit in 

the population (Schermelleh-Engel et al., 2003). The RMSEA has a value close to zero 

indicating perfect fit with values increasing as model fit deteriorates. Browne and Cudeck 

(1993) suggested that RMSEA values lower than .05 can be considered as a good fit, 

values between .05 and .08 as an adequate fit, and values between .08 and .10 as a 

mediocre fit, whereas values > .10 are not acceptable. In this research, RMSEA values of 

0.08 or less were considered as indicating good model fit. MacCallum and Austin (2000) 

strongly recommended researchers to use the RMSEA in assessing the model fit because 

RMSEA has a feature that is not available for other fit indices, i.e., the availability of the 

confidence interval that provides important information about the precision of the 

estimate of fit. 

 

The GFI gives an indication of the relative amounts of the covariances among the latent 

variables that are accounted for by the model (Mathieu, Tannenbaum, & Salas, 1992). 

The GFI is based on a ratio of the sum of the squared differences between the observed 

and reproduces matrices to the observed variances. The AGFI is the GFI adjusted for the 

degrees of freedom of the model relative to the number of variables. The GFI and AGFI 

typically range between zero and one with higher values indicating better Fit. GFI values 

greater than .90 are usually interpreted as indicating an acceptable fit, and AGFI values 

greater than .80 may be considered as an acceptable fit (Scott,1995). 
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The NFI values range from 0 to 1, with higher values indicating better fit (Schermelleh-

Engel et al., 2003). The NFI values greater than .90 are regards as an acceptable fit 

(Bentler & Bonett, 1980). Due to the disadvantage that the NFI is affected by sample size, 

NNFI (also referred to as TLI) was developed, which is one of the fit indices less affected 

by sample size (Schermelleh-Engel et al., 2003). Higher TLI values indicate better fit, and 

values greater than .90 can be interpreted as good fit (Bentler & Bonett, 1980). The CFI 

index was proposed by Bentler (1990). It measures the improvement in going from a 

target model to an independence model. The CFI ranges from zero to one with higher 

values indicating better fit (Hu & Bentler, 1999). CFI values close to 0.90 or above 

indicate satisfactory model fit (Baumgartner & Homburg, 1996).  These indices enable 

researchers to compare models in order to justify the most plausible model to explain the 

structural relationships.  

 

In this research, three groups of hypotheses were discussed. The first group of hypothesis 

was associated with the structure of Chinese consumers‟ cultural orientation; the second 

group of hypotheses were related to the factors in the TPB model; and third group of 

hypotheses were concerned with the relationships between cultural orientation and the 

factors in the TPB model. 

4.3.4.1    Chinese Consumers’ Cultural Orientation 

A number of researchers pointed out that the conception of individualist and collectivist 

as the extremes of a continuum is inadequate, and researchers further proposed that both 

individualist and collectivist may be either horizontal or vertical (Singelis et al., 1995; 

Triandis, 1995). One aim of this research was thus to test the application of 

multidimensional (four constructs) model to explain Chinese consumers‟ cultural 

orientation. The four-dimensional model based on Triandis‟s typology (1995) was 

examined first.  

 

Table 4.23 demonstrates the fitness measure for the four-dimensional model. 

Nevertheless, the multidimensional model did not fit very well to the data. Although 

some indexes meet the recommended threshold level (e.g., GFI=.900; AGFI=.862; 

CFI=.908), normed chi-square (χ²/df=5.52), Root mean square of error of estimation 

(RMSEA=.085), and normed fit index (NFI=.890), as well as Tucker-Lewis Index 
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(TLI=.887) were not within the acceptable fit criteria and thus represented a poor fit to 

the data. 

 

Table 4.23: Fitness Measure for the Four-dimensional Model 

Fit measure Four-dimensional model 

chi-square (χ²) 541.16 

Degree of freedom (df) 98 

Normed chi-square (χ²/df) 5.52 

Root mean square of error of estimation (RMR) 0.081 

Root mean square of error of estimation (RMSEA) 0.085 

Goodness-of-fit index (GFI)  0.900 

Adjusted of goodness-of-fit index (AGFI) 0.862 

Normed fit index (NFI) 0.890 

Tucker-Lewis Index (TLI) 0.887 

Comparative Fit Index (CFI) 0.908 

 

These results suggest that the model can be further improved to fit the data better. 

Therefore, the multidimensional model was modified on the basis of both modification 

indices suggested by the output and theoretical foundation about cultural orientation. The 

modification indices suggested that a path between vc_4 and HC could be added in the 

model. Observed variable of vc_4 in addition to measuring VC, also measures HC, that is, 

although vc_4 were postulated to load on the construct of VC, it may load more 

appropriately on HC construct. Figure 4.1 illustrates the modified multidimensional 

model.  
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Figure 4.1: the Modified Multidimensional Model of Cultural Orientations 

 

 

The measured indices used to assess the overall fit of the modified model are shown in 

Table 4.24.  The model fit indices indicated that the revised model had a good fit to the 

data. The model generated the Chi-square value of 464.02 with 97 degrees of freedom 

(p<.001). The normed Chi-square value was 4.78, smaller than recommended 5. RMSEA 

was .078, which was within the recommended range. Other fit indices also showed good 

fit for the model. The goodness-of-fit index (GFI) was .913, which exceeded the 

recommended cut-off level of .90. The adjusted goodness-of-fit index (AGFI=.878) was 

above the recommended criterion of .80. The normed fit index (NFI=.906), Tucker-Lewis 

Index (TLI=.906), and comparative fit index (CFI=.924) were all greater than the criteria 

of .90. A review of various fit indexes for the model suggested that the modified 

multidimensional model were substantially improved over the initial model, and had 

satisfactory fit to the sample data.  

 

According to the literature, it was expected the four-dimensional model would be more 

appropriate for explaining cultural orientation than the uni-dimensional and bi-

dimensional models. The uni-dimensional, bi-dimensional, and four-dimensional models 

were compared in this research to examine whether the multidimensional model fit the 

data better than the other two models.  
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Confirmatory factory analysis using maximum likelihood estimation was conducted to 

assess these three models. Table 4.24 illustrates the results of fitness measure for the three 

models. The goodness-of-fit indices for both uni-dimensional model and bi-dimensional 

model showed poor fit to the data because none of the indices for these two models 

reached the recommended level. In contrast, the four-dimensional model had much more 

satisfactory fit. The uni-dimensional model was the most inadequate, the bi-dimensional 

model was slightly more adequate, and the multidimensional model was best fit the data. 

All indices of fit reflected that cultural orientation structure was not well represented by 

the uni-dimensional and bi-dimensional model. Therefore, the structure of cultural 

orientation of Chinese consumers was best represented by a multidimensional model. 

Table 4.25 shows the standardised regression weight, S.E in the modified 

multidimensional model. The measurement model suggested that all the paths were 

statistically significant at the .001 level. 

 

Table 4.24: Fitness Measure for the Models 

Fit measure Uni-dimensional 

model 

Bi-dimensional 

model 

Modified four-

dimensional 

model 

chi-square (χ2) 1658.46 1060.85 464.02 

Degree of freedom (df) 104 103 97 

Normed chi-square (χ2/df) 15.95 10.30 4.78 

Root mean square of error of 

estimation (RMR) 

0.145 0.107 0.072 

Root mean square of error of 

estimation (RMSEA) 

0.155 0.122 0.078 

Goodness-of-fit index (GFI)  0.694 0.794 0.913 

Adjusted of goodness-of-fit 

index (AGFI) 

0.599 0.728 0.878 

Normed fit index (NFI) 0.663 0.785 0.906 

Tucker-Lewis Index (TLI) 0.627 0.768 0.906 

Comparative Fit Index (CFI) 0.677 0.801 0.924 
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Table 4.25: Standardised Estimates of Paths in the Modified Model 

 Standardised regression weight S.E. P Value 

hi_1 <--- HI 0.764 0.584 *** 

hi_2 <--- HI 0.760 0.577 *** 

hi_3 <--- HI 0.698 0.487 *** 

hi_4 <--- HI 0.716 0.512 *** 
vi_1 <--- VI 0.746 0.556 *** 
vi_2 <--- VI 0.710 0.504 *** 
vi_3 <--- VI 0.764 0.584 *** 
vi_4 <--- VI 0.641 0.411 *** 
hc_1 <--- HC 0.671 0.450 *** 
hc_2 <--- HC 0.766 0.587 *** 
hc_3 <--- HC 0.806 0.649 *** 
hc_4 <--- HC 0.780 0.608 *** 
vc_1 <--- VC 0.681 0.464 *** 
vc_2 <--- VC 0.865 0.748 *** 
vc_3 <--- VC 0.841 0.707 *** 
vc_4 <--- VC 0.275 0.413 *** 
vc_4 <--- HC 0.471 0.473 *** 
Note: *** p< 0.001 

 

In summary, the uni-dimensional and bi-dimensional models were not adequate to 

explain Chinese affluent consumers‟ cultural orientation, whereas multidimensional 

structures fitted the sample data very well. Therefore, the research hypothesis, Chinese 

consumers have multidimensional cultural orientations, was confirmed. 

4.3.4.2    Determinants influencing Chinese consumers’ intention to purchase luxury 

goods 

Essentially, one important research question of this study was to determine what factors 

influence Chinese consumers‟ intention to purchase luxury goods. This research 

employed the theory of perceived behaviour (TPB) to examine the contributions of 

attitude toward purchasing luxury goods, subjective norm, perceived behavioural control, 
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and cultural orientation, to the purchasing intention in the context of luxury goods 

consumption.   

 

The TPB model was first assessed without any modification or addition of the construct 

of cultural orientation. Figure 4.2 shows the TPB model investigated in this research. 

