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Abstract 

Since the improved people’s living standard, luxury buying has increasingly spread in popularity, 

especially in developing countries. Conspicuous consumption has resulted in this luxury buying 

among consumers. This mentality leads to consumers to achieve their own goal through luxury goods, 

such as reflecting their status, showing the uniqueness and so on. In order to buy their favorite luxury 

goods, consumers try different channels and overseas buying is the main channel for them. Under this 

situation, China as the second-biggest luxury market, the demand for overseas luxury among Chinese 

consumer has credit raised. It is therefore important for conducting consumer behavior research to 

analyze this phenomenon and identify corresponding factors that lead consumers buying luxury 

abroad. The purpose of the research is to understand the phenomenon of the consumers buying luxury 

goods overseas and to identify the corresponding factor for the luxury shop or the company which 

could conduct managerial implication to encourage consumers buying domestically. 

Keywords: 

Luxury goods, buying behavior, service, quality, price, culture, brand awareness, convenience 

of payment, needs for information interaction through social media 



 

2(5) 
 

Acknowledgements 

We would like to appreciate to several individuals who have contributed greatly to the creation of 

this master’s thesis. 

 

Firstly, we would like to thank our supervisor and examiner, Dr. Soniya Billore and Professor Anders 

Pehrsson, for their generous support and advice throughout the entire research process. 

 

We would also like to thank our fellow classmates for providing us with constructive feedback, as 

well as for the rewarding discussions during all of the seminars. Both of them have offered helpful 

suggestions and provided the direction forward for the thesis.    

 

Moreover, we thank so much for everyone who participated in our thesis by responding to the 

questionnaire, as well as to those of you who aided us in our data collection by sharing it on social 

media. 

 

Lastly, we would like to appreciate our families, loved ones, and friends for your continuous 

encouragement during this semester, but also throughout our university studies. It is the beautiful 

recollection which we are unable to forget. 

 

 

  



 

3(5) 
 

1. Introduction ................................................................................................................................. 1 

1.1 Background ............................................................................................................................................. 1 

1.2 Problem description ................................................................................................................................ 3 

1.3 Target group and research questions .................................................................................................... 4 

1.4 Purpose and delimitations ...................................................................................................................... 4 

1.5 Report structure ...................................................................................................................................... 5 

2. Literature review and hypothesis development .............................................................................. 7 

2.1 Luxury and luxury goods ....................................................................................................................... 7 
2.1.1 Luxury ................................................................................................................................................................ 7 
2.1.2. Luxury goods ..................................................................................................................................................... 7 

2.2 Conspicuous consumption and buying behavior ................................................................................. 8 
2.2.1 Conspicuous consumption .................................................................................................................................. 8 
2.2.2 Consumer buying behavior and luxury consumption ......................................................................................... 9 

2.3 Service, quality and price ..................................................................................................................... 11 
2.3.1 Service .............................................................................................................................................................. 11 
2.3.2 Product’s Quality .............................................................................................................................................. 12 
2.3.3 Price .................................................................................................................................................................. 13 

2.4 Other factors affecting buying behavior ............................................................................................. 13 
2.4.1 Culture .............................................................................................................................................................. 13 
2.4.2 Brand awareness ............................................................................................................................................... 14 
2.4.3 Mobile Payment ................................................................................................................................................ 15 
2.4.4 Needs for information interaction through social media .................................................................................. 16 

2.5 Hypothesis Development ...................................................................................................................... 17 
2.5.1 Hypothesis development from pre-study .......................................................................................................... 17 
2.5.2 Hypothesis from literature ................................................................................................................................ 19 

3. Conceptual framework .................................................................................................................. 23 

4. Methodology .................................................................................................................................. 24 

4.1 The Chinese Setting .............................................................................................................................. 24 

4.2 Research Approach ............................................................................................................................... 26 

4.3 Research Design .................................................................................................................................... 27 

4.4 Data Source ........................................................................................................................................... 27 

4.5 Data Collection ...................................................................................................................................... 28 
4.5.1 Survey and questionnaire .................................................................................................................................. 28 
4.5.2 Operationalization ............................................................................................................................................ 28 
4.5.3 Pre-testing by focus group ................................................................................................................................ 31 

4.6 Sampling ................................................................................................................................................ 32 

4.7 Data Analysis ......................................................................................................................................... 33 
4.7.1 Sample Demographic analysis .......................................................................................................................... 33 
4.7.2 Multiple Regression Analysis ........................................................................................................................... 33 
4.7.3 Coding .............................................................................................................................................................. 33 

4.8 Quality Criteria ..................................................................................................................................... 34 
4.8.1 Validity ............................................................................................................................................................. 34 
4.8.2 Reliability ......................................................................................................................................................... 34 
4.8.3 Ethical Considerations ...................................................................................................................................... 35 

5. Data Analysis ................................................................................................................................. 36 



 

4(5) 
 

5.1 Demographic factors ............................................................................................................................. 36 

5.2 Validity and Reliability analysis .......................................................................................................... 38 

5.3 Descriptive statistics ............................................................................................................................. 40 

5.4 Hypothesis testing ................................................................................................................................. 47 

5.5 General summary for consumers opinion .......................................................................................... 53 
5.5.1 The Result ......................................................................................................................................................... 53 
5.5.2 Price, quality and service: The Three Biggest factors ...................................................................................... 55 
5.5.3 Brand awareness, the convenience of payment, and needs for social impression: the Chinese unique 
consciousness ............................................................................................................................................................. 55 
5.5.4 Culture: the beyond expectation factor ............................................................................................................. 56 

6 Discussion ....................................................................................................................................... 58 

6.1 Factors in Chinese consumers ............................................................................................................. 58 
6.1.1 The multicollinearity in the research ................................................................................................................ 58 
6.1.2 Further understanding of the Chinese luxury buying behavior ........................................................................ 61 

6.2 The reason for Chinese consumers buying luxury goods overseas .................................................. 62 
6.2.1 The price, quality, and service .......................................................................................................................... 62 
6.2.2 The unique Chinese factors .............................................................................................................................. 63 
6.2.3 The unawareness influence by culture .............................................................................................................. 64 

7 Conclusions and contributions ...................................................................................................... 66 

7.1 The answer to the research questions ................................................................................................. 66 

7.2 Contributions summary ....................................................................................................................... 67 

8.  Limitations, managerial implications, further research ............................................................. 69 

8.1 Limitations ............................................................................................................................................. 69 

8.2 Managerial implications ....................................................................................................................... 70 

8.3 Further research ................................................................................................................................... 70 

Reference ............................................................................................................................................. 1 

Appendix .............................................................................................................................................. 1 

Appendix 1: The maker shares of luxury goods ........................................................................................ 1 

Appendix 2: Luxury buying channels ......................................................................................................... 2 

Appendix 3: Pre-study .................................................................................................................................. 2 

Appendix 4: Questionnaire .......................................................................................................................... 6 

Appendix 5: Pre-testing for the questionnaire (focus group) ................................................................. 21 

Appendix 6: Descriptive Statistics for each variable ............................................................................... 24 

Appendix 7: Data of open question ........................................................................................................... 27 

Appendix 8: The original table from SPSS .............................................................................................. 33 

 

  



 

5(5) 
 

The list of Tables: 

Table 1: Five quality Service (Parasuraman et al., 1988) ......................................................................... 12 

Table 2: Three variables used in the questionnaire ................................................................................... 15 

Table 3: Operationalization of Survey Questionnaire .............................................................................. 31 

Table 4: Cronbach’s Alpha ....................................................................................................................... 39 

Table 5: Model Summary for the whole research ..................................................................................... 39 

Table 6: The correlation analysis .............................................................................................................. 40 

Table 7: Descriptive Statistics (Total mean) ............................................................................................. 41 

Table 8: The basic information for whole questions (Consumer buying behavior) ................................. 42 

Table 9: The basic information for whole questions (Service) ................................................................. 42 

Table 10: The basic information for whole questions (Price) .................................................................. 43 

Table 11: The basic information for whole questions (Product quality) .................................................. 44 

Table 12: The basic information for whole questions (Culture) ............................................................... 45 

Table 13: The basic information for whole questions (Brand awareness) ............................................... 45 

Table 14: The basic information for whole questions (Convenience of payment) ................................... 46 

Table 15: The basic information for whole questions (Needs for information interaction through social 
media) ............................................................................................................................................... 47 

Table 16: Regression analysis ................................................................................................................... 49 

Table 17: The results of the hypothesis testing ......................................................................................... 58 

Table 18: The collinearity diagnostics table ............................................................................................. 59 

Table 19: The significant value after dropping variables (a) .................................................................... 60 

Table 20: The significant value after dropping variables (b) .................................................................... 60 

Table 21: The significant value after dropping variables (c) .................................................................... 61 

The list of Figures: 

Figure 1: Conceptual framework .............................................................................................................. 23 

Figure 2: Diagram of respondents according to Gender ........................................................................... 36 

Figure 3: Diagram of respondents according to Age group ...................................................................... 37 

Figure 4: Diagram of respondents according to Status. ............................................................................ 37 

Figure 5: Diagram of respondents according to Income group ................................................................ 38 

Figure 6: The aspect could be improved for the luxury buying ................................................................ 54 

Figure 7: Eight general expectations for domestic luxury sellers ............................................................. 54 

Figure 8: The percentage of each factor in buying luxury outside China ................................................. 55 



 

1(71) 
 

1. Introduction 

This chapter is an explanation of the introduction to the chosen subject. The background connects 

with problem description and purpose of the research, which is based on the exploration with a simple 

literature review. This part also brings up practical delimitation and explanation of the structure of 

the thesis. 

1.1 Background  
This thesis researches the luxury goods inside of China and its local consumption. Although China 

has a high impact on exporting luxury goods, the same impact is not noticeable within the Mainland 

of China. The purpose of this thesis is to understand the phenomenon of the consumers buying luxury 

goods overseas and to identify the corresponding factor for the luxury shop or the company which 

could conduct managerial implication to encourage consumers buying domestically.  

 

Luxury goods have been traded as precious metals and jewelry for a long time, and in the nineteenth 

century, the luxury brands appeared because of the rising number of productions of silver and 

glassware under the background of industrialization in England and France (Sung, Choi, Ahn, & Song, 

2015). With the social development, luxury goods turn to be more related to exclusivity, status, and 

quality (Atwal & Williams, 2009). With the huge breakthrough of technology and the rise of the 

middle class, it enables a wider range of consumers can access the luxury products (ibid). Shopping 

and buying luxury goods are becoming popular to more consumers nowadays (Hauck & Stanforth, 

2007). On the theoretical level, consumers purchase luxury goods as a tool to signal or enhance their 

status (Lichtenberg, 1996). Normally, jewelry, luxury cars or designer clothes are used to demonstrate 

their pecuniary ability to others (ibid). This is due to the individuals who care about their status and 

seek to impress others by engaging in status consumption, which is demonstrated as conspicuous 

consumption, which was proposed by Norwegian-American economist and sociologist Thorstein 

Veblen (Moav & Neeman, 2010). 

 

It is necessary here to clarify exactly what is meant by conspicuous consumption. This conception is 

originated by Veblen (1899), describing the consumption behavior that displays wealth or social 

status. Expensive and valuable goods, which normally known as luxury goods, are the common tools 

to show or enhance the status (Lichtenberg, 1996). Meanwhile, the purchasing channel also influences 

the consumers buying luxury good behavior.  
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Stores, online and click and collect from store, and online delivery to your home/ work are three main 

channels that Chinese consumers to buy luxury goods (Zheng, 2017). Shopping in a physical store is 

their favorite method (ibid). This is also proved by Ipsos (2018) that Chinese consumers have a high 

preference for shopping luxury goods in the physical store because they enjoy being guided and 

assisted when they are purchasing. In addition, the physical store provides the goodwill and positive 

human relationship (ibid). This is because that physical stores allow customers to experience the 

genuine sensorial service and to feel appreciated for the exceptional service, which could provide the 

possibility to incorporate themselves with the brand’s universe and heritage (ibid). Therefore, even 

in the foreign countries, shopping in the physical store is still the top option for Chinese consumers, 

even if they can enjoy more convenient service when they shop online, such as short logistics time, 

more language options, convenient payment system. 

 

In order to explore it more, this research group conducts a pre-study within 21 Chinese consumers 

among various age groups, who have experience on buying luxury goods in the past 1 year (which 

shown in Appendix 3). Under this situation, China as a developing country has become the world's 

second-biggest market for luxury goods after the United States (China Daily, 2017a). Compared to 

other countries’ luxury consumers, Chinese luxury consumers reflect that being brand-loyal is less 

important since their choice depends on their conspicuous consumption, which means that their 

standard behavior is to buy products that are parallel with their personal status and in response to their 

social position (COTRI, 2015). For a Chinese consumer, the brand legacy and value are not the most 

attractive factors, instead, the payment system (Alipay, WeChat pay), social cross-border e-commerce 

app (such as Little Red Book, WeChat, Weibo) and their unique cultural background are the factors 

that attract them (COTRI, 2015; Rapp, 2017; Sim, 2018; Hartmann & Contributo, 2018; Zheng, 2018). 

Besides that, the purpose of buying luxury goods is to gain a more sophisticated prestige (Li & Su, 

2006; Nelson, 2011). 