However, the model fit indices indicated that the model poorly fit the data (see Table 

4.26). Normed Chi-square was 7.36, greater than the recommended criterion of 5, and 

root mean square of error of estimation (RMSEA=.10) also exceeded the cut-off value of 

0.08. The other goodness-of-fit indices also did not reach the recommended criteria (e.g., 

GFI=.845; AGFI=.795; NFI=.827; TLI=.817; CFI=.846), thereby suggesting that the 

initial TPB model cannot be assessed as being satisfactory. Thus, it was apparent that 

some modification in specification was needed to determine a model that better represents 

the sample data. 

Figure 4.2: the Initial TPB Model 

 

 

Therefore, after the initial model assessment, the next step was to modify the model 

according to the modification indices to improve model fit (Hair et al. 1995). However, 

any modification should be substantively meaningful. Therefore, both the modification 

indices suggested by the data analysis output and theoretical foundation about TPB were 

taken into account when any modification was conducted. 
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The newly added paths suggested by the modification indices are (a) a directed path from 

attitude to perceived behavioural control; (b) a directed path from NBjMCj to attitude; (c) 

a directed path from NBjMCj to perceived behavioural control (see Figure 4.3).  Such 

relationships are also reported in a number of studies (e.g., Oliver & Bearden, 1985). The 

suggested modifications were thus theoretically meaningful. 

 

The model fit indices showed that the modified TPB model fitted the sample data very 

well.  All overall goodness-of-fit statistics were within acceptable ranges (see Table 4.26).  

The normed Chi-square was under 5 (χ²/df = 4.25), with RMSEA value of 0.072 falled 

within the acceptable level of 0.08. GFI value was above 0.90 (GFI =.903), and AGFI 

value was greater than .80 (AGFI= .869). This result was supported by the values of 

normed fit index (NFI = .902), Tucker-Lewis Index (TLI=.907) and comparative fit index 

(CFI=.923), which were above the desired level, thereby indicating support for the model. 

Overall, the combination of these results indicated that the modified TPB model can be 

assessed as being adequate, and suggested that the modified model fit the data better than 

the initial TPB model.   
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Figure 4.3: the Modified TPB Model 

 

 

Table 4.26: Fitness Measure for the Initial TPB and Modified TPB model 

Fit measure Initial TPB model Modified TPB model 

chi-square (χ²) 1059.18 598.897 

Degree of freedom (df) 144 141 

Normed chi-square (χ2/df) 7.36 4.25 

Root mean square of error of estimation 

(RMR) 

1.112 0.669 

Root mean square of error of estimation 

(RMSEA) 

0.101 0.072 

Goodness-of-fit index (GFI)  0.845 0.903 

Adjusted of goodness-of-fit index (AGFI) 0.795 0.869 

Normed fit index (NFI) 0.827 0.902 

Tucker-Lewis Index (TLI) 0.817 0.907 

Comparative Fit Index (CFI) 0.846 0.923 

 

The newly additional hypotheses were then introduced in the modified model as follows: 
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H13: Attitude toward purchasing luxury goods has a positive effect on Chinese 

consumers‟ perceived control of purchasing luxury goods. 

 

H14: Normative beliefs in relation to purchasing luxury goods have a positive effect on 

Chinese consumers‟ attitude toward purchasing luxury goods. 

 

H15: Normative beliefs in relation to purchasing luxury goods have a positive effect on 

Chinese consumers‟ perceived control of purchasing luxury goods. 

 

A competing model was also developed by adding cultural orientation to the modified 

TPB model to test the influence of cultural orientation on Chinese consumers‟ purchasing 

behaviour regarding luxury goods. That is, the competing model proposed the association 

of the constructs in the modified TPB model with cultural orientation. Figure 4.4 

illustrates the competing model proposed in this research. This strategy enabled the 

researcher to decide whether model complexity is justified by a gain in fit by comparing 

models with different factors (Bollen & Long, 1992; Hair et al., 1995). 
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Figure 4.4: the Competing Model 

 

 

The results of competing model evaluation were shown in Table 4.27. The model yielded 

a Chi-square statistic of 532.743 (p<0.001) with 121 degrees of freedom. Normed chi-

square (χ²/df=4.40) was smaller than the recommended threshold 5. The RMSEA value of 

0.07 was well within the recommended range of acceptability (<0.08). The GFI for the 

overall model was 0.907, and AGFI was 0.869, which exceeded the recommended levels. 

Tucker-Lewis Index (TLI=.908), and comparative fit index (CFI=.927), were higher than 

the acceptable level of 0.90. The model fit indices consistently indicated that the overall 

fit of the competing model represented an adequate fit to the data. As a whole, the model 

explained 61.1 per cent of the variance of purchasing intention (R²=0.614), indicating that 

the modified TPB model with additional construct of cultural orientation could well 

predict and explain consumers‟ intention to purchase luxury goods in this research.  
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Table 4.27: Fitness Measure for the Competing Model  

Fit measure Competing model 

chi-square (χ2) 532.743 

Degree of freedom (df) 121 

Normed chi-square (χ2/df) 4.403 

Root mean square of error of estimation (RMR) 0.618 

Root mean square of error of estimation (RMSEA) 0.074 

Goodness-of-fit index (GFI)  0.907 

Adjusted of goodness-of-fit index (AGFI) 0.869 

Normed fit index (NFI) 0.908 

Tucker-Lewis Index (TLI) 0.908 

Comparative Fit Index (CFI) 0.927 

 

Two newly additional hypotheses were then introduced in the competing model as 

follows: 

 

H16: Normative beliefs in relation to purchasing luxury goods significantly influence 

Chinese consumers‟ attitudinal beliefs about purchasing luxury goods 

 

H17: Normative beliefs in relation to purchasing luxury goods significantly influence 

Chinese consumers‟ control beliefs about purchasing luxury goods. 

 

The estimates of the standardized coefficients presented in Table 4.28 suggested a direct 

effect of: (a) attitude toward purchasing luxury goods on intention to purchase luxury 

goods (β=0.388, p <0.001); (b) subjective norm on intention to purchase luxury goods 

(β=0.083, p<0.01); (c) perceived behavioural control on intention to purchase luxury 

goods (β=0.441, p<0.001). That is, attitude, subjective norm, and perceived behavioural 

control were the direct determinants of Chinese consumers‟ intention to purchase luxury 

goods. Therefore, hypotheses 2, 3, and 4 were supported. Perceived behavioural control 

was found to be the major direct determinant of purchasing intention, followed by attitude 

and subjective norm. In other words, perceived behavioural control contributed more than 

attitude, and attitude contributed much more than subjective norm to directly predict 

behavioural intention in this study. Obviously, consumers would have more intention to 
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purchase luxury goods when they perceive more control. On the contrary, consumers 

would have no intention to act when they perceived much difficulty and thought it 

impossible for them to buy luxury goods. Nonetheless, although the direct effect of 

attitude on behavioural intention was less than perceived behavioural control, attitude had 

indirect effect on purchasing intention by influencing perceived behavioural control 

(γ=0.523, p<0.001). Hypothesis 13 was thus supported. The total effects of attitude was 

the greatest among all the factors influencing Chinese consumers‟ intention to purchase 

luxury goods (total effect=.911, see Table 4.29). Attitude was hence the major 

determinant of purchasing intention. Contrary to previous studies which maintain 

subjective norm as the major factor influencing Chinese consumers‟ intention in 

collectivist culture, subjective norm did not illustrate a high relative influence on 

behavioural intention. Therefore, hypothesis 5 was rejected. 

 

However, the estimate for the path linking cultural orientation to behavioural intention 

was not significant (p=0.799), that is, cultural orientations hence had no direct effect on 

consumers‟ intention to purchase luxury goods. Therefore, hypothesis 9 was rejected. The 

influence of cultural orientations was exerted through beliefs (attitudinal belief, normative 

belief, and control belief). The estimate results revealed the following relationships: (a) 

cultural orientations on attitudinal beliefs (γ=0.223, p <0.001); (b) cultural orientation on 

normative beliefs (γ=0.443, p<0.001); (c) cultural orientation on control beliefs (γ=0.452, 

p<0.001), thereby cultural orientation influenced attitude, norms and perceived control, 

and eventually influenced behavioural intention. Therefore, hypotheses 10 and11 were 

supported. The total effect of cultural orientation on Chinese consumers‟ intention to 

purchase luxury goods was 0.316. The addition of cultural orientation into the framework 

allows a better understanding of the determinants of consumers‟ intention to purchase 

luxury goods. 

 

Although subjective norm had the least direct influence on purchasing intention, 

normative beliefs had relatively great effect on behavioural intention. Normative beliefs 

significantly influenced not only subjective norm (γ=.639, p <0.001), but also attitude 

toward purchasing luxury goods (γ=.291, p <0.001) and perceived behavioural control 

(γ=.225, p <0.001). Hypotheses 7, 14, and 15 were confirmed. 
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The results shown in Table 4.28 revealed that attitudinal beliefs had direct effect on 

attitude toward purchasing luxury goods (γ=.412, p <0.001), and control beliefs had direct 

effect on perceived behavioural control (γ=.086, p <0.05). Therefore, hypothesis 6 and 

hypothesis 8 were confirmed. In addition, the model further suggested that normative 

beliefs not only influenced subjective norm, attitude, and perceived behavioural control, 

but also significantly influenced attitudinal beliefs and control beliefs, i.e., the following 

additional paths were suggested in this research: (a) normative beliefs on attitudinal 

beliefs (γ=.403, p <0.001); (b) normative belief on control beliefs (γ=-.130, p <0.05). 

Thus, both direct and indirect effects of normative beliefs on attitude and perceived 

behavioural control were significant. That is, the normative beliefs not only directly 

influenced attitude and perceived control, but also indirectly influenced attitude through 

attitudinal beliefs and influenced perceived control through control beliefs. The total 

effect of normative beliefs was 0.513. The findings indicated the relationships between 

attitudinal components, normative and control components might not be independent, but 

interdependent. These results were consistent with the previous studies (e.g., Chang, 

1998), which implies the interdependence of attitudinal and normative structures.  

 

Table 4.28: Standardised Estimates of Paths in the Competing Model 

      Standardised 

regression weight 

P Value  

effect of attitude toward purchasing luxury goods on intention 

Intention <--- Aact  0.388 *** supported 

effect of subjective norm on intention 

Intention <--- SN 0.083 0.002 supported 

effect of perceived behavioural control on intention 

Intention <--- PBC 0.441 *** supported 

effect of cultural orientation on intention 

Intention <--- Cultural orientation -0.009 0.799 rejected 
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effect of attitudinal l beliefs on attitude 

Aact <--- B i E i 0.412 *** supported 

effect of normative beliefs on subjective norm 

SN <--- NB j MC j 0.639 *** supported 

effect of control beliefs on perceived behavioural control 

PBC <--- C i P i -0.086 0.021 Supported 

effect of cultural orientations on attitudinal beliefs 

B i E i <--- Cultural orientation 0.375 *** supported 

effect of cultural orientations on normative beliefs 

NB j MC j <--- Cultural orientation 0.471 *** supported 

effect of cultural orientations on control beliefs 

C i P i <--- Cultural orientation 0.469 *** supported 

Additional hypothesis 

effect of normative beliefs on attitude 

Aact <--- NB j MC j 0.291 *** supported 

effect of normative beliefs on perceived behavioural control 

PBC <--- NB j MC j 0.225 *** supported 

effect of attitude on perceived behavioural control 

PBC <--- Aact 0.523 *** supported 

effect of normative beliefs on attitudinal beliefs 

B i E i <--- NB j MC j 0.403 *** supported 

effect of normative beliefs on control beliefs 

C i P i <--- NB j MC j -0.130 0.040 supported 
Note: *** p< 0.001 



 

 

132 

 

Table 4.29: Effects on Consumers’ Intention to Purchase Luxury Goods 

  

Direct 

effect 

Indirect effect  

Total 

effect 

Aact SN PBC BiEi NBjMCj CiPi CO 

Aact 0.388 - - 0.523 - - - - 0.911 

SN 0.083 - - - - - - - 0.083 

PBC 0.441 - - - - - - - 0.441 

BiEi - 0.412 - - - - - - 0.412 

NBjMCj - 0.291 0.053 0.099 0.064 - -0.005 - 0.503 

CiPi - - - 0.038 - - - -  

CO -0.009 (ns)    0.096 0.203 0.018 - 0.316 
 

Note: CO: cultural orientations 

 

In summary, the following hypotheses were supported by the model: 

 

H1: Chinese consumers‟ cultural orientations are multidimensional constructs. 

 

H2: Attitude toward purchasing luxury goods has a positive causal effect on Chinese 

consumers‟ intention to purchase luxury goods. 

 

H3: Subjective norm in relation to purchasing luxury goods has a positive causal effect on 

Chinese consumers‟ intention to purchase luxury goods. 

 

H4: Perceived control of purchasing luxury goods has a positive causal effect on Chinese 

consumers‟ intention to purchase luxury goods. 

 

H6: Attitudinal beliefs about purchasing luxury goods have a positive effect on Chinese 

consumers‟ attitude toward purchasing luxury goods. 
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H7: Normative beliefs about purchasing luxury goods have a positive effect on Chinese 

consumers‟ subjective norm in relation to purchasing luxury goods. 

 

H8: Control belief about purchasing luxury goods has a positive effect on Chinese 

consumers‟ perceived control of purchasing luxury goods. 

 

H10: Personal cultural orientations significantly influence Chinese consumers‟ attitudinal 

beliefs about purchasing luxury goods. 

 

H11: Personal cultural orientations significantly influence Chinese consumers‟ normative 

beliefs about purchasing luxury goods. 

 

H12: Personal cultural orientations significantly influence Chinese consumers‟ control 

beliefs about purchasing luxury goods. 

 

The following hypotheses were not supported by the model: 

 

H5: Subjective norms explain more variation in the Chinese consumers‟ intentions to 

purchase luxury goods than attitude toward purchasing luxury goods. 

 

H9: Chinese personal cultural orientations significantly influence Chinese consumers‟ 

intention to purchase luxury goods. 

 

The competing model introduced the additional construct of cultural orientations, and 

hence further established four new hypotheses as follows. These additional hypotheses 

were all confirmed. 

 

H13: Attitude toward purchasing luxury goods has a positive effect on Chinese 

consumers‟ perceived control of purchasing luxury goods. 

 

H14: Normative beliefs in relation to purchasing luxury goods have a positive effect on 

Chinese consumers‟ attitude toward purchasing luxury goods. 
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H15: Normative beliefs in relation to purchasing luxury goods have a positive effect on 

Chinese consumers‟ perceived control of purchasing luxury goods. 

 

H16: Normative beliefs in relation to purchasing luxury goods significantly influence 

Chinese consumers‟ attitudinal beliefs about purchasing luxury goods 

 

H17: Normative beliefs in relation to purchasing luxury goods significantly influence 

Chinese consumers‟ control beliefs about purchasing luxury goods. 

4.4          CHAPTER SUMMARY  

This chapter reported the data analysis results for the pilot study and the major study of 

this research.  In the pilot study, coefficient alpha and exploratory factor analysis were 

conducted to the constructs used in this research. The purified measures were then 

employed in the main study. In order to perform main data analysis, data preparation was 

first conducted to translate the data collected into a form suitable for analysis. This 

process was completed through questionnaire cleaning and screening to ensure accuracy 

and precision of the data.  

 

After the data were prepared, the profile and analysis of respondents were developed in 

terms of characteristics of respondents and assessment of representativeness. This was 

followed by descriptive analyses, including the calculations of minimum, maximum, 

mean scores and standard deviation, for the main variables of interest. Next, the reliability 

and validity of constructs in the models were examined.   

 

In turn, structural equation modelling was used to test the proposed models developed for 

testing the hypotheses in this research.  The results revealed Chinese consumers‟ cultural 

orientations are multidimensional, which implies that the notion that Chinese consumers 

are homogenously collectivists is not adequate in studying consumer behaviour in 

Chinese market.  

 

The results showed that attitude, subjective norm, and perceived behavioural control are 

determinants to predict Chinese consumers‟ intention to purchase luxury goods, and 
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attitude, subjective norm, and perceived behavioural control are all functions of beliefs. 

Nonetheless, the hypothesis that subjective norms explain more variation in the Chinese 

consumers‟ intention to purchase luxury goods than attitude toward purchasing luxury 

goods was rejected. 

 

The results also confirmed the points of Fishbein and Ajzen (1975, 1980) and Ajzen 

(1991) that the factors other than attitude, subjective norm, and perceived behavioural 

control, such as cultural orientation in this research, serve to influence behavioural 

intention through mediating by these three factors in the TPB model. Personal cultural 

orientations significantly influence Chinese consumers‟ beliefs, including attitudinal, 

normative, and control beliefs about purchasing luxury goods, thereby indirectly 

influence Chinese consumers‟ intention to purchase luxury goods.  

 

The results also suggested more relationships between the factors involving in the model, 

i.e., the interdependent relationships between attitudinal components, normative and 

control components. Attitude toward purchasing luxury goods positively affect Chinese 

consumers‟ perceived control of purchasing luxury goods, and normative beliefs 

significantly influence attitudinal beliefs, control beliefs, as well as attitude toward 

purchasing luxury goods and perceived control of purchasing luxury goods. The 

implications of these results are discussed in the next and final chapter.  
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Chapter 5: Discussion and Conclusion 

5.1 INTRODUCTION 

This research examines the structure of Chinese consumers‟ cultural orientation, and 

investigates the determinants of Chinese consumers‟ intention to purchase luxury goods. 

Chapter 1 outlines the research background, justification and organization of this thesis. 

The research issues are introduced and research questions are defined in Chapter 1.  

Chapter 2 reviews the extensive literature on luxury goods consumption, culture, and 

behavioural intention theories. The research on the relationships between cultural 

orientation and consumer behaviour regarding luxury goods inspired the research interest 

in examining the cultural orientation among Chinese individuals and the ways that 

cultural orientation influences Chinese consumers‟ intention to purchase luxury goods. In 

addition, a review of relevant literature leads to the issue on investigating factors that 

influence consumers‟ intention to purchase luxury goods from both personal and social 

perspectives.  The research hypotheses are then proposed on the basis of the literature 

review and research gap identification. Chapter 3 serves to justify the research 

methodology adopted to investigate the research issues. Then the results of the pilot and 

main studies are presented in Chapter 4. Reliability and validity tests are conducted. The 

descriptive analysis, profiles of the respondents and structural equation modelling results 

for testing the research hypotheses are reported. This final chapter of the thesis aims to 

present the findings, with implications for both practice and theory with a review of the 

main conclusions. Some of the limitations faced by this study and future possible research 

are also discussed in this chapter. 

5.2 REVISTING THE RESEARCH QUESTIONS 

The research focus of this thesis is inspired from the recent phenomena of the significant 

entrance of luxury goods into the Chinese market. For those luxury goods companies 

which have established or are going to start their business in China, an intimate 

understanding of the purchasing behaviour of Chinese consumers is important for their 

marketing strategy formulation and implementation. In particular, there is a need to 
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answer the question: “What factors determine Chinese consumers‟ intention to purchase 

luxury goods?”  

 

The literature shows agreement that luxury goods consumption is the result of private 

value and social status motivation, and thus, the research on consumer purchasing 

behaviour regarding luxury goods should be conducted from both social and personal 

considerations. The theory of planned behaviour (TPB) can provide a preliminary 

framework for answering the research question because it takes into account both 

personal factors and social influence when studying social behaviour. 

 

The issues at the centre of this research are examined with reference to the growing 

development of luxury goods in the Chinese market. It would thus be useful to identify 

specific characteristics of Chinese consumers and assess their impact upon consumer 

behaviour regarding luxury goods. 