According to Remy and Kim (2014), although the Chinese consumers’ demand for luxury goods has 

increased, only the overseas luxury expenditure amount has increased and the amount within 

Mainland China has not followed the same increasing trend. This is because Chinese consumers 

prefer to buy luxury goods (such as high-end clothes, watches, shoes, and handbags) during their 

travel overseas instead of buying them inside China. No less than 27% of global luxury purchases are 

made by the Chinese consumers and 60% of them have purchased these goods outside of China 

(Remy & Kim, 2014). 
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1.2 Problem description 
Luxury goods are increasing fiercely, which turns consumer buying behavior on luxury goods to be 

symbolized (Mat, 2016). Consumers are motivated by several different factors to purchase luxury 

goods.  Dierks (2007), Wiedmann, Hennigs and Siebels et al. (2015) and Atwal Eric et al. (2009) 

have concluded relevant factors towards consumer buying behavior such as financial, functional, 

individual, culture, trust and social. Besides that, demographic factors (age, gender, occupational 

status, location) also influence buying behavior (Narayanan, 2014). This indicates that people of 

different age have different buying behavior towards luxury goods, and men and women are different 

when they purchase luxury goods. Besides that, income and occupational status also have a strong 

influence on buying behavior (Narayanan, 2014). 

  

Especially, the place of residency plays an important role when consumers shop goods, and this factor 

also has been considered as the factor which can influence buying behavior on the intention to 

purchase luxury goods (Miller, 1995; Shaw & Clarke, 1998). This implies that in different nations 

the buying behavior is different when people buy luxury goods. 

 

For example, consumers in developing countries feel happy and glad to buy goods from developed 

countries (Welsh et al., 2006). Therefore, purchasing luxury goods from foreign origin is the 

purchasing behavior that the rich people who come from developing countries could have (Numair, 

2011). Take China as an example, two-thirds of luxury goods bought by Chinese consumers are 

purchased overseas (Market Me China®, 2015). 

 

Meanwhile, the Chinese luxury goods market only accounts for 8% compared to the global market 

according to Appendix 1, which shows a different trend compared to the Chinese global luxury 

purchasing. It obviously notices that the Chinese luxury market has a low increase in its share, just 

from 7% in 2016 to 8% in 2017 even if Chinese consumers have high passion in buying luxury goods 

(D’Arpizio, et al., 2019).  

 

In recent years, the behavior of buying luxury goods has been investigated in several articles and 

reports especially for those people who live in different developing countries, such as China (Debnam 

& Svinos, 2006; Ling, 2009; Zhang & Kim, 2013), Indian (Chadha & Husband, 2006; Thomas, 2007; 

Jain and Khan, 2017), Pakistan (Ashraf, Hafeez, Yaseen & Naqvi, 2017), Brazil (Gil, Michael & 
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Johnson, 2016), Indonesia (Ashraf, Hafeez, Yaseen & Naqvi, 2017) and other countries. Among those 

papers, however, most researches still focus on analyses the context of the generation of consumers, 

gender, brand awareness, and culture (Wang & Foosiri, 2018; Husic & Cicic, 2009; Wang, Sun & 

Song, 2010). Studies on the shopping luxury goods overseas among developing countries consumers 

still remain rare and superficial. Researches on what really happening when developing countries 

consumers buying luxury goods abroad, and how to change this phenomenon are still limited and 

unclear, which requires further clarification and investigation. To understand consumer behavior in 

developing countries benefits those luxury companies to attract more consumers in the emerging 

market. 

 

1.3 Target group and research questions 
This research is going to target Chinese consumers who have experience of buying luxury goods 

abroad. This is because Chinese consumers have contributed one-third of the global luxury market, 

which spends over 684 billion SEK for luxury goods annually (Bu et al., 2017). In 2016, the number 

of Chinese households who have purchased luxury goods is about 7.6 million--a number over the 

total number of households in the Netherlands (Bu et al., 2017).  In this 7.6 million households, 

Chinese consumers spend on average 97,260 SEK in luxury goods per year (ibid). Chinese consumers 

become a force that cannot be reckoned with. 

  

For this reason, in this thesis, the research group is going to use China as an example of developing 

countries to understand more details about luxury buying behavior and give certain suggestions for 

the corresponding circumstance.  Here are two research questions: 

Research question 1: 

What factors affect consumer behavior for luxury shopping overseas? 

Research question 2: 

Which factors can be improved from luxury brand sellers? 

 

1.4 Purpose and delimitations 
This research is aiming to identify the real factors of consumers who having luxury consumption 

overseas and to identify the corresponding factor for the luxury shop or the company which could 
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conduct managerial implication to encourage consumers buying domestically.  In this research, when 

the item “luxury goods” has been mentioned, it refers to the luxury goods which comes from 

international luxury brands. 

 

This research only focuses on Chinese consumers who have overseas consumption experience on 

luxury goods.  Owing to the huge difference in consumption habits between urban and rural 

population, this research is only considered the buying behavior related to the urban part of the 

population. This is because that urban population is more affluent and liable for luxury consumption 

than the rural population. Due to the previous study, brand loyalty does not be considered in this 

research. Meanwhile, government policy is not under consideration due to its irreversibility. 

Furthermore, the respondents who are going to answer the questionnaire are the person who has the 

willingness to buy luxury goods, and the educational background is out of the questionnaire.  The 

research group does not separate Chinese consumers into different class instead of treating them as 

an entirety. 

 

1.5 Report structure  

The thesis is divided into five chapters. Chapter 1 illustrates the Introduction where the Background 

of the study, the Problem description, and the Purpose and delimitations are going to be introduced 

along with the Hypothesis. 

Chapter 2 contains the Literature Review and hypothesis development, where the demonstration of 

theories and concepts is going to be described and how the hypothesis generated. 

Chapter 3 contains the Conceptual framework. 

Chapter 4 is the Methodology where the research process, research design, data sources, population 

and sample, data collection method, data collection, data analysis, and quality criteria are described 

in this chapter. 

Chapter 5 contains the analysis and the results for quantitative studies, based on the relevant theories 

from the literature and data gathered through the questionnaire. 

Chapter 6 is the discussion for the research, which is used to discuss the results in relation to previous 

literature review. 
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Chapter 7 is going to show the Conclusions and Contributions. In this chapter, it will confirm the 

hypothesis and show the contributions to previous knowledge. 

Chapter 8 represents the limitation, the managerial implications and the further researches. 
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2. Literature review and hypothesis development  

In the following chapter, a literature discussion will be held regarding the concept of luxury and its 

motivations in different factors. Particularly, the meaning of luxury in the understanding of Chinese 

consumers will be taken under account. Thereafter, the factors of Chinese consumers consumptions 

will be illustrated further with emphasizing on the services, price, products quality, Chinese culture, 

brand awareness, the convenience of payment and needs for information interaction through social 

media in the Chinese society. Eventually, the hypothesis development will develop by those 7 factors. 

Those 7 factors in this chapter are based on the prior literature review and a pre-study from 21 

Chinese consumers which held by the research group.  

2.1 Luxury and luxury goods 

2.1.1 Luxury 

Term “luxury” has been used to refer to certain products, services or lifestyles in the commonplace, 

which generating no a crystal-clear understanding up to moment time, based on (Wiedmann, Hennigs, 

& Siebels, 2009). In the past time, luxury is originated from Latin and used to signify distance 

(Kapferer, 2008). However, in today’s society, the term “luxury” is normally related to the products, 

services or lifestyles with exclusivity, status, and quality in general (Atwal & Williams, 2009). In 

addition, the luxury has also defined as the beauty and art which could be applied for functional stuff 

to “provide extra pleasure and flatter all senses at once” (Kapferer, 1997).   

 

Furthermore, the types of luxury have been identified by Okonkwo (2009), distinguishing into 

traditional and contemporary luxury. Traditional luxury indicates that material, object or service 

which is rare and exclusive is only reachable for a small number of people (ibid). The contemporary 

luxury is determined by the subjective character, depending on own circumstances and judgment 

(Calefato, 2014).  This is derived from the development with the time changing, some products or 

services has been treated as luxurious in the past time, however, they have more accessible and 

reachable for the general public (Calefato, 2014); whereas, some products or services  which is easier 

to gain or obtain in the past have been considered as luxury (ibid). 

 

2.1.2. Luxury goods 

The luxury is not only a term of a beautiful, expensive thing, but also a concept represents divine 

(Kasztalska, 2017). The people who have luxury products turn into possessing the glorify qualities, 
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and dispenses it into others’ minds, no matter in antiquity or in modern times (ibid). The man with 

luxury goods is acquired traits such as charismatic, wisdom, worth following, trustworthy in any way 

(ibid). In other words, luxury goods represent more than simple things but are considered a thing to 

give owner new opportunities. 

 

There are many definitions of luxury goods in socio-economic filed from different perspectives. 

Renand (2003) demonstrates the luxury goods from its special feature: 

 

“Luxury goods can be differentiated from normal or "non" luxury goods by the extent to which they 

exhibit a distinctive mix of three important dimensions of instrumental performance in terms of 

functionalism, experientialism, and symbolic interactionism” 

 

Other reports, such as Luxury good (2010), WordIQ (2010), present the luxury goods based on 

economic and marketing trends. Other researchers consider luxury goods could be explained and 

applied to psychology. Take Danziger (2005) as an example, Danziger (2005) expresses the definition 

from the attitude of people, which indicates the luxury goods are extras in the daily life to make the 

life more fulfilling, rewarding, comfortable and enjoyable. This definition is the most relevant for this 

research.  

 

2.2 Conspicuous consumption and buying behavior 

2.2.1 Conspicuous consumption 

Conspicuous consumption is also proposed by Veblen (1965) that accumulating wealth cannot give 

a person status, it is the evidence of wealth that grants status. This is the reason why the conspicuous 

consumption of luxury is used to show someone’s success. The goods that people possess is a way to 

convey an impression of their past status, their present status, the people they will become and the 

place they will be (Belk, 1988).  Therefore, wealthy customers use luxury goods to signal the less 

affluent that they do not belong to the same status (Wijnen, 2017). In addition, people use luxury 

goods to define others, reflect their personal identity, and express the group they belong to (ibid). 

Through those material possessions, they can remind other people about their experiences and 

accomplishments and acquire happiness (ibid). 
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The conspicuous consumption of luxury happens all over the world which is shown by the quantity 

of luxury consumption. Normally, when buying luxury goods, consumers are influenced by luxury 

good itself, the price, advertisement, and the selling situation (Stravinskiene, Dovaliene & 

Ambrazeviciute, 2013). The economics also affects the luxury goods’ consumption world-widely 

(Deloitte, 2018). The characteristics of the consumer itself also influence the buying behavior on 

luxury goods, for example, the consumer’s age, gender, status and income background (Narayanan, 

2014; Krawczyk, 2012; Reis, 2015). 

 

In an overview level, the conspicuous consumption is generally welcomed by the academic world. 

Several scholars have investigated more about them in this area. Kaiser (1997) reflects that purchasing 

luxurious goods such as outfit and accessories to gain social prestige is another way of attaining social 

status. Years later, Arora (2005) demonstrates that buying and displaying luxury goods is a way to 

obtain a higher social status. The motivation of this conspicuous consumption aims to win the 

validations from observers surrounding people, consequently conveying the information or image 

that people willing for (Mortelmans, 2005). 

 

2.2.2 Consumer buying behavior and luxury consumption 

Consumer buying behavior is indicating the consumers to select, purchase and consume goods and 

services for the satisfaction of their wants (Ramya & Sa Mohamed, 2016). Nowadays, consumer 

buying behavior is an important role for organizations since it creates revenue for organizations 

through their buying products or influences others to buy (Clopton, 1984; Gajjar, 2012). From the 

buyers’ view, they buy products and services or not depending on the utility and perceived worth 

(Essoo & Dibb, 2004). In addition, there are more reasons to answer why consumers buying things, 

such as the needs and demands, the feeling of being honored and etc. (Essoo & Dibb, 2004; Garbarino 

& Strahilevitz, 2004). 

 

The cultural, social, personal and psychological traits are worth to mention when discussing the 

buying behavior (Kapferer, 1998).  

Cultural Factors: they are the crucial factors that influence consumers behavior and desire, 

which should be considered for learning the fundamental norms before releasing new products and 

service.  
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Social Factors: social orientation also impresses buying behavior, containing small groups, 

family members and consumer's social role. Those factors influence consumers reactions.  

Personal Factors: these personality traits consist of age, stage of life, career, economic status, 

lifestyle, personality, and mental image.  

Mental Factors: mental factors include four basic factors which are motivation, perception, 

learning, and beliefs.  

 

Danziger (2005) has perceived the luxury product as a symbol or a message of showing the life how 

people like looks like. Meanwhile, Wattanasuwan (2005) gives a further explanation that the 

appearance, gender, accent or outfit of people can send powerful and direct information or image to 

the perceivers. Under this reason, people are going to display themselves by owing luxuries goods, 

and they believe that more luxury goods they have, the higher perceived social level they achieve 

(ibid). 

 

Motivation generally defines as the driving force of individuals leading to their behavior (Schiffman 

& Lazar, 1987). When talking about the actions of buying luxury goods, unfulfilled needs or desires 

is the motivation for people buying luxury goods (Wells & Prensky, 1996). Luxury goods  as a tool 

to satisfy people’s wants (ibid). 

 

Buying to impress others could be treated as the traditional motives for purchasing luxury goods, 

based on previous literature. Recently, studies show that personal orientation also has been 

incorporated into consumption, gradually increasing worldwide (Bhat & Reddy, 1998).   

 

As mentioned in the Introduction Chapter, various factors affect luxury consumption. Besides what 

have illustrated above, other factors also influence luxury consumption, such as brand image and 

quality, product features, atmosphere in the store, and status, which are as follows (Husi & Cicic, 

2009; Kembau & Mekel, 2014): 

The brand image and quality: normally, consumers prefer buying luxury goods as they are 

symbols of quality. In the meantime, they have acknowledged the well-known brand as a sign of high 
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quality. For this reason, goods with a high price and a quality brand with a good image will be bought 

by luxury consumers.  

Product features: except design and aesthetics which named as emotional features of the 

product, the functional features (price or quality) are the factors that affect consumers to buy luxury 

goods as well. The goods having good quality and usability attract more male buyers, and aesthetics 

and design are an amazing part for female buyers.  

The atmosphere in the store: the atmosphere in the store impacts the reactions of consumers 

from an emotional perspective, especially during the buying process. There are many things could 

influence the emotional status of consumers, such as the store guides, the interior, and exterior of the 

store, the promotions and the after-sales services. Consumers have a positive tendency to shop again 

if they think the treatment or the atmosphere is good.  

Status: through luxury goods, people could acquire status. They thus continue buying luxury 

goods to maintain their status. Buying ostentatious luxury goods are not the preference for rich 

consumers who have less demand status maintenance. Whereas, those rich consumers who have a 

real need to show their status might purchase ostentatious luxury goods to let others recognize it, in 

order to demonstrate the difference from less wealthy people.  

 

2.3 Service, quality and price 

2.3.1 Service 

Service is a factor that influences customers’ experience from sales staff perspective (Nordfält, 2007), 

which is normally determined by the staff's’ own behavior (Mossberg, 2015). Customers attitude or 

action in the service is normally derived by the mood, tone, and emotion from staffs, and how 

customers feel also effect on how the atmosphere is perceived (Nordfält, 2007; Mossberg, 2015).  

 

This is because humans are the symbol users who interact with others based on the interpretations 

they generated by various characteristics from the environment (Mossberg, 2015). Gestures, facial 

expressions, clothes, and other characteristics are the main expressions as a symbol (ibid).  

 

Service is also an important impact for the luxury companies when they eager to build a luxury 

experience for customers (Hoffmann & Coste-Manière, 2012). Providing superior service over time 
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through whole aspects they formed is the main expression to engage customers to have a meaningful 

experience (Manlow & Nobbs, 2013).  

 

In order to analyze whether service provided a good experience for customers or not, Parasuraman et 

al. (1988) generated five quality service: reliability, responsiveness, assurance, empathy, and 

tangibles. 

The Quality Service  Explanation  

Reliability Providing the service which is consistent 

with the promised offer.  

Responsiveness Assisting customers and offering appropriate 

and positively services 

Assurance The skills on product-oriented, quality 

hospitality, providing information and 

instilling trust with customers 

Empathy The ability to communicate with customers, 

and understanding the needs of customers 

Tangibles Including all physical facilities used among 

service 

Table 1: Five quality Service (Parasuraman et al., 1988) 

 

2.3.2 Product’s Quality 

Buyers have focused more on the quality of products and they have heavily relied upon products traits, 

such as the price, the brand, to reduce the possibilities they purchase poor quality products (Paulins, 

& Ann 2005; Oxoby & Finnigan, 2007). Bei & Chiao (2001) has defined the quality of the product 

as the judgment made from consumers around the overall excellence or superiority. 

Toivonen (2012) has revealed that the tangible quality of the product is easily examined by the 

technical characteristics and the performance aspects. The ease of use and suitability of products are 
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two important needs that customers wanted, and they are also two main product quality contributors 

(Sweeney, Soutar, & Johnson, 1999). In addition, product flawlessness, durability, appearance, and 

distinctiveness are contributors that associated with product quality as well (Grewal, 1997; Miyazaki 

et al., 2005; Roest & Rindfleisch 2010; Bao, Bao & Sheng 2011).  

 

2.3.3 Price  

The price of product and discounts belong to the financial dimension of luxury goods (Wiedmann, 

Hennigs, & Siebels, 2009). The high price is the logical consequence of the high-quality luxury goods 

for consumers (Dubois, Laurent & Czellar, 2001). In addition to that, consumers care for their status 

thus tends to treat price as an indicator of quality and prestige (Liechtenstein, Ridgway, & Netemeyer, 

1993). Therefore, a high price turns product to be more attractive and turns the stature of the person 

who bought it amongst their peer group (Teiking, 2016).  

 

This high price of luxury products reduces the accessibility of the brand and increases the rarity 

associations, which attracting high consumers’ preference for the products (Lynn, 1991). Keller (2009) 

and Heine (2012) have claimed that for luxury companies that too high or too frequent price discounts 

would be harmful to themselves.  

 

2.4 Other factors affecting buying behavior 

2.4.1 Culture 

Culture is considered as of the importance of factor on human behavior, based on Luna and Gupta 

(2001), owing to the reflectivity of individual’s behavior stemming from their cultural value system. 

This cultural value system is generated from individuals who are socialized as members of a group 

for a long time (ibid). With the investigations from scholars over time, culture has an influence on 

individual preferences, the decision-making process (Ford et al., 1995; McDonald, 1994), actions 

taken and the world perceived McCort & Malhotra, 1993). 

 

It is undoubtedly that culture will affect how individuals behave in the consumer context in different 

ways (Luna & Gupta, 2001), such as consumer cognition (Aaker & Maheswaran, 1997; Bergadaa, 

1990), affect (Lam, 2007; Lee & Green, 1991), and behavior (Shim & Gehrt,1996). 
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Different consumer behavior might be caused by differences culture within and across national 

borders (Hennigs et al. 2012). Different culture has its own and unique value scale, determining the 

definition of precious, important and luxurious (ibid). 

 

A cultural orientation of consumers has influenced the consumption behaviors, for example, take the 

consideration of the reference group influence (Li & Su, 2007), the degree of conspicuous 

consumption and materialism (Podoshen, Li & Zhang 2011), the influential role of informational 

interpersonal (Shukla, 2011). Individualism and collectivism are two main culture orientation to 

investigate the influences of cultural differences on behaviors, such as Hofstede (1980), Chan (1994), 

Kitayama et al (1997), and Yamaguchi (1994). The individualistic culture has loose ties between 

every individual (Hofstede, 1991). Whereas, in the collectivistic culture, the self has been relied on 

the group norms which evaluating from others, taken China as a typical example (Hofstede, 2001; 

Yau 1986, Usunier, 2005; Sun et al, 2004). 

 

2.4.2 Brand awareness 

Keller (2003) gives the definition of brand awareness as the ability of customers to be recognition 

and realization the rand under variety cases and to recall the brand name, logo, symbol, and to 

associate with certain memory in their mind. In other words, the brand is called to mind when a 

consumer thinks about the category. 

Summarily, there are three reasons to explain that why brand awareness having a significant role in 

consumer buying: the first is thinking of the brand while thinking about the product category; the 

second is consumers prefer to purchasing the well-established or familiar brand; the last is sufficient 

information and associations (Keller, 1993). 

 

According to Shahid, Hussain, and Zafar (2017), four variables are identified which can affect the 

awareness about the brand from consumers’ perspective: name, advertising, promotions and sales, 

and 1st Mover Advantage. Three of those variables are going to use on designing the questionnaire, 

which shown below. 

Variable  Explanation  
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Name  The first thing attracts consumers attention. An 

attractive brand encourages consumers buying 

product.  

Advertising  Advertisement can help the company to gain more 

awareness of its brand with a large-scale influence. 

The celebrity plays an important part in advertising the 

product. Therefore, lots of brand ambassadors are 

hired by companies and people get attracted to the 

brand. 

Promotions and Sales Free gift and sampling or giving their product as a gift 

with another well-known product of their own brand 

is the common tool for promotions. 

Table 2: Three variables used in the questionnaire 

 

2.4.3 Mobile Payment  

With the development of payment technology, mobile payment is increasingly recognized by people. 

According to research from Gramigna (2015), mobile payment can help consumers eliminate 

geographical boundaries. When consumers travel to a different country or continent, mobile payment 

can help them eliminate the obstacles due to the exchanging currency. Mobile payment can accept a 

range of different currencies and according to the type of currency calculate the proper exchange rate 

automatically(ibid). Using the mobile payment also can help consumers saving payment time, which 

reduces the time when the consumers wait in line to pay and give change. It offers more choice of 

payment to consumers (Gramigna, 2015). Not only that, mobile payment is easier to help consumers 

check their pay bills or track their budgets. Gramigna (2015) shows that mobile payments can offer 

a hassle-free experience what the consumers want no cost, it not only save consumers' time but also 

offers a more convenient payment system. 

 

The payment modes as an important and indispensable component in any purchasing transaction 

(Srivastava & Raghubir, 2008). With the development of the time and economy, consumers have 

numerous payment modes to help them purchase goods what they want (Pulina, 2011). Nowadays 

consumers can use the different forms of payment modes, which including cash, debit or credit cards, 

checks, electronic fund transfer and e-wallet (for example PayPal, Bankfransfor, etc.) (Global 

Payments Report, 2018). 
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According to the research from Inman et al. (2009) and Thomas et al. (2011),  the payment modes 

not only affects the number of consumers spent but also affects their consuming habit. Compared 

with cash payments, credit card payments have been shown to increase unplanned or hedonic 

spending (Inman et al. 2009; Thomas et al. 2011). 

  

Soman (1999) shows that consumers will basic on the different factors to choose the different 

payment modes. Consumers choice of payment modes is often accidental and driven by simpler 

considerations. To be more specific, they want to use the most convenient way to the transaction to 

purchase what they want, such as taking their phone or payment card in one’s wallet; acceptability is 

also worked as their consideration during their shopping experience, for example, some retailer might 

not accept checks or cash, and the accessibility is one more reason to influence consumers' buying 

behaviors. Taking ATM as an example, if you are going to use cash, and there is no convenient and 

closely AMT to help you withdraw. Under this situation, paying bill is not possible for you (ibid). 

  

Considering those three factors, mobile payment has high conformance with those three factors, 

which help consumers transaction became easier and speedier (Dahlberg et al., 2008). Mobile 

payments can be used as a paying method to purchase for goods, services or bills with a mobile phone, 

smart-phone, or personal digital assistant, which normally known as the mobile device. It is a payment 

tool to help consumers enjoy the benefits of wireless and other communication technologies when 

they are purchasing what they want (Dahlberg et al., 2008). 

 

2.4.4 Needs for information interaction through social media 

Nowadays, consumers’ online behavior is developing at a fast rate with the development of the 

internet (Heinonen, 2011). Technology and booming internet encourage people getting more 

connected with each other, sharing information and building relationship (Stelzner, 2010). That 

consumers getting more opportunities for participating in various activities on the internet and the 

social media also satisfy the requirement of consumers, they through social media search consuming 

information, participating in discussions and sharing knowledge about their shopping experience to 

other consumers (Heinonen, 2011). Due to more and more consumers invading companies’ marketing 

sphere, internet activities become a positive consumer behavior to change the media and marketing 

landscape (Berthon et al., 2008). Social media is not only presented a new form of communication to 
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help consumers interact and converse with each other but also offer more opportunities for the brand 

or marketers to understand the consumers' needs (Evans, 2010). 

  

Since 2003, social media, such as social networking sites and user-generated services, has already 

emerged into consumers' life and has used during their daily buying behaviors (Boyd & Ellison, 2008). 

The prior research shows that there are three main motivations about consumers using the internet as 

a medium, which are information, entertainment, and social aspects (Heinonen, 2011; Stafford, 

Stafford & Schkade, 2004). With these three motivations, consumers can get more information about 

what they want through social media, and base on this information to help themselves realizes their 

demand. According to Joshi (2017), it shows that consumers prefer to check information before 

making the purchase decision, which is because that social media could provide a public forum to 

help consumers who are individually collecting information about goods or brands. At the same time, 

consumers can be aware of the information about their unfamiliar goods or brands from the feedback 

from other consumers on the same social media platform (ibid). 

 

2.5 Hypothesis Development 

2.5.1 Hypothesis development from pre-study 

Even though Chinese consumers get more convinced when they shop in mainland China, these 

interviewees still show an attitude towards buying luxury goods abroad. The reasons for their 

preferences are shown above, and it is worth to mention that those four preferences have been 

discussed in previous researches (See Appendix 3). 

   

Service 

Based on Market Me China® (2015), Chinese consumers have high willingness to enjoy the high-

level service when they go for luxury shopping, but with 92% of customers are being unhappy with 

the service in Mainland Chinese stores. 

  

The effect of service has been investigated by Mossberg (2015) and Nordfält (2007). Service plays a 

vital role in customers buying luxury goods. Parasuraman et al., (1988) has provided the five-quality 

service to evaluate the service that the customer receives. That five quality could explain and 
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determine why customers choose to buy in one store over another. When a store has friendly, 

approachable and better service than others, customers will put that store on the top position over 

others (Chartrand, 2008).  Less satisfied with the quality of customer service is a normal condition 

when they purchase luxury goods at home (Bu et al., 2017). Therefore, the first hypothesis has been 

come up: 

H1:  The service of the overseas store has a positive influence on the buying behavior of 

consumers for buying luxury goods. 

 

Quality 

Nowadays, higher quality products have highly competitive in the market. Consumers prefer to rely 

upon the price and brand image to deduce the quality of products (Paulins & Ann 2005; Oxoby & 

Finnigan, 2007). Consumers want to purchase products flawlessness especially luxury products (Bao, 

Bao & Sheng 2011). In this research, the luxury product quality is taken the definition from Bei & 

Chiao (2001), judging it from overall excellence or superiority. 

 

Market Me China® (2015) has proved this preference. Chinese consumers believe the goods which 

produce in other countries have higher quality than made-in-china (ibid). Therefore, they seldom 

purchase luxury goods in China, due to the lack of confidence about the quality. Hence, the third 

research hypothesis:  

H2: The quality of the product overseas has a positive influence on the buying behavior of 

consumers for buying luxury goods. 