 

Cultural orientation can serve as one important variable to provide a comprehensive 

review of individuals‟ characteristics. In addition, the literature indicates that luxury 

goods consumption patterns can also be understood from a cultural perspective. Therefore, 

this present research identifies Chinese cultural orientation, and further investigates its 

influence on consumers‟ intention to purchase luxury goods in order to draw the 

significance of cultural orientation in luxury goods consumption in a specific cultural 

context.  

 

It is necessary to first answer the question: “How is the cultural orientation of Chinese 

consumers constructed?” before any steps can be taken to study the impact of cultural 

orientation on Chinese consumer behaviour. This research investigates whether Chinese 

individuals vary to the extent where they reflect cultural orientation. China is classified as 

a collectivist culture, and thus, studies on China usually explain social behaviour of 

Chinese people from the perspective of collectivist. Nonetheless, such a practice may 

ignore the fact that individualist and collectivist are not pure dichotomies in cultures. 

Both individualism and collectivism may be either horizontal or vertical. Hence, this 

research proposes that the personal cultural orientation of Chinese consumers is 

multidimensional. 
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These interesting research questions have prompted a desire to develop an analytical 

framework to study consumer behaviour regarding luxury goods. An online survey 

method is chosen to facilitate this search in light of the nature of these research questions 

and corresponding research objectives. 

5.3 SUMMARY OF RESEARCH FINDINGS 

5.3.1       Chinese Consumers’ Cultural Orientation 

This research proposes that a multidimensional construct of cultural orientation explains 

more variance than the uni-dimensional and bi-dimensional models for Chinese 

consumers. This hypothesis proposes to address the research question: “What is the 

structure of Chinese cultural orientation?”  

 

The 16-item scale method (Singelis et al., 1995; Triandis & Gelfand, 1998) was applied 

in this research to investigate Chinese cultural orientation. The results provide evidence 

of reliability and validity of the measures of cultural orientation. The 16-item scale can 

capture distinctions in individuals‟ horizontal/vertical collectivist/individualist orientation 

among Chinese people. However, the statistical results suggest an observed variable that 

is supposed to measure vertical collectivist (Triandis & Gelfand, 1998) should also be 

loaded on horizontal collectivist. Thus, the item: “It is important to me that I respect the 

decisions made by my group” is not only loaded on the construct of vertical collectivist 

but also on horizontal collectivist. Accordingly, the multi-dimensional model was 

modified slightly from the initial proposed measurement. 

 

The statistical results of the confirmatory factor analysis illustrate that the 

multidimensional construct fits the data very well whereas uni-dimensional and bi-

dimensional constructs have a poor model fit. The uni-dimensional model shows the 

weakest explanative power, and the multidimensional model has the highest explanative 

power for Chinese cultural orientation. Thus, the hypothesis is well supported by the data; 

that is, the cultural orientation of Chinese consumers is a multidimensional construct. 
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The findings reveal that it is clearly inadequate to regard Chinese people as unified 

collectivists. The notion of Chinese culture as a unified collectivist culture and that all 

Chinese consumers are collectivist oriented is oversimplified for understanding China and 

its people. Chinese cultural orientation needs to be studied from a multi-perspective view. 

An individual‟s cultural orientation can be explained as positioned in one of the four 

quadrants. The two dimensions are along a continuum with two extremes from 

collectivist to individualist or horizontal to vertical.  

 
Researchers often emphasize that Chinese culture is rooted in Confucian philosophy and 

embodied in a collective context (Lam, 1997). Collectivist is described as the dominant 

ideology of Chinese culture in various studies. However, Chinese cultural orientation is 

far more complicated than collectivist. Chinese people are influenced not only by 

Confucian philosophy, but also deeply by Taoistic and Buddhist philosophies. China is a 

multi-ethnic country with a great diversity in language, customs, and culture. Regional 

differences also significantly influence Chinese cultural orientation (Cui & Liu, 2000). In 

addition, Chinese cultural values have recently undergone rapid changes (Yau, 1994). 

Economic development, urbanization, and the infusion of Western culture may contribute 

to these changes of Chinese culture orientation (Chung & Pysarchik, 2000). Chinese 

people have been impacted by different and new cultural values and attitudes introduced 

mainly from Western societies. Mainstream traditional cultural orientation has been 

challenged.  This is especially the case for younger people, who have been influenced by 

Western values by increasing exposure to the media. American TV shows have become 

increasingly popular in China. 

 

Cultural orientation significantly affects individuals‟ cognition (Trafimow, Triandis, & 

Goto, 1991), which in turn, influences attitudes and behaviours of individuals. Therefore, 

culture is described as a syndrome of beliefs and values (Triandis, 1995). Cultural 

orientation in its basic state represents an individual‟s core beliefs and values, which may 

influence behaviour accordingly. 

 

Cultural orientation is reflected in attitude, beliefs, values, and behaviour of individuals 

(Aaker & Maheswaran, 1997), and hence, the profiles of individuals in one of the four 

quadrants of cultural orientation may facilitate prediction of consumer behaviour 
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(Meyers-Levy, 2006). Consequently, this research further examines the relationships 

between cultural orientation, beliefs, attitude and behaviour in a proposed model for 

studying luxury goods consumption. The TPB model is employed because it involves 

beliefs, attitude, norms and behaviour in one model, as well as both personal and social 

factors which need to be taken into consideration when studying individuals‟ purchasing 

intention of luxury goods. 

5.3.2   The Determinants of Chinese Consumers’ Intention to Purchase Luxury 

Goods 

The basic TPB model was first assessed. However, the results indicated that the basic 

TPB model is unable to either fit the observed data or achieve high proportions of 

explained variance in Chinese consumers‟ intention to purchase luxury goods. Therefore, 

the basic TPB model was modified according to both statistical output results and 

theoretical considerations. The modified TPB model improved the predictive and 

explanative power. In order to gain a more comprehensive understanding of purchasing 

behaviour regarding luxury goods as well as follow the process suggested by the experts 

(Hair et al., 1995), a competing model with the addition of cultural orientation into the 

modified TPB model was further assessed. The results illustrated that the competing 

model achieves satisfactory fit indices on both theoretical and practical grounds. The 

results clearly showed the relevant important role played by cultural orientation in the 

purchasing behaviour of consumers.  
 

Overall, the findings of the study are encouraging. The structural equation results confirm 

that the three basic factors proposed in the TPB model (Ajzen, 1991), i.e., attitude, 

subjective norm, and perceived control, contribute significantly to the prediction of 

Chinese consumers‟ purchasing intention of luxury goods. The findings suggested that 

the decision to purchase luxury goods is a rational process wherein consumers take into 

account their attitude and normative pressure. Non-volitional factors were captured by the 

significant effect of perceived behavioural control on intention (Leone et al., 1999). The 

results also indicated that attitude, subjective norm, and perceived control are all 

primarily functions of beliefs, corresponding to the proposition of the TPB model. 

 



 

 

141 

In summary, individuals who have more positive beliefs about purchasing luxury goods 

have a more favourable attitude toward purchasing such goods, and individuals who have 

more a favourable attitude toward purchasing luxury goods have greater intention to 

purchase luxury goods. Individuals with more social support in purchasing luxury goods 

perceive more social acceptance of purchasing luxury goods and in turn, have greater 

intention to purchase luxury goods. Individuals who perceive less difficulty in purchasing 

luxury goods perceive more control on purchasing such goods and in turn, have greater 

intention to purchase them. These findings support the theoretical and empirical literature 

on the TPB model. Therefore, hypotheses 2, 3, 4, 6, 7, and 8 proposed in this research are 

supported.  

 

In addition to these findings which are consistent with the relationships proposed in the 

TPB models, more intriguing results are found in this research. The results further reveal 

a number of direct interactions between the variables involved in the final model of this 

research. These exciting results present new insight in the determinants that influence 

Chinese consumer behaviour regarding luxury goods, and provide a basis for a discussion 

of the conclusions about the research questions as a whole.  

 

This study has found that perceived behavioural control has the greatest direct affect on 

purchasing intention, followed by attitude toward purchasing luxury goods. Subjective 

norm has the smallest direct influence on consumers‟ intention to purchase luxury goods. 

The findings support the literature which emphasize the importance of perceived 

behavioural control in predicting behavioural intention (Ajzen, 1991; Armitage & Conner, 

2001). In other words, perceived behavioural control is the most influential determinant 

among the three antecedents that directly impact Chinese consumers‟ intention to buy 

luxury goods. When consumers have adequate perceived control over purchasing luxury 

goods, the attitude toward purchasing luxury goods, favourable or unfavourable, 

determines their intention to buy luxury goods. Contrary to expectations, the subjective 

norm has a much weaker direct effect on consumers‟ intention to purchase luxury goods 

in comparison to attitude and perceived control. The hypothesis that the subjective norm 

explains more variance in Chinese consumers‟ intention to purchase luxury goods than 

attitude is thus rejected.  
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This result is not consistent with past studies which emphasize the importance of the 

subjective norm in a collectivist culture. For instance, Lee and Green (1991) conducted a 

cross-cultural examination of the applicability of the theory of reasoned action in Korea 

and the United States. They found that consumers in a collectivist culture, such as Korea, 

are more influenced by the subjective norm than attitude in consumer behaviour. In line 

with Lee and Green (1991), Chan and Lau (1998) found that the subjective norm has a 

greater effect than attitude on Chinese consumers‟ intentions to purchase gold rings. 

Although it is usually believed that people in collectivist cultures are more likely to be 

affected by norms than attitudes, a number of studies demonstrate opposite results. Chung 

and Pysarchik (2000) found that attitude is more important than the variables of face 

saving and group conformity for intention of Korean consumers to buy the three products 

that they studied (i.e., VCR, TV, and sweater). Shen et al. (2003) measured the intention 

of Chinese urban consumers to purchase apparel made in the United States. The results of 

their study showed that the attitude toward purchasing apparel is adequate for predicting 

purchasing intention whereas subjective norms do not significantly influence apparel 

purchase intention. Likewise, inconsistent results are also found in studies of consumer 

behaviour in individualist cultures. For example, Wilson et al. (1975) found that the 

intention of American consumers to purchase toothpaste is more likely to be influenced 

by subjective norm than attitude toward buying the toothpaste. However, Armitage and 

Conner (2001) noted that the subjective norm construct is generally found to be a weak 

predictor of intentions when they conducted a meta-analytic review on the theory of 

planned behaviour. 

 

A possible explanation may lie in the complexity of the factors that determine the weight 

of attitudes toward performing behaviours and subjective norm in behavioural intention. 

Although it is usually believed that Chinese people have a higher propensity to be 

subjected to normative influence, the relative importance of attitude and subjective norm 

is not only determined by cultural context, but also a variety of factors. Fishbein and 

Ajzen (1975, 1980) pointed out that the nature of behaviour, the conditions under which 

the behaviour is to be performed, and the characteristics of the person who is to perform 

the behaviour, all influence the relative weight of attitude and subjective norm. For 

example, subjective norm is found to have influence on the decisions of consumers when 

eating with friends, but no influence in the situation of eating alone in the study of 
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Bagozzi et al. (2000). On one hand, attitude toward purchasing luxury goods focuses 

directly on the consequences of action, and thus influence purchasing intention greater 

than subjective norm which may be relative to more remote influence factors (Vallerand, 

Deshaies, Cuerrier, Pelletier, & Mongeau, 1992). On the other hand, the results that 

attitude rather than the subjective norm is a better predictor of consumers‟ intention to 

purchase luxury goods may reflect the diversity of cultural orientation among Chinese 

consumers. This result thus further proves that Chinese people are not homogeneous 

collectivists, which has been empirically tested in this research. Additionally, affluent and 

professional consumers, who are the target population of this research, are more likely to 

depend on their own judgement than comply with social pressure when making 

purchasing decisions.  

 

Although perceived behavioural control has the greatest direct effect on consumers‟ 

intention to purchase luxury goods, it is directly affected by attitude. Thus, attitude 

toward purchasing luxury goods has an indirect influence on purchasing intention by 

exerting an effect on perceived control. Attitude and perceived control have 

interdependent influences on consumers‟ intention to buy luxury goods. Indeed, attitude 

has the strongest total effect on Chinese consumer‟s intention to purchase luxury goods in 

this study.  

 

Whilst subjective norm has the weakest direct effect on purchasing intention, the 

influence of normative beliefs on Chinese consumers‟ purchasing intention cannot be 

ignored. Normative beliefs are the antecedents of not only the subjective norm, but also 

attitude toward purchasing luxury goods and perceived control. That is, consumers who 

have more social support in purchasing luxury goods also have a more positive attitude 

toward purchasing luxury goods, and perceive more control on purchasing luxury goods. 

Similar results are also found in previous studies. For instance, Fishbein and Ajzen (1975) 

found that attitude and normative beliefs are shown to be associated in risk taking 

situations. In addition, normative beliefs have a direct and positive effect on attitudinal 

and control beliefs. That is, individuals who have more social support in purchasing 

luxury goods have more positive beliefs about purchasing luxury goods, and less 

perceived difficulty in purchasing luxury goods. Therefore, normative beliefs influence 

attitude and perceived control in both direct and indirect ways. Given that normative 
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beliefs capture the effects of the influence of significant groups, the influences of 

significant reference groups are critical for the formation of attitude and perceived control 

of Chinese consumers. 

 

In summary, attitude toward purchasing luxury goods, subjective norm and perceived 

behavioural control are all valuable in explaining the factors influencing purchasing 

behaviour regarding luxury goods, although the influential power of these three basic 

determinants is different in predicting the intention of consumers. Consumers‟ intention 

to purchase luxury goods can also be viewed as a collection of interwoven determinants. 

 

This research further examines the ways that cultural orientation affects consumers‟ 

intention to purchase luxury goods. Given that “the use of culture as a post hoc 

explanation of observed differences does little to help us understand the underlying 

predictors of behaviour and may be misleading at times” (Singelis & Brown, 1995, p. 

354), this research attempts to develop a framework that goes beyond the post hoc 

explanation in connecting a cultural dimension with purchasing behaviour regarding 

luxury goods. Therefore, this research develops a comprehensive model that embraces 

personal and social factors as well as cultural orientation to illustrate the ways that these 

factors influence consumer behaviour regarding luxury goods. 

 

The results show that cultural orientation does not significantly influence consumers‟ 

purchasing intention. The hypothesis that cultural orientation directly affects the intention 

of consumers in purchasing luxury goods is thus rejected. However, this research reveals 

that cultural orientation is the fundamental antecedent of attitudinal, normative, and 

control beliefs. Consumers who have different cultural orientation may hold divergent 

beliefs, which imply that the processing of cultural orientation may serve as an important 

precursor to the formation of beliefs and values, and thereby affect behaviour, i.e., 

cultural orientation has a mediating effect on behavioural intention. The findings indicate 

that cultural orientation is associated with and mediated by beliefs in influencing 

consumers‟ intention to purchase luxury goods, which confirms the argument of Fishbein 

and Ajzen (1975; 1980) and Ajzen (1991) that “external variables” do not influence 

behavioural intention directly, but moderately.  
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In brief, this research clarifies that cultural orientation and beliefs do not directly impact 

purchasing intention, but exert influence on the direct determinants of behavioural 

intention. The addition of cultural orientation into the TPB model and demonstration of 

the new relationships between variables may give some insight into understanding 

purchasing intention beyond the factors proposed in the basic TPB model. Hence, the 

learning from the data analysis confirms that both inner and outer factors need to be 

considered in the framework of purchasing behaviour regarding luxury goods and the 

conceptual approach needs to reflect the importance of cultural orientation.  

5.4 CONCLUSIONS 

Based on the findings discussed in section 5.2, a number of conclusions are generated as 

follows: 

 

Chinese cultural orientation needs to be understood from a multidimensional perspective, 

and the horizontal and vertical distinctions can capture variation in collectivist and 

individualist. 

 

The basic TPB model needs to be modified to predict consumers‟ intention to purchase 

luxury goods in the context of the Chinese environment, and a combination with cultural 

orientation in the modified TPB model has a high explanatory power for explaining the 

intention of Chinese consumers‟ intention to purchase luxury goods. 

 

The components in the traditional behavioural intention models, i.e., attitude, subjective 

norm, and perceived behavioural control, interdependently exert influence on Chinese 

consumers‟ intention to purchase luxury goods. Attitude, subjective norm, and perceived 

behavioural control are functions of corresponding attitudinal, normative, and control 

beliefs, which are not dependent, but interdependent. 

 

This research tests the effects of cultural orientation in the proposed framework. The 

results support the mediating effect of cultural orientation on behavioural intention. The 

addition of cultural orientation into the modified TPB model allows the framework to 
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comprehensively explain Chinese consumers‟ purchasing behaviour regarding luxury 

goods.  

 

In summary, the final model in this research not only highlights the impacts of the 

components of TPB, but also reveals the important role played by cultural orientation in 

understanding consumers‟ intention to purchase luxury goods 

5.5 IMPLICATIONS  

This research produces findings that are both theoretically meaningful and practical 

relevant. Thus, it has implications for both the conceptual structuring of a purchasing 

behaviour research problem and conducting of empirical research. 

5.5.1       Implications for Theory 

First, purchasing behaviour is studied in this thesis from a comprehensive 

interdisciplinary point of view. “Tradition at the academy places the various levels of the 

model in the sometimes isolating domains of different disciplines (e.g., anthropology, 

social psychology, cognition, and cross-cultural psychology).” (Singelis & Brown, p. 

380). This research integrates cultural differences, psychology processes, and behaviour 

to investigate the behaviour of Chinese consumers regarding luxury goods. The 

purchasing behaviour is well represented within established attitude, subjective norm, 

perceived control and intention as well as cultural orientation concepts. A strong 

theoretical case is established in the current study. Thus, this research has theoretical 

implications for the fields of consumer behaviour, marketing, psychology, and sociology 

by providing the theoretical basis for understanding consumers‟ intention to purchase 

luxury goods. 

 

Secondly, this research examines with explanatory abilities of the theory of planned 

behaviour (Ajzen, 1991) in predicting consumers‟ purchasing intention in the context of 

China. Most research in consumer behaviour, consumer psychology, and social 

psychology is based on theoretical frameworks developed using evidence from western 

cultures, primarily the United States (Aaker & Maheswaran, 1997; Gergen, Gulerce, Lock, 
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& Misra, 1996). Lee and Green (1991) criticized that relatively little is known about the 

cross-cultural generalization of such frameworks and the effectiveness of the predictions 

derived from such theoretical frameworks in diverse cultural settings. The present study 

provides insight into the importance of attitudinal influence on purchasing intention, 

which has been underestimated in luxury goods consumption, especially consumer 

behaviour in the context of collective culture. This research also clarifies the occasional 

confusing roles of “external variables” in the TRA and TPB models by empirically 

indicating the mediating influence of cultural orientation on consumers‟ purchasing 

intention. The results suggest that the preliminary TPB model should embrace a more 

integral view of “external variables” when studying a specific behaviour. TPB is used, 

modified, and extended to predict Chinese consumers‟ purchasing intention in this 

research, which provides a basis for further examination of several related theoretical 

paradigms across cultures.  