  

Price  

Luxury products have been priced substantially higher than other products (Teiking, 2016). The price 

of luxury goods has been decreased in China, due to the new Chinese tariff policies, there are still 

many goods that cost more in China than in other countries (China Daily, 2016). Attract China® 

(2014) shows that the average price of luxury goods in China is 51% higher than in the U.S, which 

more proof that Chinese consumers seek lower price in other countries. 

Because of the booming economic globally, electronic websites and social media already become the 

main information source of luxury goods to advertise themselves, which help consumers to do the 
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comparison between products and services with their prices at the same time, in order to get the lower 

price of luxury products (Al-Salamin & Al-Hassan, 2016). Hence, the third research hypothesis is 

shown up: 

H3: The price of luxury goods in the overseas store has a positive influence on the buying 

behavior of consumers for buying luxury goods. 

 

2.5.2 Hypothesis from literature 

Culture 

As mentioned in the previous section, people in the individualistic culture, for example, the United 

States, thus present themselves as a unique unit and feel more appreciated about staying away from 

constraints (Sedikides et al, 2003). On the other hand, norms, duties and the connection with others 

motivated people living in collectivistic culture (Triandis 1990). This is because that the collectivists 

pay attention to the idea that merging themselves with the group (Wong & Ahuvia, 1998). In the 

group, the group and they will have a mutual judgment (ibid). For collectivists, they highlight the 

public perceptions and concern on presenting themselves to others (Ho, 1977; Markus and Kitayama, 

1991). The behavior of them is driven by their familial, cultural, professional, and social relationships 

(ibid). 

 

When collectivists purchasing luxury goods, it shows more than individual value, more importantly, 

which represents the value of referring to a certain group (Vigneron & Johnson, 2004). The luxury 

goods are used to incorporate and associate the value into themselves(ibid).  Moreover, those luxury 

items also help them to build and maintain their identity (Dittmar, 1994). Based on that literature, 

hence this research hypothesis as follows: 

H4: Cultural background of consumers has a positive influence on the buying behavior of 

consumers for buying luxury goods. 

  

Brand Awareness 

Brand awareness is a vital role when consumer purchasing something because consumers have the 

willingness to purchase the known and familiar product (Keller, 1993; Macdonald & Sharp,2000). 

The purchasing decision is built on brand awareness which helps consumers recognize the brand from 

the categories of products (Percy & Rossiter, 1992). Based on Hoyer and Brown (1990), it also has 
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great influence and becomes a prior consideration when consumers chose the category of product. 

Acting in the consumer purchasing process to influence consumer purchase decision is another factor 

that brand awareness played in consumers’ mind (ibid). When the product has a high level of brand 

awareness, the consumers have high willingness and preference to buy it, according to the result from 

Dodds et al., (1991) and Grewal et al., (1998).  Namely, if consumers know more about the brand, 

there will be more opportunity for buying. 

  

However, Chinese consumers have less awareness beyond the major luxury brands (Hsu, 2018). A 

large flagship store, social media and Chinese celebrities are three major tools conducted by the 

luxury brand to expand and spread their brand, in order to attract more Chinese consumers (ibid). Hus 

(2018) also mentioned that Chinese consumers trust and welcome the luxury brand that maintaining 

the same brand’s global image in China, instead of localization them into the local taste. Therefore, 

based on that literature, the hypothesis is emerging: 

H5: Brand Awareness in overseas has a positive influence on the buying behavior of consumers 

for buying luxury goods. 

  

Convenience of payment  

According to the prior context, mobile payment can offer a number of benefits for the consumers and 

merchants. Compared with the cash payment, mobile payment can provide consumers an alternative 

to cash, which is helping merchants and consumers to save cash handling costs (Chen, 2008; Mallat 

& Tuunainen, 2008; Sveriges Riksbank, 2013). More than that, mobile payment can offer and ensure 

easier, faster, and more convenient service for customers and merchants. It is creating a direct 

relationship with consumers and merchants (Ondrus & Lyytinen, 2011). Compare with other payment 

modes, mobile payment can help consumers getting a faster transaction time and use a more 

convenient way to help consumers paying money (Karnouskos & Fokus, 2004; Mallat & Tuunainen, 

2008). 

  

With Chinese e-commerce development, more and more Chinese consumers use mobile payment 

modes to purchase goods, especially luxury goods (Pan, 2017a). Nowadays, China has taken a leading 

position in transitioning toward a cashless and digital society, such as Alipay and WeChat pay, 

treating as the kinds of digital transactions, which have already offered seamless and convenient 

services for the Chinese consumers (Pan, 2017b). In 2016, Chinese consumers’ transactions through 
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Alipay and WeChat pay have been reached towards a total of $3 trillion (ibid), which means the 

popularity of Chinese mobile payment has evidently raised. Under this situation, it is also caused by 

a high adoption rate of mobile payment services by retailers and merchants. “Many Chinese are 

visiting the shop because they are already interacting with the brand’s homepage on the application 

(in the case of WeChat) or through the company’s promotions, also within the application (in the 

case of Alipay).” (Pan, 2017b). Hence, this research hypothesis is followed: 

H6: The convenience of payment in the overseas store has a positive influence on the buying 

behavior of consumers for buying luxury goods. 

  

Needs for information interaction through social media 

With the consumers encouraging to use social media, luxury companies’ advertisers and operates 

their brand information through social media (for example on Facebook, Twitter, or YouTube) 

(Heinonen, 2011; Stafford, Stafford & Schkade, 2004; Jahn, Kunz & Meyer, 2012). However, in 

China, due to the Chinese government internet policy, the luxury brand only can use other social 

media platform to collect their consumers (Ai, 2013), such as WeChat, Weibo, Little Red Book and 

so on. 

  

Due to the development and popularity of the internet and mobile phone, there are nearly 80% of 

consumers use the internet or applications to receive luxury information, and there are 60 % of them 

use social media channels Little Red Book, Weibo and WeChat as an online source to collect 

information about the delivering of the luxury goods (Du, 2017). Among the all Chinese social media 

platforms, the Little Red Book is the most famous application to Chinese luxury consumers (Rapp, 

2017). Because it not only has multiple functions managed to socialization but also it combines with 

shopping action and experience sharing (Sentance, 2018) and the applications like Little Red Book 

in China, which serves for the Chinese consumers to purchase luxury goods from overseas or 

primarily fashion and beauty products (ibid).  Not only that, consumers also can find which brand of 

luxury goods are most popular in China and which goods are the latest style or limited editions. 

 

Lubin (2019) mentions that Chinese consumers prefer shopping luxury goods abroad is that Chinese 

luxury consumers who want to find out unique items that are unavailable in China. Even though some 

luxury brands already noticed this problem and offered some special goods at their retail stores, it 

still does not commonly happen in Chinese store (ibid). Chinese consumers have highly sought for 



 

22(71) 
 

those limited editions which are not available in China (Attract China®, 2014). With an increasing 

income, Chinese consumers have more opting for one-of-a-kind goods (ibid). While social media can 

help consumers know where they can buy the limited edition or where will sell the luxury goods most 

cheap. Thus, the last hypothesis has been made:  

H7: The needs for information interaction through social media has a positive influence on the 

buying behavior of consumers for buying luxury goods. 
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3. Conceptual framework 

This chapter is established by hypothesis development and this is a conceptual framework for the 

whole thesis. 

 

Figure 1: Conceptual framework 
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4. Methodology       

In this chapter the methodological approach will be discussed: the details about luxury consumption 

in China, how methods and techniques applying in the research, and validity and reliability of the 

data gathered are detailed demonstrated.  

4.1 The Chinese Setting 
With the phenomenal economic growth, the quality of Chinese life standard has been improved, and 

the number of wealthy people has increased rapidly in China (Wang, Sun & Song, 2011). Due to the 

penetrating into China by western culture, it also stimulates the willingness of Chinese people desiring 

to have the luxury lifestyle (ibid). According to the prior research, it shows that luxury consumption 

has a molding effect on the whole society (Wang, Sun & Song, 2011). Even for those people who do 

not view their pocketbooks as full, they believe that luxury goods are not far away from them (ibid). 

 

It is noteworthy that the Chinese luxury market is different from the Western (Wang, Sun & Song, 

2011). First of all, in China, millennials (a person reaching young adulthood in the early 21st century) 

constitute the main body of luxury consumption (Master & Kwok, 2018; Bu et al., 2017), compared 

with the Western countries, their main body of luxury consumption is the elder ones in between 40-

70 years old. According to the research from social media giant Tencent and Boston Consulting 

Group, more than half of Chinese consumers use their mobile devices to research high-end goods, 

and there is over half of them (58%) aged 18-30, with about a quarter (26%) aged 18 to 20. (Warc.com, 

2018). For Chinese consumers, social media also as an important part. According to the research from 

Warc.com (2018), there are around 12% Chinese luxury shoppers read information about luxury from 

Chinese social media and take part in discussions about the luxury brand. 

 

Secondly, whereas, Chinese luxury consumption is more followed by item-driven or product-driven 

(Wang, Sun & Song, 2011). That means the consumption is more concentrated in personal products 

(for example cosmetics, handbags, jewelry, watches, and so on) (Degen, 2009). In the other hand, 

two-thirds of Chinese consumers say that shopping is the best way to spend time with family (Bu et 

al., 2017). They believe that it needs to be more balanced purchase the premium product and keep 

family-centric life healthy (ibid).  

 



 

25(71) 
 

Although wealthy Chinese consumers have become more sophisticated in buying luxury goods, they 

remained calm on ensuring the quality and authenticity of their purchases luxury goods (Bu et al., 

2017). The research also indicates that wealthy Chinese consumers have high price sensitivity on 

purchases luxury goods, which is the main factors for selecting where they choose to make their 

purchase (ibid). This factor causes Chinese consumers who come from mainland China purchasing 

luxury goods overseas, owing to the high price gap between Mainland China and overseas markets 

(ibid).  

 

Wang, Sun and Song (2010) has inspected Chinese luxury consumption in depth, which shows that 

Chinese culture perspective also has deep influence. Wang and Ahuvia (1998) explore that “Asians' 

luxury consumption is mainly influenced by factors including Confucian collectivism, individual or 

group needs, the value of being modest and thrifty, among others”. Yang (1981) also contends that 

the effect of images among in-group member has more impact on Chinese. Therefore, there is an 

interesting social phenomenon, which is Chinese luxury consumers believe owning luxury goods can 

help them is the part of the certain social group (Wang, Sun & Song, 2010).  

 

The social group which is an important factor affecting the luxury consumption behavior. Consumers 

through purchasing luxury goods to impress others and strengthen their bonds with social groups. It 

is a tendency is particularly apparent among young consumers, the research of Bilge (2015) shows 

that young consumers want to purchase luxury goods that their friends and the people they aspire do 

not own. And they believe that the private and expensive goods that are hard to attain as goods of 

more unique value. The other factor of the social group indicates that others' suggestions and 

experience influence the behavior of people purchasing luxury goods. It reflected in young consumers 

decision purchasing luxury goods through assessment suggestions from their friends (ibid). 

 

According to Wang, Sun & Song (2011), several factors are vital for Asians’ luxury consumption, 

such as Confucian collectivism, the demands of individual or group, and values of being modest and 

thrifty. Logically speaking, Chinese luxury consumers consider more on external social needs than 

on internal individual needs (ibid). The conception of “Face Saving” (Mianzi) in Chinese culture is 

the crucial thing to notice when researching on luxury consumption (The Kathmandu Post, 2012). Hu 

(1994) gives the explanation about “Face Saving (Mianzi)” from two perspectives: “confidence of 

society in the integrity of the ego’s moral character, the loss of which makes it impossible for him to 
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function properly within the community” and “for the kind of prestige life, through success and 

ostentation”. Buying luxury goods is an excellent and vital way for Chinese consumers to gain “Face 

Saving” (Mianzi). 

 

In the other hand, 'gaining face' (an important social concept in China) which is being capable of 

giving lavish gifts (Market Me China®, 2015). In China, luxury goods are highly appreciated, many 

Chinese want to be able to present luxury goods for their family or friends. Chinese believe that 

luxury goods can help them gain social status in their social group and which is an approach to 

demonstrate their wealth and generosity, and it also can help them to show or brag about their trip 

abroad (ibid).  

 

The gift-giving is a global action; however, this culture becomes much broader and more 

sophisticated in the Chinese market, which connects with unique cultural norms, tradition, taboos, 

and superstitions (Attract China®, 2015).  Chinese people think it is considered impolite when 

festivals, weddings, birthdays without giving gifts (ibid). Bond (1996), Bond and Lee (1981) and Gu, 

Hung, and Tse (2008) have connected gifting to establishing “Guanxi” in Chinese society. In Chinese 

culture, a harmonious interpersonal relationship is praised, and gifts which correspondingly used as 

an exchange favor contribute to maintain and expand of relationships (Bond, 1996; Hwang, 1987). 

Together with “Face Saving” (Mianzi), “Guanxi” motivates and encourages the potential powers of 

Chinese consumers to look for and buy luxury goods, even beyond their means (Market Me China®, 

2015). Chinese consumers believe that the “more expensive the gift they give, the more recognition 

will be gained, the more “Face Saving” (Mianzi) will be obtained, and the better relationship will be 

achieved” (ibid). 