 

Thirdly, this research has made progress by investigating the cultural orientation 

characteristics of Chinese consumers from a multidimensional perspective and further 

examining the ways that cultural orientation influences consumers‟ intention to purchase 

luxury goods. The progress, albeit small, has succeeded in exploring characteristics of 

Chinese consumers and the role of cultural orientation in purchasing behaviour in a 

Chinese context, which has largely remained nascent. On one hand, this research provides 

a needed theoretical and empirical confirmation of the diversity of cultural orientation at 

an individual level among Chinese affluent consumers. This research shows the ways that 

the four patterns can provide a more nuanced understanding of cultural orientation, and 

hence, facilitates an improved understanding of the existing heterogeneity of the growing 

market of Chinese affluent consumers. On the other hand, this research not only reveals 

the multidimensional nature of Chinese consumers, but also uncovers the role of cultural 

orientation and its effects on luxury goods consumption.  Despite the growing interest in 

cultural psychology and increasing studies on the theoretical concepts of cultural 

orientation, minimal theoretical and empirical research has been conducted studying 

Chinese individuals and relatively little is known about the processes in literature by 

which cultural orientation affects attitudinal and behavioural outcomes. This research 

demonstrates that our understanding of consumer behaviour regarding luxury goods can 

be greatly enhanced by adopting a cultural view of consumers. 
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Fourth, this research on consumers‟ purchasing behaviour has value because it makes 

clear the important determinants of Chinese consumers‟ intention to purchase luxury 

goods. The theoretical predisposition then commands purchasing behaviour regarding 

luxury goods to be conceptualised into personal and social as well as cultural 

considerations. This research is one of the few studies to demonstrate empirically the 

ways that these factors influence Chinese consumers‟ intention to purchase luxury goods. 

The framework developed in this research not only confirms the importance of both 

personal and social factors in determining luxury goods consumption and demonstrates 

the interaction between these factors, but also clarifies the roles of cultural orientation in 

consumer behaviour regarding luxury goods. Previous studies on luxury goods 

consumption are unlikely to provide a holistic view. There is thus, a need to integrate the 

factors influencing luxury goods consumption into a framework which facilitates a 

comprehensive understanding and explanation of purchasing behaviour regarding luxury 

goods. This present research provides an integral view which presents a systematic 

investigation of the factors influencing consumers‟ intention to purchase luxury goods 

rather than taking a piecemeal approach.  

 

This thesis presents a framework for analyzing consumers‟ purchasing behaviour 

regarding luxury goods with an attempt to advance existing literature concerning luxury 

goods. There is little academic research that renders a theoretical foundation in the field 

of luxury goods consumption. The building of such a conceptual framework provides the 

means for viewing related issues in a specific cultural context, arriving at a 

comprehensive understanding of Chinese consumers‟ purchasing behaviour regarding 

luxury goods. Therefore, this research extends existing literature and contributes to the 

growing research related to luxury goods consumption in an emerging country, such as 

China. The efforts placed in this research provide an impetus for more work in related 

areas. 

 

This research has a number of implications for methodology. It contributes 

methodologically with an investigation in China. A survey was successfully administered 

in this research to representative affluent urban Chinese consumers. The selection of a 

population is critical for theory verifying research because the population defines the set 
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of entities from which the research sample is to be drawn.  Further, the selection of an 

appropriate population controls extraneous variation and helps define the limits for 

generalising the findings (Eisenhardt, 1989).  

 

An online survey as a research instrument was adopted in this research. Although some 

problems, such as low response rate, still need to be resolved, it provides a utilization of 

undertaking online research. With the rapid development and worldwide accessibility of 

the Internet and e-mail, the utilization of such for marketing research has become 

increasingly popular (Ranchhod & Zhou, 2001). This research thus adds to the literature 

on online survey of marketing research. 

 

Another contribution of this study on research methodology is the construction of a tool 

to measure the attitudinal beliefs about purchasing luxury goods. This research 

empirically develops the scales to measure the perceived values of consumers in 

purchasing luxury goods. The results show that the scales are reliable and valid, 

representing the underlying dimensions of consumer motivation in luxury goods 

consumption. The measures can be further tested and applied in future studies. 

5.5.2       Implications for Practice 

The theoretical framework proposed in this thesis ultimately yields a number of practical 

implications for management and marketers. A number of developments in this research 

are expected to assist practitioners in the luxury goods industry in designing and 

implementing marketing strategies for their business in China. The first is the 

multidimensional structure of cultural orientation of Chinese affluent consumers. The 

second is a framework for analysing determinants that influence the purchasing intention 

of consumers. The third is the personal and interpersonal effects of purchasing luxury 

goods which are empirically examined in this research. In view of the dynamic nature of 

the Chinese market, an integrated analytical approach allows practitioners to gain a 

comprehensive understanding of luxury goods consumption in China, and in turn, the 

insights gained can support the development of marketing strategies for luxury goods. 
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There is an increasing interest in the Chinese market partly due to the recent rapid 

economic development in China. Many international companies in the luxury goods 

industry have been trying to establish a presence in China. Competition has thus 

increased and intensified in this market. The Chinese consumer market is particularly 

different from other developed markets in the sense of its potential size and diversity. 

Although it is widely recognised that long term business opportunities in China are 

enormous, many companies tend to overlook the diversity among Chinese consumers, 

which leads to errors in assessing consumer demand and enacting effective marketing 

strategies (Cui & Liu, 2001). This present research reveals that Chinese consumers are 

diversified in cultural orientation, rather than homogeneous, as many past studies reported. 

This finding has clear implications for foreign companies who are contemplating the 

establishing of a business in China. Confirmation of the significance of cultural 

orientation implies that the marketing strategy of luxury goods companies should take the 

multidimensional cultural orientation of Chinese consumers into account and assess its 

impact upon company endeavours. This will capture an advantage in the Chinese market. 

For example, the heterogeneity of Chinese consumers may imply that luxury companies 

need to segment the Chinese consumer market and tailor marketing strategies by 

segmentation. Cultural orientation can serve as a new segmentation base among others, 

such as demographic, geographic, and psychographic variables, for the theoretical and 

practical market segmentation. Practitioners may segment Chinese affluent consumers, 

who are their potential market in China, into several groups based on cultural orientation 

characteristics, and communicate with different target groups with different marketing 

strategies. The results of this study are helpful not only for luxury fashion goods or other 

luxury product sectors, such as luxury cars, but a plethora of products and brands, such as 

high-end electronic products targeted at the upscale market. Understanding the 

similarities and differences of cultural orientation among the segments as well as their 

unique characteristics provides a meaningful basis for these companies to formulate and 

implement effective marketing strategies, especially in the Chinese untapped marketing 

environment.  

 

This research further reveals the way in which cultural orientation influences Chinese 

consumers‟ intention to purchase luxury goods, which sheds light on the role of cultural 

orientation in purchasing behaviour. Such findings will help managers in a context of 
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global competition to better assess consumer behaviour in a specific market. Although a 

number of studies (e.g., Chiou, 2001; Soh & Leong, 2002) compares the cultural 

orientation between countries to show cultural orientation differences between western 

and non-western cultures, they do not further examine the ways that cultural orientation 

influences individual‟s behaviour, and thus, the practical implications of these studies are 

inadequate. As such, this research makes its own particular contributions. 

 

The results of analyzing cultural orientation in this study provide practical insight into the 

mechanisms underlying consumers‟ beliefs; that is, consumers‟ beliefs are congruent with 

their own cultural orientation. The influence of cultural orientation on consumers‟ beliefs 

about purchasing luxury goods is important for marketing efforts which plan to convey 

promotional messages effectively to their target consumers. For example, when the 

cultural meanings of a luxury brand are consistent with one‟s cultural orientation, the 

consumer is more likely to form positive beliefs about and attitude toward purchasing this 

brand and then have more intention to buy it. In brief, it is important for the marketing 

managers to be sensitive to the groups with different cultural orientation in terms of 

beliefs about purchasing luxury goods when developing marketing and advertising 

strategies. 

 

This research empirically identifies the dimensions of attitudinal beliefs about purchasing 

luxury goods which suggests the motivations of consumers in purchasing luxury goods. 

Both interpersonal effects (i.e., conspicuous, social, and unique values) and personal 

effects (i.e., quality and hedonic values) impact consumers‟ beliefs about purchasing 

luxury goods. Contrary to expectations, Chinese affluent consumers purchase luxury 

fashion goods beyond interpersonal consideration. Similar to the consumers in 

individualist countries, they are more concerned about the attributes of the luxury goods 

which are indicative of personality more than sociality. Developing effective marketing 

strategies requires a need to explicitly consider the potential impact of these dimensions 

on consumer decision making. The market efforts should concentrate on the personal 

value attached to the intrinsic attributes of the luxury goods, rather than just focusing on 

the social appeal; that is, the practitioners can focus on the excellent quality and hedonic 

values rather than only emphasize conspicuous or other social values of their brands. For 

instance, luxury brands could detail in their brochures how the extreme care is taken place 
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during their production process. Further, Chinese consumers are relatively less 

knowledgeable about fashion and luxury than consumers in the traditional markets, thus 

one of the tasks that luxury goods companies need to do at this stage is to educate 

consumers about the desirable characteristics of luxury goods. Accurate information on 

the quality and hedonic benefits associated with owning luxury brands is a critical step in 

encouraging purchasing intention of this potential market, which may favourably increase 

their favourable impressions toward purchasing luxury fashion brands, then change the 

attitude of consumers, and consequently increase their purchasing intention. For example, 

marketing efforts, such as fashion shows, special events, and other public relations etc., 

may help consumers better learn luxury brands. 

 

In luxury goods consumption, the significant reference groups for the Chinese consumers 

are family, friends, colleagues, and spokespersons of luxury brands. These reference 

groups not only directly influence the subjective norm, but also consumers‟ attitude 

toward purchasing luxury goods and perceived control, which are the determinants of 

consumers‟ intention to purchase luxury goods. Marketers should recognize the 

importance of significant reference groups for decision making of Chinese consumers on 

luxury goods purchase. Such results imply that building good relationships with the 

significant referent groups of target consumers may be a highly effective marketing 

strategy. Providing extra care to these significant reference groups will help brands 

convey positive attitudinal and normative influences on the target consumers. The 

marketers can thus consider impacting target consumers through interpersonal channels, 

such as the word-of-mouth strategy. A thorough examination of the relationships with the 

significant referent groups of target consumers will be necessary for the marketers.  

 

This study shows that the components proposed in the framework of this research explain 

a rich set of linkages underlying the purchasing decisions of consumers. The theoretical 

development of the model along with empirical testing may help luxury goods producers 

and retailers understand the factors determining purchasing intention, and thus predict 

Chinese consumers‟ intention to purchase luxury goods. While there are an increasing 

number of Chinese consumers with the ability to purchase upscale goods, this does not 

mean that they will necessarily do so. To secure future purchases, a favourable attitude 

toward purchasing luxury goods, positive subjective norm, and strong perceived control 
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over purchasing luxury goods appear effective in increasing consumers‟ intention to 

purchase luxury goods. The significant relationships revealed in this study can be 

identified to help inform executive decisions about marketing strategy development, and 

support managerial decisions on communication and advertising appeal. For example, 

marketing communication could aim at increase target consumers‟ positive attitude 

toward purchasing luxury goods. Given attitudinal beliefs direct influence consumers 

attitude, communication need to capture the different attitudinal beliefs of different target 

groups of luxury goods consumers, that is, communication messages should be tailored to 

the different consumers with different attitudinal beliefs. For example, consumers who 

believe luxury goods is a signal of wealth and status are likely to be persuaded that the 

luxury brand and its consumers are successful models of the society, and thus these 

consumers will have an increased desire to affiliate with the brand. A comprehensive, 

though challenging, marketing strategy should synthesis both private and social values of 

luxury goods consumption in order to take care of both groups, those who pursue 

personal values and those who are motivated by a desire to impress others.   

 

The results of this research also have implications for international marketing 

practitioners, due to the dearth of studies on luxury goods that have been conducted in the 

Chinese context. The finding with the most profound implications for international 

marketers is the different weight of attitude and subjective norm in determining Chinese 

consumers‟ purchasing intention.  

 

In summary, this study has provided the means to which researchers and practitioners can 

understand Chinese consumers‟ purchasing behaviour regarding luxury goods, and thus, 

the findings have significant implications for marketers who are currently operating or 

planning to enter the Chinese market. The results can also be adopted to offer interesting 

comparisons with traditional or other emerging luxury goods markets. Further, the 

applied significance of the findings not only lies in its value for luxury goods 

consumption, but also provides a way by which this study can be applied to other 

domains of inquiry. 
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5.6 FUTURE RESEARCH WORK  

The previous sections discussed the findings and implications of this research, which 

provide potential avenues for further work in the future. Both findings and limitations of 

this research have been taken into consideration when the following recommendations for 

future research are proposed. 
 

First, this present research may motivate further studies on the theories of cultural 

orientation. Studies on cultural orientation at an individual level and their effect on 

consumer behaviour are a relatively unexplored area of research. The interpretations of 

the effects of cultural orientation on purchasing behaviour in this research are tentative 

answers to still open questions; nevertheless, it has paved the way for other relevant 

research to be conducted in the future. 
 

This research reveals that cultural orientation has a direct effect on consumers‟ beliefs, 

but does not investigate the ways how each construct of cultural orientation 

(horizontal/vertical, collectivist/individualist) influences attitudinal, normative, and 

control beliefs of consumers. It prompts a need for a better cultural impact assessment. 

An important line of future research will need to explore the potential role of the four 

patterns of cultural orientation on consumers‟ beliefs, for example, whether collectivist 

consumers are likely to pay more attention to the interpersonal effects of purchasing 

luxury goods whereas individualist consumers are more likely to believe the personal 

effects of purchasing luxury goods, and whether collectivist consumers tend to comply 

with social pressure whereas individualist consumers are less affected by the influence of 

reference groups. Further, studies can be conducted to explore the differences in beliefs 

among consumers with horizontal and vertical cultural orientations. An examination of 

the effects of the four dimensions of cultural orientation on the beliefs that consumers 

hold may offer further implications. In addition, future research can examine whether 

there are differences in purchasing intention among consumers with different cultural 

orientation. That is, future studies can apply the framework of this research to each group, 

i.e., horizontal collectivist, vertical collectivist, horizontal individualist, and vertical 

individualist, to investigate consumers‟ intention to purchase luxury goods and compare 

the results of structure and measurement models of each group. This type of research may 
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help deepen the understanding of why and how consumers with different personal 

cultural orientation have different purchasing behaviour. 

 

Secondly, the framework proposed in this research deserves further assessment and 

refinement for generalizing into a practical tool with a higher level of usability. The 

findings in this research are delimited to the luxury fashion goods and Chinese affluent 

consumers. Thus, they may not be generalised to other products and affluent population 

in other regions and countries. This research has laid some recommendations for future 

research from a broader perspective; that is, further research is needed to validate and 

generalize the findings to a broader cultural context and to similar research objectives 

across a wide range of product categories of luxury goods.  

 

The findings on purchasing behaviour in this research can be applied to other luxury 

product categories beyond fashion goods or products that share the same target 

consumers with luxury goods, such as luxury automobiles, luxury electronic products, 

credit cards, champagne, wines and spirits. Empirical research testing of the framework 

on more product categories will further advance the usefulness of the model, and 

ultimately help yield practical consequences for understanding purchasing behaviour in 

practical marketing campaigns.  

 

In addition, it should be noted that the framework generated from affluent Chinese 

consumers may or may not automatically apply to affluent consumers in other countries. 

Thus, the findings of this research that refer to Chinese affluent consumers need be tested 

when replicated in another country with the same research approach. However, this 

research represents potential areas of research for luxury goods consumption, and the 

same studies can be conducted in other markets. A comparison of Chinese consumer 

behaviour regarding luxury goods to other consumers in other countries, such as 

traditional luxury goods markets and emerging markets, can be conducted to examine the 

differences and similarities between these markets. Therefore, this study can serve as a 

useful exploratory approach for researchers who intend to further investigate the 

applicability of the model under other cultural environments and/or for other products. 
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Thirdly, this study includes only the cultural orientation into the TPB model as an 

“external variable”. However, the results provide impetus into sparking more work into 

the role of more variables other than attitude, subjective norm, and perceived control 

when studying a specific purchasing behaviour. Thus, future research can attempt to 

examine whether other variables can be further added as determinants of behavioural 

intention. For example, demographic variables may have moderating effects on 

behavioural intention. Demographic characteristics, such as income, gender and age may 

have an impact on consumers‟ cultural orientation, beliefs, attitude, norms, perceived 

control, and consequently influence behaviour. In addition to demographic characteristics, 

variables relative to a specific behaviour in question can be involved in the framework. 

For example, brand awareness can be examined when studying branding strategies. 

Furthermore, this research does not investigate the actual behaviour, and thus the 

relationships between behavioural intention and actual behaviour can be examined in 

future studies. 

 

Last but not least, future research with more developed research implementation can be 

conducted to address the methodological limitations of this research. For example, the 

low response rate needs to be further improved. An analysis of the possible reasons for 

the low response rate will be beneficial for future research in overcoming this problem 

that often occurs in an online survey. Methodologically, future research can also try to 

refine some of the measures of attitudinal beliefs about purchasing luxury goods, and the 

scale developed in this research should be replicated in the other product categories in an 

effort to maximize the validity. 

5.7 CHAPTER SUMMARY  

This final chapter summarizes the main findings and presents the conclusions that 

concern the research questions. The implications for theory and practice of this study are 

discussed earlier in this chapter, along with potential directions for further investigation. 

 

This research examines the cultural orientation of Chinese affluent consumers and 

determinants of consumers‟ intention to purchase luxury goods. A survey with an online 

questionnaire was conducted to collect data of affluent Chinese urban residents, the target 
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population in this research. The results show that the cultural orientation of these 

individuals consists of various combinations of the horizontal/vertical and 

collectivist/individualist dimensions. The findings also uncover a number of interactions 

between the factors determining Chinese consumers‟ intention to purchase luxury goods. 

 

The framework proposed in this research allows scholars and practitioners to gain a 

comprehensive view of Chinese consumer behaviour in terms of luxury goods 

consumption. Such findings will help luxury goods producers and retailers to better 

evaluate their target consumer market in China, formulate and implement effective 

marketing strategies.  
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Appendix: English version of “Chinese purchasing behaviour 

regarding luxury goods” questionnaire 

I would like to express gratitude for your participation of this research. The purpose of this study is to gain knowledge of consumer 
purchasing behaviour regarding luxury goods in China. You may click any of the number that shows how strong you feelings are. 
There are no right or wrong answers. Do not worry about or puzzle over individual statements. It is your first impressions and the 
immediate feelings about the questions that we want. The information is used only for this research and is strictly confidential. 

The realm of luxury goods in this research 

Although the realm of luxury goods is wide, the luxury goods of interest in this study are high-end personal fashion products 
including apparel, perfume, and accessories (handbags, shoes, watches, and jewellery), for example, Louis Vuitton handbags, 
Chanel suits, Cartier watches, and Dior perfume, etc. 

 

Part A：Consumption information 

A1. Please choose the brand(s) that you have known（you can click as many as you know） 

Armani Hugo Boss Bvlgari   

Bally Kenzo   Cartier   

Burberry   Louis Vuitton (LV)       Ebel   

Calvin Klein （CK） Max Mara IWC   

Chanel   Montblanc   Jaeger le-Coultre   

Christian Dior    (CD)          Prada   Longines   

Coach  Ralph Lauren   Omega   

Dunhill   Salvatore Ferragamo   Patek Philippe   

E.Zegna   Tod's Piaget   

Fendi   Versace   Rolex   

Givenchy   Yves Saint Laurent   Tifanny   

Gucci    Audemars Piguet   Vacheron Constantin   

Hermes 爱马仕 Breguet 宝玑 None of the brands above 
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A2. Have you ever bought and luxury goods in the past one year?  

yes no  
 

  

Part B：Behaviour information 

B1. Please state the strength of agreement or disagreement to the following statements by clicking the appropriate number 
(be sure that you check every statement; do not omit any). 