 

4.2 Research Approach  
There are three different types of research approaches: deductive, inductive and abductive approach 

(Bryman & Bell, 2015). Deductive research is considered as an analytical method for researchers 

when they study specific issues from the general cases (ibid). This type research matches this research 

because it follows the quantitative models with hypotheses which generating from previous literature 

and research (Hair Jr, et al., 2015; Saunders, et al., 2016). The inductive approach demonstrates the 

collecting data is the first stage and then building new theory (Bryman & Bell, 2015). Combining the 

deductive and inductive approach is the deductive approach (ibid).  
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In this deductive process, this research deduces hypotheses from pre-studied theories and gathering 

data around those hypotheses in a quantitative way (Bryman & Bell, 2015). The rejection or 

confirmation of the hypothesis would be known in the end (ibid). 

 

4.3 Research Design  
There is two basic research design type which namely are qualitative and quantitative methods 

(Saunders et al. ,2012). Research design is proposed to help find the result of research questions which 

comprised by a series of activities (ibid). Qualitative research prefers to have interviews for collecting 

data and information, whereas, the quantitative research is devoted to the hypotheses testing and 

measuring through statistical data (Hair Jr, et al., 2015). Meanwhile, quantitative research gets used 

to collect statistic data through survey and questionnaire (Bryman & Bell, 2011). 

 

This research is going to find the factors which influence the behavior of luxury goods buying through 

hypotheses testing based on statistic data mainly collecting by questionnaire. Therefore, the 

quantitative research design is adopted.  

 

4.4 Data Source 
According to Bryman and Bell (2011), both primary and secondary data could be used under 

quantitative research. Secondary sources refer to the data which has been collected already for some 

reason (Saunders, et al., 2016). On the contrary, primary data mainly collected by case studies, survey, 

and experiments, which indicates that those data have not been gathered before (Hair Jr, et al., 2015). 

 

This research determines to use primary data only by a web-based survey to conduct the hypothesis 

testing and to measure the reliability and validity of this study. The secondary data which generating 

from previous literature is also used in this research, aiming to analyze and interpret the result and to 

answer the research questions in the conclusion chapter.  
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4.5 Data Collection 

4.5.1 Survey and questionnaire  

According to Hair Jr, et al. (2015), the survey is conducted in collecting primary data from the huge 

number of individual samples regarding as beliefs, opinions, attitude, lifestyle, and behavior. This 

research is used as a survey approach to gathering information by asking questions to formulate the 

database for analysis (Fowler Jr, 2014). 

Meanwhile, the questionnaire is the principal method in this thesis due to the sample located in 

unreachable place (Saunders, et al., 2009).  This research uses the self-completion questionnaire 

which including Likert scale questions, open-ended questions, closed-ended questions, and multiple-

choice questions, allowing respondents providing information by answering the questionnaire 

themselves (Bryman & Bell, 2011). In addition, the questionnaire has been sent via the internet which 

has been considered as the normal method at a small cost (Hair Jr, et al., 2015).  

 

4.5.2 Operationalization 

The following table is the operationalization table for the questionnaire which contains nine variables 

with its definition and corresponding questions. The whole questionnaire could be found in Appendix 

4. 

Types of 

variable 

Concept Concept Definition  Questions 

Dependent 

variable 

Buying 

Behavior 

Consumer buying behavior 

is indicating the consumers 

to select, purchase and 

consume goods and services 

for the satisfaction of their 

wants (Ramya & Sa 

Mohamed, 2016).  

-I think wearing or owning luxury goods 

makes me more confident. 

-I think I can feel successful when 

buying luxury products. 

-I think luxuries are special and wearing 

them makes me feel different from 

others.   

-I think that I buy expensive products 

because I want to show my prosperity. 

-I think that buying luxury goods is an 

essential step when traveling abroad. 
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-I think I can show off the shopping 

experience if I buy luxury goods abroad. 

Independent 

variable 

Service  Service is a factor that 

influences customers’ 

experience from sales staff 

perspective (Nordfält, 

2007), which is normally 

determined by the staff's’ 

own behavior (Mossberg, 

2015). Parasuraman et al. 

(1988) generated five 

quality service: reliability, 

responsiveness, assurance, 

empathy, and tangibles. 

 

-I think that the shop assistant for luxury 

stores overseas are more 

qualified/experienced and giving better 

services. 

-I think the Chinese shopping assistant 

would judge customers by their clothing, 

accessories or other things to change 

their attitudes. 

-I think overseas shopping assistant 

patiently communicate with customers 

and try their best to understand the needs 

of customers. 

-I think overseas shopping assistant 

provides appropriate goods for 

consumers instead of selling high price 

goods. 

Quality The product durability or 

service quality also could 

help consumers perceived 

product quality (Iyengar & 

Lepper, 2000; Roest & 

Rindfleisch 2010) 

-I prefer to purchase luxury goods 

abroad because they are of high quality 

and worth the money. 

-I prefer to purchase luxury goods 

abroad because they have precise 

handicraft and made of good materials. 

-I prefer to purchase luxury goods 

abroad because I believe they are made 

outside of China. 

-I prefer to purchase luxury goods 

abroad because most luxury goods are 

genuine.   

Price The amount of money 

expected, required, or 

given in payment for 

-I think the price of luxury goods is 

correct when I shop overseas. 
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something (Al-Salamin & 

Al-Hassan, 2016). 

-I think overseas’ shop sells more 

options for current and fashionable or 

trendy goods on ordinary price. 

-I think overseas luxury shopping can 

help me save money. 

Culture In the collectivistic culture, 

the self has relied on the 

group norms which 

evaluating from others 

(Hofstede, 2001; Yau 1986, 

Usunier, 2005; Sun et al, 

2004). 

-I think that I will buy luxury goods 

when my friends have already bought 

them. 

-I think that buying luxury goods is a 

necessary step to be a member of a 

particular social group. 

-I think that buying luxury goods as gifts 

for others makes me feel having “Face-

saving” and more meaningful for others. 

-I think that sending others luxury goods 

is a good way to keep a relationship 

(Guanxi). 

Brand 

Awareness 

Keller (2003) gives the 

definition of brand 

awareness as the ability of 

customers to be 

recognition and realization 

the rand under variety 

cases and to recall the 

brand name, logo, symbol, 

and to associate with 

certain memory in their 

mind. 

-I prefer to buy luxury goods from those 

famous luxury brands which well known 

by Chinese people. 

-I prefer to buy luxury goods with their 

brand logo, which can make others 

recognize the brand easier. 

-I prefer to buy the star style of luxury 

goods, which has worn by Chinese 

celebrities.  

Convenienc

e of 

payment 

 

Mobile payments can be 

used as a paying method 

to purchase for goods, 

services or bills with a 

mobile phone, smart-

phone, or personal digital 

-I prefer to use the same mobile payment 

system (such as Alipay or WeChat pay) 

wherever I shop for luxury goods abroad 

or in China. 
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assistant, which normally 

known as the mobile 

device (Dahlberg et al., 

2008). 

-I prefer to buy more if the overseas’ 

luxury shops have Alipay or WeChat 

pay. 

-I prefer to use Alipay or WeChat pay to 

buy luxury goods because I feel more 

convenient when I use them. 

Needs for 

information 

interaction 

through 

social media 

 

It not only has multiple 

functions managed to 

socialization but also it 

combines with shopping 

action and experience 

sharing (Sentance, 2018), 

which serves for the 

Chinese consumers to 

purchase luxury goods 

from overseas or primarily 

fashion and beauty 

products (ibid). 

 

 

 

-I like to visit social app (Little Red 

Book, WeChat, Weibo) before I buy 

luxury goods abroad. 

-I like to read reviews on a social app 

(Little Red Book, WeChat, Weibo) 

before purchasing luxury goods abroad. 

-I like to know about the most popular 

luxury goods in China on social apps 

(Little Red Book, WeChat, Weibo) 

before I purchase the luxury goods. 

-I think that all best design or aesthetic 

luxury goods seldom sell in China. 

-I think that the limited editions 

providing in China have few collections. 

Table 3: Operationalization of Survey Questionnaire 

 

4.5.3 Pre-testing by focus group 

The well-designed questionnaire is the guarantee of having an accurate survey (Hair Jr, et al., 2015). 

Therefore, the research group is going to have a pre-test for the questionnaire to know the nature and 

the limitation of the questionnaire in order to refine the questionnaire (ibid), which by focus group. It 

is because that focus group has the ability to identify the problems and search potential solutions 

(Hutt, 1979). According to Bryman and Bell (2011), the focus group is a method by gathering people 

who have had a certain knowledge and experience to be interviewed in an unstructured way about 

their knowledge and experience.  
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The research group has invited six people who have rich experience of buying luxury goods overseas 

to participate in the focus group. The details of the focus group and participators could be found in 

Appendix 5. 

 

4.6 Sampling  
Sampling refers to the method to collect data when there are a cost and time prohibition to gain a 

large amount of information from people (Aaker, et al., 2010). In this survey, the target group is 

Chinese consumers who buying luxury goods abroad, which means most people have been lived in 

China. According to Bryman and Bell (2015), narrowing down from a large population to a small and 

particular and appropriate sample is a useful method for the research. Meanwhile, flying to China to 

conduct the survey is beyond the cost and time budget, therefore, sampling has been used in this 

research.   

 

There are two main types of sampling: probability sampling and non-probability (Bryman & Bell, 

2015). The probability sampling indicates the respondents are randomly selecting and have the same 

chance per person to be chosen in the sample (ibid). In the nonprobability sampling, the samples have 

not selected followed by the principles of probability sampling, including convenience sampling, 

snowball sampling and quota sampling (ibid). 

 

The convenience sampling has been taken as a proper sampling type in this research. This method 

has been taken under the lower degree of availability and accessibility for the researcher to reach their 

population (Bryman & Bell, 2015). The researcher will select samples from the place that they can 

easily reach respondents, for example, their friends, relatives, colleagues, students and so on.  

 

The sample size has a direct influence on the statistical power of the significance testing and the 

generalizability of the result (Hair et al., 2011). The calculation of sample size thus has been aware 

during the research design (ibid). 

 

Hair et al. (2011) have provided some considerations for the sample size to give an idea to have 

generalizability of the results. It is mentioned that the minimum ratio of respondents to variables is 
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5:1, however, the preferred ratio is 15:1(ibid). In this research, 8 variables have been formulated, 

therefore, at least 120 respondents are needed.  

 

4.7 Data Analysis 

4.7.1 Sample Demographic analysis 

When describing the basic information of the respondents, the sample demographic analysis is going 

to be used (Aaker, et al., 2010). The demographic information in this research consists of age, gender, 

status, and income. Those four elements are demonstrated and described by pie charts in order to 

understand those data (Saunders, et al., 2016). 

 

4.7.2 Multiple Regression Analysis 

The statistical technique conducts in this research is the multiple regression analysis which used to 

analyze the relationship between a single dependent variable and several independent variables (Hair 

et al.,2011). Dependent variable is the variable that predicting or explaining by the series of variables, 

which is buying behavior in this research; the independent variable is the variable which selected as 

the predictor and explanatory variables of the dependent variables, which are service, quality, price, 

culture, brand awareness, convenience of  payment and needs for social impression.  

 

This research has the willingness to investigate the relationship between buying behavior and service, 

quality, price, culture, brand awareness, the convenience of payment and needs for social impression. 

Multiple regression analysis satisfies the research direction.   

 

4.7.3 Coding  

Due to those open questions in the questionnaire, those collected data are not analysis as other 

questions, it is because most of the given answer is not organized and structured. According to 

Saunders et al. (2007), those huge amounts of transcribed data could increase the complexity of 

analysis. Therefore, coding for this data is necessary for research finding in the case study. 

 

According to Saldaña (2013), coding for qualitative open questions is the word or short phrase which 

could symbolize the attributions for those language-based data. In this research, answers for open 
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questions are output into a Microsoft Excel sheet, which is able to label or summary the keywords to 

create categories. This aims to reduce the overlapping and redundancy among all data (Thomas, 2006).  

It is worth to note that the second research question is treated as a specific objective leading the 

labeling or summary answer (ibid).  

 

4.8 Quality Criteria 
It crucial for the research to think about its quality criteria, including reliability and validity, to ensure 

the integrity of the whole research (Bryman & Bell, 2015). The details of validity and reliability have 

been described in the following.  

 

4.8.1 Validity 

Validity has three main types: content validity, construct validity and concurrent validity (Bryman & 

Bell, 2015). The content validity, also named as face validity, is the subjective assessment of 

measuring the conceptions directly (Greener, 2008). Therefore, the research group has asked 

respondents more knowledge in the questionnaire to achieve a higher degree of content validity 

(Bryman & Bell, 2015). 

 

Construct validity aims to assess the scale of measurement in order to conform with its theoretical 

expectation (Hair Jr, et al., 2003). Concurrent validity is another approach to test the validation by 

using different criteria to measure the validity of investigated concepts (Bryman & Bell, 2015). 

 

With those three types of validity, coefficient of determination (R of square) and beta coefficients are 

used to measure the accuracy for the regression model in this research (Hair et al.,2011). Coefficient 

of determination (R of square) ranges from 1.0 (indicating the perfect) to 0.0 (indication none), and 

beta coefficients could eliminate the measuring problems by dealing with different variables (ibid). 

 

4.8.2 Reliability 

Reliability is treated as the relative absence of errors of measurements, which indicates that more 

error the research has, the less reliable the research is (Burns & Burns, 2012). There is three 

approaches of reliability: accuracy of sample performance, the stability of reflecting sample’s 
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performance and lack of error (ibid). Therefore, in order to increase the level of reliability, researchers 

have selected the specific sample the criteria to represent the whole population. The standard of error 

and the population mean have been calculated during the analysis process (ibid).  

 

4.8.3 Ethical Considerations 

When conducting the questionnaire in quantitative research, ethical issues cannot be avoided and 

ignored during the data collection period (Bryman & Bell, 2015). Bryman & Bell (2015) has 

acknowledged 4 major ethical principles, which are an invasion of privacy, deception of fraud, lack 

of consent or harm in any way or form to participants.  

 

The invasion of privacy has been emphasized during the whole research, and respondents´ personal 

information has been used in a fairly and appropriate way (Bryman & Bell, 2015). The pretesting of 

questionnaire ensures that all information that the questionnaire provided is what supposed to show, 

which usually be treated as deception of fraud (Bryman & Bell, 2015; Ghauri & Grønhaug, 2010). 

Meanwhile, all appropriate information has been given in the questionnaire which gives an overview 

background for respondents to fulfill the questions (Bryman & Bell, 2015). These turns respondents 

can understand the topic of the research totally, making less influence on their answers(ibid). 
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5. Data Analysis      

In this chapter, an analysis of the empirical study will be presented together with the theoretical 

points of departure. The analysis is based on the previous choices concerning methodology and is 

examined in accordance with the stated problem and the purpose of the thesis. Furthermore, it aims 

to answer the assumed research questions.     

5.1 Demographic factors 
This research has been answered by a total of 231 respondents, 126 are satisfied the requirements of 

the target group, which is the Chinese luxury consumers who buying overseas frequently. They have 

the experience to buy luxury goods several times. 

 

The demographic factors, which are gender, age, status and income, towards purchasing luxury goods 

overseas have an influence on buying behavior (Narayanan, 2014). Therefore, the detailed 

information of those 168 respondents is presented using the pie diagram as follows:  

Gender: 

 

Figure 2: Diagram of respondents according to Gender 

 

Above pie chart indicate that out of a total of 126 respondents, there are male 47 which accounts for 

37.3% and 79 are female which accounts for 62.7%.  
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Age Group: 

 

Figure 3: Diagram of respondents according to Age group 

Above pie chart indicate that out of total 126 respondents, 2 respondents belong to the age groups 

under 18 years old which occupied 1.6% , 57 respondents belong to the age groups between 18 to 28 

years which occupied 45.2%, 21 respondents belong to the age groups of 29 to 38 years which 

occupied 16.7%, 17 respondents belong to the age groups of 39 to 48 years which occupied 13.5%, 

27 respondents belong to the age groups of 49-58 which occupied 21.4% and 2 respondents belong 

to the age groups above 58 years old which occupied 1.6% of total. 

 

Status: 

 

Figure 4: Diagram of respondents according to Status. 

Above pie chart indicate that out of total 126 respondents, 40 are students which accounts 31.7%, 28 

are employees which accounts 22.2%, 9 are self-employed which accounts for 7.1%, 22 are managers 

which accounts 17.5%, 11 are entrepreneurs which accounts for 8.7%, 11 are retired which accounts 

8.7% and there are 5 people have the other status which accounts for 4% of total. 
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Monthly Income: 

 

Figure 5: Diagram of respondents according to Income group 

Above pie chart indicate that out of total 126 respondents, 13 respondents belong to the income groups 

under 3500 RMB which occupied 10.3%, 32 respondents belong to the income groups between 3500 

RMB to 7500 RMB which occupied 22.2%, 28 respondents belong to the income groups between 

7500 RMB to 12500 RMB which occupied 13.5%, 17 respondents belong to the income groups 

between 12500 RMB to 17500 RMB which occupied 7.9%, 10 respondents belong to the income 

groups between 17500 RMB to 20000 RMB which occupied 7.9% and there are 26 respondents 

belong to the income groups above 20000 RMB which occupied 20.6%. 

 

5.2 Validity and Reliability analysis 
Reliability  

The research group wants to achieve reliability analysis by SPSS in order to get a positive effect on 

the statistical process. As the table of Cronbach’s Alpha shows that the variable between the 0.6-0.9 

is the acceptable range of acceptance. In this thesis, all the variables are able to use in analysis and 

discussion because of the range accepted. 

Item Cronbach’s Alpha 

Buying behavior 0.799 

Service 0.819 
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Quality 0.811 

Price 0.819 

Culture 0.814 

Brand awareness 0.816 

Convenience of payment 0.862 

Needs for information interaction through 

social media 

0.815 

Total 0.845 

Table 4: Cronbach’s Alpha 

 

Validity  

In order to achieve validity in the research process, the research group basic on the   Coefficient of 

determination (R of square) to analysis the validity. In this research, the range of R of square is from 

1.0 (indicating the perfect) to 0.0 (indication none) which shows that the variables conform validity.  

And in Table 6, the correlation which was used the Pearson correlation to further confirm construct 

validity in this study. As the table shows, the correlation all has high significant level, which further 

proves the validation of the study at a 0.05 significance level.  

Model R R^2 Adjusted R^2 Std. Error of the 

Estimate 

1 .803 .645 .624 .62320 
a. Predictors: (Constant), Needs, COP, Culture, Service, Price, BA, Quality 

Table 5: Model Summary for the whole research 
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CBB Service Quality Price Culture BA COP Needs 

CBB 1 
       

Service .490** 1 
      

Quality .517** .543** 1 
     

Price .521** .406** .555** 1 
    

Culture .715** .398** .397** .492** 1 
   

BA .610** .329** .386** .346** .528** 1 
  

COP .204* .200* .177* .084 .117 .331** 1 
 

Needs .403** .504** .559** .479** .362** .392** .306** 1 

** correlation is significant at the 0.01 level (2-tailed). 

*   correlation is significant at the 0.05 level (2-tailed). 
Table 6: The correlation analysis 

 

5.3 Descriptive statistics 
The research group used descriptive statistics to understand and research each question and variable. 

In the below tables 8-15, you can see the mean and the detail of the questionnaire by showing the 

number of respondents for answering each question. The descriptive statistics of each variable could 

be found in Appendix 6. 

 

This consists of 8 variables. They are Consumer buying behavior, Service, Quality, Price, Culture, 

Brand awareness, Convenience of payment and Needs for information interaction through social 

media. In order to study the dependent variable and independent variables, information is collected 

by the questionnaire. The answers of respondents given to related questions are classified and 

presented in the following table.  

 

As the table 7 shows that the mean of dependent variable consumer buying behavior is 2.86, which 

can be seen an average significance in relation to the motivations of the respondents purchasing 

luxury goods. The mean of the independent variable service is 3.43, the mean number of qualities is 
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close with services, which is 3.44. And the mean number of the other independent variable price, 

culture, brand awareness, convenience of payment and needs for information interaction through 

social media are 3.62, 2.95, 2.77, 3.70 and 3.44. 

 CBB Service Quality Price Culture BA COP Needs 

Mean 2.8598 3.4325 3.4385 3.6217 2.9464 2.7698 3.7011 3.4365 
Table 7: Descriptive Statistics (Total mean) 

 

The table given below gives the division of 126 respondents under the 8 categories. 

1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree. 

Consumer Buying Behavior 

  CBB 1 2 3 4 5 

1 I think wearing or 

owning luxury goods 

makes me more 

confident 

13 14 53 24 22 

2 I think I can feel 

successful when 

buying luxury 

products. 

25 24 49 14 14 

3 I think luxuries are 

special and wearing 

them makes me feel 

different from others.  

23 24 37 20 22 

4 I think that I buy 

expensive products 

because I want to 

show my prosperity.  

31 32 37 13 13 

5 I think that buying 

luxury goods is an 

essential step when 

traveling abroad. 

20 19 25 27 35 
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6 I think I can show off 

the shopping 

experience if I buy 

luxury goods abroad.  

41 33 30 8 14 

Table 8: The basic information for whole questions (Consumer buying behavior) 

 

Service: 

  Services 1 2 3 4 5 

1 I think when I buy 

luxury goods overseas, 

the shop assistant could 

assist me and offer 

appropriate and 

positively services. 

9 10 37 33 37 

2 I think the Chinese 

shopping assistant would 

judge customers by their 

clothing, accessories or 

other things to change 

their attitudes.  

11 16 37 27 35 

3 I think overseas shopping 

assistant patiently 

communicate with 

customers and try their 

best to understand the 

needs of customers.  

9 16 52 24 25 

4 I think overseas shopping 

assistant provides 

appropriate goods for 

consumers instead of 

selling high price goods.  

9 19 48 23 27 

Table 9: The basic information for whole questions (Service) 
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Price: 

  Price 1 2 3 4 5 

1 I think the price of 

luxury goods is 

correct when I shop 

overseas.  

7 18 31 36 34 

2 I think overseas’ 

shop sells more 

options for current 

and fashionable or 

trendy goods on 

ordinary price.  

8 15 47 30 26 

3 I think overseas 

luxury shopping can 

help me save money. 

9 9 19 39 50 

Table 10: The basic information for whole questions (Price) 

 

Product Quality 

  Quality 1 2 3 4 5 

1 I prefer to purchase 

luxury products 

abroad because they 

are of high quality 

and worth the 

money. 

7 20 30 34 35 
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2 I prefer to purchase 

luxury goods abroad 

because they have 

precise handicraft 

and made of good 

materials. 

10 15 41 27 33 

3 I prefer to purchase 

luxury goods abroad 

because I believe 

they are made 

outside of China.  

26 20 44 16 20 

4 I prefer to purchase 

luxury goods abroad 

because most luxury 

goods are genuine.  

6 11 24 38 47 

Table 11: The basic information for whole questions (Product quality) 

 

Culture 

  Culture 1 2 3 4 5 

1 I think that I will 

buy luxury goods 

when my friends 

have already bought 

them.  

16 30 42 22 16 

2 I think that buying 

luxury goods is a 

necessary step to be a 

member of a 

particular social 

group.  

29 27 40 16 14 
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3 I think that buying 

luxury goods as gifts 

for others makes me 

feel having “Face-

saving” and more 

meaningful for 

others.  

14 16 49 29 18 

4 I think that sending 

others luxury goods 

is a good way to keep 

the relationship 

(Guanxi). 

21 23 37 24 21 

Table 12: The basic information for whole questions (Culture) 

 

Brand Awareness 

  Brand Awareness 1 2 3 4 5 

1 I prefer to buy luxury 

goods from those famous 

luxury brands which well 

known by Chinese people. 

16 26 39 22 23 

2 I prefer to buy luxury 

goods with their brand 

logo, which can make 

others recognize the brand 

easier.  

19 32 40 15 20 

3 I prefer to buy the star 

style of luxury goods, 

which has worn by 

Chinese celebrities.  

42 26 40 8 10 

Table 13: The basic information for whole questions (Brand awareness) 
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Convenience of payment 

  The convenience of 

payment 

1 2 3 4 5 

1 I prefer to use the same 

mobile payment system 

(such as Alipay or 

WeChat pay) wherever I 

shop for luxury goods 

abroad or in China.  

8 11 37 22 48 

2 I prefer to buy more if 

the overseas’ luxury 

shops have Alipay or 

WeChat pay.  

8 13 44 17 44 

3 I prefer to use Alipay or 

WeChat pay for buying 

luxury goods because I 

feel more convenient 

when I use them.  

8 7 37 27 47 

Table 14: The basic information for whole questions (Convenience of payment) 

 

Needs for information interaction through social media 

  Needs for information 

interaction through 

  social media 

1 2 3 4 5 

1 I like to visit social app 

(Little Red Book, 

WeChat, Weibo) before 

I buy luxury goods 

abroad.  

10 20 37 25 34 
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2 I like to read reviews on 

the social app(Little Red 

Book, Wechat, Weibo) 

before purchasing 

luxury goods abroad.  

8 15 32 36 35 

3 I like to know about the 

most popular luxury 

goods in China on social 

apps (Little Red Book, 

Wechat, Weibo) before I 

purchase the luxury 

goods. 

17 18 42 24 25 

 4 I think that all best 

design or aesthetic 

luxury goods seldom sell 

in China.  

5 8 51 32 30 

 5 I think that the limited 

editions providing in 

China have few 

collections.  

10 19 35 34 28 

Table 15: The basic information for whole questions (Needs for information interaction through social media) 

 

As the above tables show that most respondents choose "3-nature" to be their answers in the 

questionnaire, this solution is different from the pretest of the questionnaire, which leads to the mean 

numbers of the research are around 2 or 3. 

 

5.4 Hypothesis testing 
The research group uses linear regression to show various statistical data to gain further insight into 

the study. The linear regression can help the research group to judge the hypothesis of the study either 

accepting or rejected. Every hypothesis included the different variables of analysis. In the table of 

coefficient analysis, beta values, standard error, and significance level are shown for every 

independent variable respectively. The original tables generated from SPSS could be found in 

Appendix 8.  
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 Model 1 Model 2 Model 3 Model 4 Model 5  Model 6 Model 7 Model 
All 

 

Independent 
variable 

         

Service 

B 

Standard error 

Sig. 

 

0.517 

(0.281) 

0,000***
* 

 

 

 

 

 

      

0.139 

(0.079) 

0.048*** 

Accepted 

Quality 

B 

Standard error 

Sig. 

  

0.517 

(0.078) 

0,000***
* 

 

 

 

 

     

0.139 

(0.078) 

0.071 

Accepted 

Price 

B 

Standard error 

Sig. 

   

0.521 

(0.079) 

0.000***
* 

 

 

 

 

    

0.115 

(0.074) 

0.113 

 

Rejected 

Culture 

B 

Standard error 

Sig. 

    

0.715 

(0.069) 

0.000***
* 

 

 

 

   

0.431 

(0.079) 

0.000***
* 

Accepted 
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Model 1 Model 2 Model 3 Model 4 Model 5  Model 6 Model 7 Model 
All 

 

Brand 
Awareness 

B 

Standard error 

Sig. 