 Strongly 
disagreement      Strongly 

agreement 

Purchasing luxury goods 
can be noticed and 
admired by others. 

-3 -2  -1  0 +1 +2 +3 

Many people buy luxury 
fashion goods to show off. -3  -2  -1  0  +1  +2  +3 

If I buy luxury fashion 
goods, I will choose those 
brands known by many 
people.  

-3 -2 -1 0  +1  +2  +3  

Luxury goods are a 
symbol of social status. -3  -2 -1  0  +1  +2  +3  

If I buy luxury fashion 
goods, I will buy those 
which can show who I am. 

-3  -2 -1  0  +1  +2  +3  

I like new and limited 
edition luxury fashion 
goods. 

-3  -2 -1  0  +1  +2  +3  

Purchasing luxury fashion 
goods makes one feel 
superior and unique. 

-3  -2 -1  0  +1 +2  +3  

I lose interest in luxury 
fashion goods that are 
consumed by the general 
population. 

-3 -2  -1  0 +1 +2  +3  

I like those fashion luxury 
goods with unique style -3 -2  -1  0 +1 +2  +3  
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Purchasing luxury fashion 
goods can help enhance 
one‟s image. 

-3 -2  -1  0 +1 +2  +3  

Purchasing luxury fashion 
goods is a reward for 
effort and achievement. 

-3 -2  -1  0 +1 +2  +3  

Consumption of luxury 
fashion goods is a symbol 
of successful people. 

-3 -2  -1  0 +1 +2  +3  

Consumption of luxury 
fashion goods reflects an 
affluent lifestyle. 

-3 -2  -1  0 +1 +2  +3  

Luxury fashion goods can 
serve as a symbolic 
marker of group 
membership. 

-3 -2  -1  0 +1 +2  +3  

The products‟ superior 
quality is my major reason 
for buying luxury fashion 
goods. 

-3 -2  -1  0 +1 +2  +3  

I will buy a luxury fashion 
brand because I like the 
style of the brand‟s 
designer. 

-3 -2  -1  0 +1 +2  +3  

My decisions about 
purchasing luxury fashion 
goods are affected by 
whether the goods meet 
my quality standards and 
not whether many people 
prefer the goods.  

-3 -2  -1  0 +1 +2  +3  

The products‟ superior 
quality is my major reason 
for buying luxury fashion 
goods. 

-3 -2  -1  0 +1 +2  +3  

Purchasing luxury fashion 
goods can satisfy my own 
pleasures. 

-3 -2  -1  0 +1 +2  +3  

I buy luxury fashion 
goods mainly because it is 
pleasant for me. 

-3 -2  -1  0 +1 +2  +3  

Luxury fashion goods can 
provide sensory beauty -3 -2  -1  0 +1 +2  +3  
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and pleasure. 

Consumers can experience 
gratification and pleasure 
during the process of 
purchasing luxury fashion 
goods. 

-3 -2  -1  0 +1 +2  +3  

 

  

B2. Please indicate the strength of importance of following values of luxury goods if you consider buy luxury goods 

 Very 
unimportant      Very 

important 

Conspicuous value of luxury goods -3 -2  -1  0 +1 +2  +3 

Unique value of luxury goods -3 -2 -1  0  +1 +2  +3 

Social value of luxury goods -3 -2 -1  0 +1  +2  +3 

Quality value of luxury goods -3 -2 -1  0 +1 +2  +3 

Hedonic value of luxury goods -3 -2 -1  0 +1 +2  +3 
 

 

B3. Please state the strength of agreement or disagreement to the following statements by clicking the appropriate number 
(be sure that you check every statement; do not omit any). 

 Strongly 
disagreement      Strongly 

agreement 

I feel under social pressure to buy luxury fashion 
goods -3 -2 -1 0 +1  +2  +3 

People who are important to me have influence on my 
purchasing luxury fashion goods -3 -2 -1 0 +1 +2  +3 

My family would support my purchasing luxury 
fashion goods -3 -2 -1 0 +1 +2  +3 

My friends would support my purchasing luxury 
fashion goods -3  -2 -1 0 +1 +2  +3 

The influence of the spokesperson would make me 
purchase luxury fashion goods -3 -2 -1 0 +1  +2  +3 

My colleagues have influence on my purchasing 
luxury fashion goods -3 -2 -1 0 +1 +2  +3 
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B4. Please indicate the strength of importance  

With regards to purchasing luxury fashion goods, doing my family think 
I should do is important to me 

Not 
at all 0 1 2 3 4 5 6 

Very 
important 

With regards to purchasing luxury fashion goods, doing my friends 
think I should do is important to me 

Not  
at all 0 1 2 3 4 5 6 

Very 
important 

With regards to purchasing luxury fashion goods, the opinion of 
spokesperson is important to me 

Not  
at all 0 1 2 3 4 5 6 

Very 
important 

With regards to purchasing luxury fashion goods, the opinion of my 
colleagues is important to me 

Not 
at all 0 1 2 3 4 5 6 

Very 
important 

 

 

B5. Please indicate the possibility of your purchasing luxury goods during the next twelve months  

Impossible 0 1 2 3 4 5 6 Very possible 
 

 

B6-1. Please indicate your attitude toward purchasing luxury goods 

Negative -3 -2 -1 0 +1 +2 +3 Positive  

Unfavourable -3 -2 -1 0 +1 +2 +3 Favourable 
 

  

B6-2. For me, to purchase luxury fashion goods is 

Difficult -3 -2 -1 0 +1 +2 +3 Easy 
 

 

 

B7. Please state the strength of agreement or disagreement to the following statements by clicking the appropriate 
number (be sure that you check every statement; do not omit any). 

 Strongly 
disagreement      Strongly 

agreement 

It is possible for me to purchase luxury fashion 
goods -3 -2  -1 0 +1  +2 +3 

The price of luxury fashion goods would make 
my purchasing decision harder  -3 -2  -1 0 +1  +2 +3 

The amount of counterfeit of a luxury fashion 
brands would influence my purchasing decision -3 -2  -1 0 +1  +2 +3 
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The frequency of my usage of the luxury goods 
would influence my purchasing decision -3 -2  -1 0 +1  +2 +3 

When the price of luxury fashion goods is very 
high, I am unlikely to buy   -3 -2  -1 0 +1  +2 +3 

when the amount of counterfeit of a luxury 
fashion brand is very large, I am unlikely to buy -3 -2  -1 0 +1  +2 +3 

when of my usage of the luxury goods is not 
frequent, I am unlikely to buy -3 -2  -1 0 +1  +2 +3 

 

 

B8. Please state the strength of agreement or disagreement to the following statements by clicking the appropriate number 
(be sure that you check every statement; do not omit any). 

 Strongly 
disagreement      Strongly 

agreement 

I'd rather depend on myself than others -3 -2  -1 0  +1  +2 +3 

I rely on myself most of the time; I rarely rely on others -3 -2  -1 0 +1  +2 +3 

 I often do "my own thing." -3 -2  -1 0 +1  +2 +3 

My personal identity, independent of others, is very 
important to me -3 -2  -1 0 +1  +2 +3 

It is important that I do my job better than others. -3 -2  -1 0 +1  +2 +3 

Winning is everything. -3 -2  -1 0 +1  +2 +3 

Competition is the law of nature. -3 -2  -1 0 +1  +2 +3 

When another person does better than I do, I get tense 
and aroused. -3 -2  -1 0 +1  +2 +3 

If a coworker gets a prize, I would feel proud. -3 -2 -1 0 +1  +2 +3 

The well-being of my coworkers is important to me. -3 -2 -1 0  +1  +2 +3 

To me, pleasure is spending time with others. -3 -2 -1  0  +1  +2 +3 

I feel good when I cooperate with others. -3 -2 -1 0 +1  +2 +3 

Parents and children must stay together as much as 
possible. -3 -2 -1  0 +1  +2  +3 

It is my duty to take care of my family, even when I 
have to sacrifice what I want. -3 -2 -1  0 +1  +2 +3  
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Family members should stick together, no matter what 
sacrifices are required. -3 -2 -1 0 +1  +2 +3 

It is important to me that I respect the decisions made 
by my groups. -3 -2 -1 0 +1  +2 +3 

 

  

Part C：Personal information 

C1.Gender： 

male female 
 

C2.age： 

<20 25-29  35-39  45-49 55-59 

20-24 30-34 40-44 50-54 >59 
 

C3.education 

 High school or less  Junior college  Bachelor  Master or PhD 
 

C4. Annual household income (yuan) before tax, including annual household salary all kinds of bonus, and investment  

60,000-79,999 150,000-199,999 300,000-349,999 450,000-499,999 

80,000-99,999 200,000-249,999 350,000-399,999 500,000 or above 

100,000-149,999 250,000-299,999 400,000-449,999  
 

C5. Annual personal income (yuan) before tax, including annual personal salary all kinds of bonus, and investment 

 Below 60,000 100,000-149,999 250,000-299,999 

60,000-79,999 150,000-199,999 300,000 or above 

80,000-99,999 200,000-249,999  
 

C6. Occupation 



 

 

165 

 Government or institution  Doctors or teachers  Self-employed 

 Senior Skilled Professional   Senior Company Management  

 Others 

 

 Middle Skilled Professional  Junior Company Management  

 Primary Skilled Professional  Ordinary Employees  
 

  

The end of the questionnaire.  
Thank you very much for your participation and support！ 

submit
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