     

 

0.610 

(0.069) 

0,000***
* 

 

 

 

 

  

 

0.260 

(0.068) 

0.000***
* 

Accepted 

Convenience of 
payment 

B 

Standard error 

Sig. 

      

 

0.204 

(0.078) 

0,022***
* 

 

 

 

 

 

 

 

 

0.026 

(0.053) 

0.665 

Rejected 

Needs for 
information 
interaction 

through social 
media 

B 

Standard error 

Sig. 

       

 

 

0.403 

(0.078) 

0.000***
* 

 

 

 

-0.066 

(0.083) 

0.372 

Rejected 

R^2 0.240 0.268 0.272 0.511 0.372 0.042 0.163 0.645  

Adjusted R^2 0.234 0.262 0.266 0.507 0.367 0.034 0.156 0.624  

F-Value 39.239 45.343 46.269 129.420 73.319 5.412 24.071 30.683  

df 1 1 1 1 1 1 1 7  

*p<0.10; **p<0.05; ***p<0.01; ****p<0.001, N=126  S.E. (standard error) is presented within parenthesis for each of 

the independent variables.  

Table 16: Regression analysis 

 

H1:  The service of the overseas store has a positive influence on the buying behavior of 

consumers for buying luxury goods. 

The first hypothesis of this thesis which is the service of the overseas store has a positive influence 

on the buying behavior of consumers by buying luxury goods. The research group considers that 

Hypothesis 1 is accepted according to the result of the p-value which is significant. The multiple 
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regression shows that 13.9% of Chinese consumers think service is an important aspect influence 

their buying luxury behavior.  

 

Respondents answered the question of whether they think the luxury goods shop assistant overseas 

could assist consumers and offer appropriate and positively services. The mean for this question was 

3.65, which indicates an above average positive significance. This value further verifying service has 

a positive influence on the buying behavior of consumers by buying luxury goods.    

 

About the question of Chinese shopping assistant would judge customers by consumers' clothing, 

accessories or other things to change their attitudes, the mean number is 3.47.  The value also above 

the average positive significance. The question of overseas shopping assistants patiently 

communicates with customers and try their best to understand the needs of customers, the mean 

number is 3.32. The question of overseas shopping assistant provides appropriate goods for 

consumers instead of selling high priced goods, the mean number is the same as the last question 

which is 3.32. That two number both above the average positive significance.  These two results can 

explain the characteristics of overseas shopping assistants trying to present. 

 

H2: The quality of the product overseas has a positive influence on the buying behavior of 

consumers for buying luxury goods 

The second hypothesis of this thesis which is the quality of product overseas has a positive influence 

on the buying behavior of consumers by buying luxury goods. The research group considers that 

Hypothesis 2 is accepted according to the result of the p-value which is significant. The multiple 

regression shows that 13.9% of Chinese consumers think the product quality is an important aspect 

influence their buying luxury behavior. 

 

Respondents answered the question of consumers prefer to purchase luxury products abroad because 

they are of high quality and worth the money. The mean for this question was 3.56. The question of 

consumers prefers to purchase luxury goods abroad because they have precise handicraft and made 

of good materials having a mean value 3.46. Both of these two values indicate an above average 

positive significance. This value can further verify product quality has a positive influence on the 

buying behavior of consumers by buying luxury goods.   
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Respondents offer a neutral response regarding the experience that consumers prefer to purchase 

luxury goods abroad for the product made outside of China.  However, the question of consumers 

prefers to purchase luxury goods abroad for genuine products. The mean value is 3.87. This value 

above the average positive significance. 

 

H3: The price of luxury goods in the overseas store has a positive influence on the buying 

behavior of consumers for buying luxury goods. 

The hypothesis about the price which is the price of luxury goods in the overseas store has a positive 

influence on the buying behavior of consumers by buying luxury goods. The research group considers 

that Hypothesis 3 is rejected according to the result of the p-value which is not significant. The linear 

regression shows that 11.5% of Chinese consumers think the price of the luxury goods important 

aspect influence their buying luxury behavior. 

 

Respondents have a neutral response regarding the experience that the lower price in overseas attracts 

consumers buying luxury goods. The question of consumers thinks the price of luxury goods is correct 

in the overseas store, the mean value is 3.57. When asked about the price of the overseas store which 

can help consumers save money on luxury buying, the mean value is 3.89. The question about 

overseas’ shop assistants can offer more options to help consumers buying current and fashionable 

or trendy goods on ordinary price. the mean value is 3.40. Those three mean values indicating an 

adequate level of positive responses; therefore, the price of luxury goods is significance with 

consumer buying behavioral aspects.  

 

H4: Cultural background of consumers has a positive influence on the buying behavior of 

consumers for buying luxury goods. 

The claim that H4 makes, cultural background of consumers having a positive influence on buying 

behavior of consumers by buying luxury goods is confirmed by a beta value of 43.1% that suggests 

a quite significant result in comparison to other variables back. And according to the result of the p-

value, this hypothesis belongs to a significant level. 

In regard to the question, the consumers will buy luxury goods in order to follow their friends, there 

was less of a positive significance on the consumer buying luxury goods behavior, the mean value 

with averaging with 2.94 out the 5-point Likert scale. When asked about consumers buying luxury 
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goods is a necessary step to be a member of a particular social group, Respondents seemed to have a 

neutral standpoint again, with a mean of 2.88, just in the middle of the 5-point Likert scale. And the 

question about the thinking of consumers buying luxury goods as gifts for others makes me feel 

having “Face-saving” and they feel it have more meaningful for others, the mean value is 3.17, that 

indicates an above average positive significance.  Lastly, there was less of a positive significance on 

the culture aspect, with averaging 3.0, which is a middle of the 7-point Likert scale. This implies that 

buying luxury goods as a gift to present friend to maintain the relationship also has a positive 

significance. 

 

H5: Brand Awareness in overseas has a positive influence on the buying behavior of consumers 

for buying luxury goods. 

Claim Hypothesis 5 makes, brand awareness overseas has a positive influence on the buying behavior 

of consumers by buying luxury goods. As the result shows that the bate value of this hypothesis is 

26%, which is quite significant what highlights its importance within this study.  

 

When asked about whether consumers prefer to buy luxury goods from those famous luxury brands 

by Chinese people, the mean value is 3.08 which is above the average positive significance. This 

value can verify the brand awareness has a positive influence on the buying behavior of consumers 

by buying luxury goods. However, in regard to the question of whether consumers prefer to buy 

luxury goods with their big brand logo, the mean value is 2.88, just in the middle of the 5-point Likert 

scale. The final question of brand awareness is asked about whether consumers prefer to buy the star 

style of luxury goods, there was less of a positive significance on the consumer buying luxury 

behavior, with averaging with 2.78 out the 5-point Likert scale.  

 

H6: The convenience of payment in the overseas store has a positive influence on the buying 

behavior of consumers for buying luxury goods. 

Hypothesis 6 states that the convenience of payment in the overseas store has a positive influence on 

the buying behavior of consumers buying luxury goods. As the result shows that the convenience of 

payment in the overseas store affects consumer buying luxury behavior by 2.6%, the beta value is 

0.026. The research group considers that Hypothesis 6 is rejected according to the result of the p-

value which is not significant. 
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When asked about their payment habits for the Chinese consumers, respondents preferred to use the 

same mobile payment system to buying luxury goods, the mean value of this question is 3.72. The 

mean was calculated to be 3.60 when asked whether Chinese consumers prefer to buy more luxury 

goods if the overseas’ luxury shops have Chinese payment systems. Respondents gave quite a 

significant result in question about if Chinese consumers prefer to use Chinese payment systems for 

buying luxury goods more convenient, leading the mean value to 3.78. The means of the questions 

for this variable were all around the 3-5 range and on a 5-point Likert scale. It states that the positive 

agreement that convenience of payment affects Chinese consumers buying luxury goods overseas. 

H7: The needs for information interaction through social media has a positive influence on the 

buying behavior of consumers for buying luxury goods. 

 

The claim Hypothesis 7 makes, which is the needs for information interaction through social media 

having a positive influence on the buying behavior of consumers buying luxury goods by a beta value 

of -6.6% that suggests a non-significant result in comparison to other variables. The significance level 

of this beta was found to be 0.372 which is not complying with p<0.1, hence, there is not an acceptable 

hypothesis. This hypothesis is rejected on the grounds of a low level of significance. The answer to 

the question about the consumers tends to visit social app before the buying luxury good with the 

mean value is 3.42. Respondents did agree with the questions 2 to 5, which discuss social media app 

can help Chinese consumer better understand luxury information and sharing more knowledge about 

luxury purchasing. The mean value of those questions is 3.60, 3.17, 3.59 and 3.40 which above 

average positive significance are. 

   

5.5 General summary for consumers opinion 
In this section, the data collected from the questionnaire which aims to guide the answer to one of the 

main research questions are going to be presented and, which is: Which factors can be improved 

deriving from luxury brand sellers? The collected data has been coded in Appendix 7. 

 

5.5.1 The Result 

In the questionnaire, one of the sub-questions is “In these 7 factors (service, price, quality, culture, needs for 

the social impression, the convenience of payment, and brand awareness), which aspect can be improved?” The 

result of this question has been demonstrated as below: 
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Figure 6: The aspect could be improved for the luxury buying 

This figure 6 illustrates that price is the consumers highest exception aspect to be improved when 

they shop for luxury goods domestically. Quality, service and payment convenience has been 

followed.   

 

There are eight general answers have been concluded from question 17 What do you expect from the 

domestic luxury sellers? which has been shown in Figure 7. 

 

Figure 7: Eight general expectations for domestic luxury sellers 

 

Those eight expectations are rounded service, price, and products itself. Generally speaking, if a 

luxury seller can meet those conditions, which are better service, lower price, and more products, that 

seller becomes an attractive shop than others.  

 

This also confirms that Chinese consumers do not buy luxury goods inside China. Figure 8 tells the 

frequent factors that lead Chinese consumers buying luxury goods abroad: the price (73% Most 

important) takes the largest attention among consumers. Then the product quality (58.7% Most 
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important) and brand awareness (34.9% Most important) has been considered as second and third 

place. The last four places have been occupied by service, the convenience of payment, needs for 

social impression and culture based on the important level.   

 

Figure 8: The percentage of each factor in buying luxury outside China 

 

5.5.2 Price, quality and service: The Three Biggest factors 

It is worth to notice that price, quality, and service are the most related factors for Chinese consumers 

when they make a decision about where to buy luxury goods. When they think about the place to buy 

luxury products, the price and quality of the product become the top 2 priority. This is related to the 

certain government customs regulations, and the preference of country of origin. Luxury goods selling 

in China always have a higher price than other countries, leading Chinese consumers seeking another 

way to buy luxury goods.  

 

5.5.3 Brand awareness, the convenience of payment, and needs for social impression: the 

Chinese unique consciousness 

The brand awareness of luxury goods is not that is not a prominent improved area for Chinese 

consumers. The well-known luxury brand or the star style luxury goods attract more interest to buy. 

The corresponding luxury in Chinese marketing is hard to satisfy consumers. This drives them going 

abroad to buy what they want, which turns it to the third factors to buy outside China.  
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The social media platform also helps Chinese consumers to determine where buying luxury goods. 

Through the platforms, everyone in society could become an expert about the latest fashion luxury 

goods. People not only know the trends or the specifications about luxury products but also have 

acknowledged about where and how to buy the cheaper luxury goods. Therefore, visiting social media 

platforms is an essential step when buying luxury goods in China, more and more consumers buying 

abroad.  

 

These two factors explain why Chinese consumers have higher eagerness to improve to reach their 

expectation. The full range of products and limited editions are wanted to be sold in the store.  

 

Furthermore, Alipay or WeChat pay is two convenient payment system in China. With widely 

accepted by foreign luxury stores, Chinese consumers can feel the convenience brought by their 

familiar payment system--Alipay or WeChat pay. Different payment method is no longer hindrance 

for Chinese consumers.  

 

5.5.4 Culture: the beyond expectation factor 

A cultural orientation of consumers plays an important role in buying behavior, as illustrated in the 

Literature review chapter with several scholars improved. However, in this research, respondents 

reflect that cultural issues have less consideration when they are buying luxury goods. Meanwhile, 

they regard culture as the less factor for luxury sellers to be improved. This is because the culture is 

originated in their cultural value system, and that system is generated to be constant in a long time 

which hard to is changed and perceived. Hence, this unaware factor becomes the least related factor 

for building an expected luxury store or to choose where to buy luxury goods.  

 

In addition, the preference of country of origin is universal in Chinese consumers, which states a 

highly and strongly craze for foreign products. This mental imagery moves a further step in Chinese 

consumers when shopping luxury products, with highly believes in the products they have bought 

outside China. Based on this reason, the quality of luxury goods guides Chinese consumers buying 

overseas.   
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Service is another factor that influences Chinese consumers to buy luxury goods, which has been 

placed great hopes to be improved and to be expected. Five of eight expectations are focusing on 

service, and the two rest is related to price and one is talked about quality.    Customers’ experience 

from sales staff is heavily influenced the buying behavior and owing to the expansion among luxury 

companies in China, the level of service is hard to be guaranteed to reach the requests from Chinese 

consumers. This could explain that service occupying large exception in the description of the ideal 

luxury seller from Chinese consumers. 
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6 Discussion 

In this chapter, it is going to provide with the discussion of the result which has been obtained in the 

previous chapter. The current situation of Chinese people buying luxury goods has been investigated 

based on those seven factors, and the reasons which cause this phenomenon also to have been 

presented to answer the research questions.  

6.1 Factors in Chinese consumers 
Here is going to show the verdict of the hypothesis before the discussion: 

H1:  The service of the overseas store has a positive influence on the 

buying behavior of consumers for buying luxury goods. 

Accepted 

H2: The quality of the product overseas has a positive influence on the 

buying behavior of consumers for buying luxury goods 

Accepted 

H3: The price of luxury goods in the overseas store has a positive 

influence on the buying behavior of consumers for buying luxury goods. 

Rejected 

H4: Cultural background of consumers has a positive influence on the 

buying behavior of consumers for buying luxury goods. 

Accepted 

H5: Brand Awareness in overseas has a positive influence on the buying 

behavior of consumers for buying luxury goods. 

Accepted 

H6: The convenience of payment in the overseas store has a positive 

influence on the buying behavior of consumers for buying luxury goods. 

Rejected 

H7: The needs for information interaction through social media has a 

positive influence on the buying behavior of consumers for buying luxury 

goods. 

Rejected 

Table 17: The results of the hypothesis testing 

6.1.1 The multicollinearity in the research  

From the Table 16, it is quite interesting to notice that some insignificant coefficient of this 

explanatory, yet a simple linear regression of the explained variable on this explanatory variable 
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shows its coefficient to be significantly which different from the insignificant coefficient of this 

explanatory.  

 

Towards this particular phenomenon, the research group has begun to find out why and give an 

explanation. Total of 126 respondents has answered the questionnaire, which is the perfect sample 

size for seven independent variable research, based on Hair et al. (2011). Therefore, no more data 

need to be obtained.  

 

Firstly, the residual is diagnosed again which will reflect the problem when the R^2 is not in the range 

from 1.0 to 0.00. According to table 5, the number of R^2 is 0.645, which is closed to 1.0, indicating 

near to perfect value. It is no problem with residual value. Therefore, there is no needs to adjust data 

transformation. Then, the collinearity diagnostics table which shows below reflects that the 

eigenvalue approximately equal to 0 with the condition index more than 10.  

Dimension Eigenvalue Condition Index 

(buying behavior) 7.655 1.000 

Service .090 9.220 

Quality .087 9.390 

Price .048 12.648 

Culture .037 14.311 

BA .030 16.009 

COP .029 16.306 

Needs .025 17.670 

Table 18: The collinearity diagnostics table 

Under this situation, the research group can infer that there is multicollinearity in this multivariable 

regression. In order to make a further confirmation, the research group has dropped some variables 
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randomly for several times, and some of the results have been demonstrated below. From those tables, 

the significant level of each variable has been changed, although the omission of relevant variables 

results in biased coefficient estimates.  

 
Unstandardized 

B 

Coefficients Std. 

Error 

Standardized 

Coefficients Beta 

t Sig 

Buying 

behavior 

-.423 .254 
   

Service .152 .077 .134 1.992 .049 

Quality  .166 .070 .162 2.377 .019 

Culture .506 .075 .460 6.777 .000 

BA .253 .065 .260 3.919 .000 

Table 19: The significant value after dropping variables (a) 

 
 

Unstandardized 

B 

Coefficients Std. 

Error 

Standardized 

Coefficients Beta 

t Sig 

Buying 

behavior 

.229 .384 
 

.596 .552 

Price .448 .088 .435 5.089 .000 

COP .106 .070 .119 1.513 .133 

Needs .180 .102 .158 1.767 .080 

Table 20: The significant value after dropping variables (b) 

 
 

Unstandardized 

B 

Coefficients Std. 

Error 

Standardized 

Coefficients Beta 

t Sig 

Buying 

behavior 

1.089 .377 
 

2.911 .004 
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COP .079 .076 .090 1.038 .301 

Needs .427 .098 .376 4.355 .000 

Table 21: The significant value after dropping variables (c) 

 

6.1.2 Further understanding of the Chinese luxury buying behavior 

After the research group has figured out the reason causing the insignificant phenomenon in this 

research, the accepted hypothesis has been discussed.  

 

The research contained within this thesis is to find out what factors affect the consumer for luxury 

expense overseas. Basic on the first hypothesis, the regression analysis confirms the services of the 

overseas store has a positive influence on consumer behavior for buying luxury goods overseas. The 

research from Hoffmann & Coste-Manière (2012) describes that service is a very important aspect to 

influence consumers' shopping experience, and good quality of services can effectively attract 

consumer purchasing luxury goods.  The Market Me China® (2015) shows that Chinese consumers 

pay more attention and enjoy high-level services, which also proves service has a positive influence 

on consumer buying behavior. 

 

Hypothesis 2 discuss the effect of product quality on consumer buying luxury behavior. Paulins＆ 

Ann (2005) and Oxoby & Finnigan (2007) said that the luxury buyer takes more attention to product 

quality than price and out looking. Consumers want to purchase high-quality goods especially luxury 

products (Bao, Bao & Sheng 2011), that means higher quality is a very important factor to influence 

luxury purchase for consumers. The result of the regression analysis further proves that there is a 

positive influence between product quality and consumer luxury buying behavior.   

 

Hypothesis about the cultural background has a positive influence on consumer buying luxury 

behavior also can be proved by regression analysis. Basic on Luna & Gupta (2001), culture can 

effectively influence consumer buying behavior in a different way. China as a representative country 

of collectivists culture, buying luxury goods is not only a personal action but also represents the value 

of referring to a certain group (Vigneron & Johnson, 2004). The result of the regression analysis 

shows the p-value of this hypothesis has a quite significant value of 0.000****, which highlights its 
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importance within this research and proved this hypothesis. And at the same time, the result also 

proved luxury purchasing can help people build and maintain their identity (Dittmar, 1994).  

 

Brand awareness is the ability to help consumers associate brand and their products Keller (2003). 

According to the research of Keller (1993), consumers prefer to purchase the well-established or 

familiar brand and when they buy the same type of product, they will think about the same brand. 

The quite significant value of 0.000**** explains brand awareness has a positive influence on 

consumer buying luxury behavior. It further proves if consumers know more about the brand, there 

will be more opportunity for buying (Dodds et al., 1991; Grewal et al., 1998). 

 

6.2 The reason for Chinese consumers buying luxury goods overseas 

6.2.1 The price, quality, and service  

As been mentioned in the previous chapter, the price, quality, and service are the three main factors 

to decide Chinese consumers whether like or dislike shopping luxury goods domestically. Meanwhile, 

they are the factors that Chinese consumers are looking forward to improving as well.  

 

Consumers believe luxury goods from overseas represent the higher quality even if luxury goods have 

already symbolized high quality than others (Paulins & Ann 2005; Oxoby & Finnigan, 2007). Luxury 

goods from overseas represent flawlessness and longer durability, which exactly the contributors 

related quality that consumers judged (Grewal, 1997; Miyazaki et al., 2005; Roest & Rindfleisch 

2010; Bao, Bao & Sheng 2011). 58.7% of consumers who not buying luxury goods in China 

considering the product quality is the obstacle to shop luxury goods. Even the tangible quality of the 

luxury product is easier examined, Chinese consumers still do not believe what they see in the luxury 

shop (Toivonen, 2012). Only the luxury products from other countries have high quality (Market Me 

China®, 2015), therefore, buying luxury from other countries is the validity action for ensuring the 

quality of luxury goods.  

 

38.19% of respondents express that service is the aspect that could be improved, which is the third 

place among the seven factors. However, it is the less important reason for Chinese consumers buying 

luxury goods outside China. This is might due to the different service provided by the sales staff. 

According to Nordfält (2007) and Mossberg (2015), staffs’ behavior is the main thing to influence 
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consumers, including the mood, tone, and emotion from staffs. Respondents revealing the service 

needed to be improved generates from their interactions with sale staffs and the environment in the 

luxury shops.  

 

Providing superior service is an important impact on luxury companies (Hoffmann & Coste-Manière, 

2012). It is obvious to notice that the service that Chinese consumers in Mainland Chinese stores is 

not a happy experience. Consequently, unhappy with the quality becomes the normal condition for 

Chinese consumers buying luxury goods at home (Bu et al., 2017). However, unsatisfied service is 

not the top three reason for buying luxury goods inside China, and it is only occupied fourth place. 

 

Price is the top reason that determines the place for Chinese luxury consumers where to buy, with 75% 

of respondents confirmed. The high price is the consequence of the luxury goods for consumers 

(Dubois, Laurent & Czellar, 2001), however, the cause to drive Chinese consumers buying abroad is 

the luxury price higher than other countries (Attract China®, 2014).  This is due to the governmental 

regulations (China Daily, 2016), therefore, it is the first option for Chinese consumers buying outside 

China and is not the first thing they expect from the luxury seller.  

 

6.2.2 The unique Chinese factors 

Brand awareness has occupied the third place for the factor affecting Chinese luxury buying place. It 

implies that brand awareness is conducted successfully in China from the name, advertising, and 

promotions and sales (Shahid, Hussain, & Zafar, 2017). With the attracting brand name, heavy 

advertising and free gifting and sampling, everyone has their own product wanting to buy (Dodds et 

al., 1991; Grewal et al., 1998). More recognizing luxury products leads high willingness to buy luxury 

goods (Keller, 1993; Macdonald & Sharp,2000). With more and more people welcoming luxury 

goods, the limited editions and one-of-a-kind good are especially the objects of people's admiration 

(Attract China®, 2014). The luxury shop is hard to satisfy Chinese consumers’ willingness to buy 

their favorite products. Therefore, they are seeking another channel to buy, such as buying overseas.  

 

However, it is not the prominent factor that Chinese consumers want to improve. The brand awareness 

ranks last but one on the improved list, which indicates that Chinese consumers have clearly 

acknowledged that the luxury brand awareness is conducted successfully with the large flagship store, 

social media, and Chinese celebrities and is trusted by them (Hus, 2018). In other words, Chinese 
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consumers are satisfied with the brand awareness of luxury brand expect to the insatiable appetite for 

the limited editions and one-of-a-kind good. 

 

Although social media is the middle factor expected to be improved, it does have accelerated the 

information spreading and provides a global overview for whole luxury products no matter where 

they sold (Sentance, 2018). It provides a perfect channel for Chinese consumers seeking their favorite 

goods whether the limited edition or the one-of-a-kind good. In a manner of speaking, social media 

plays an assistant role when Chinese consumers buying luxury goods abroad (ibid). This assistant 

role could explain why social media is not the reason to decide the place that Chinese consumers 

buying luxury goods, only 22.2% considering social media as the reason.  

 

With the spreading of social media, social media generally becomes more important into Chinese 

consumers buying luxury goods. It stems from the habit to check the information before buying 

luxury goods (Joshi, 2017). This collecting information habit encourages people getting more closer 

to each other, implying that more luxury goods information exchanged with consumers frequently 

than with luxury companies (Berthon et al., 2008). Chinese consumers gather adequate information 

in their hand, which motivates them to find an alternative way to buy luxury goods.  

 

Mobile payment has been accepted by several countries and in millions store, and luxury shops are 

no exception (Gramigna, 2015). Like social media, mobile payment is the middle-level factor that 

Chinese consumers want to improve and to influence them buying luxury goods. Even if the paying 

method might influence purchasing decision (Pulina, 2011), the burning desire for luxury goods is 

hard to be changed regarding the method of payment. No matter what kind of payment method that 

luxury stores have, the buying decision is unaltered for Chinese consumers. If the payment method 

could improve to be convenient for consumers, they will be happy; if the payment method remains 

unchanged, it will not influence to luxury buying.  

 

6.2.3 The unawareness influence by culture  

The culture achieves the last rank in the improved list as well as the main factor to influence where 

to buying luxury goods, which has inconsistent with Ford et al., (1995) and McDonald (1994). Those 

scholars believe that culture has an influence in buying decision-making process. In this research, the 
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respondents reflect less affect by culture when they think about buying luxury goods. In view of this 

phenomenon, the research group infers that the cultural value system is generated from individuals 

and reflected by individual behavior for a long time (Luna & Gupta, 2001). Individuals might have 

been unconsciously affected by the culture from their childhood. In addition, culture is hard to be 

changed in the short term.  

 

The attitude towards luxury goods from Chinese consumers has already proved the influence of the 

collective culture in China. The purpose of Chinese consumers buying luxury goods is a behavior 

reflecting the collective culture based on Dittmar (1994) and Vigneron and Johnson (2004). The 

culture issues drive them to buy luxury goods for their or maintaining, and which place to buy is not 

the direct consequence from culture effect.  
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7 Conclusions and contributions   

In this chapter, a summary of the contributions of this thesis is going to be discussed. Meanwhile, two 

research questions are going to be answered based on the practical result and theatrical context.   

7.1 The answer to the research questions 
Research question 1: 

What factors affect consumer behavior for luxury shopping overseas? 

Consumer buying luxury goods overseas might stem from a different reason. Here, in this research, 

service, quality of goods, cultural background of consumers and brand awareness are the factors that 

affect the consumers' behavior for luxury expense overseas, particularly for Chinese consumers. 

These four factors have had a positive and significant influence on the buying behavior of consumers 

by buying luxury goods.  

 

In addition to that, price, convenience for payment, and the needs for information interaction through 

social media also influence consumer luxury consumption behavior at the theoretical level. 

Nevertheless, based on the result from SPSS, those three factors have been rejected indicating the 

hypothesis for those factors not correct. This means that those three factors do not have a positive and 

significant influence on the buying behavior of consumers by buying luxury goods, however, it does 

not imply that there is no influence on the behavior of buying luxury goods overseas from the general 

and combing view. From simple linear regression, each of those three factors has a positive and 

significant influence on the buying behavior of consumers by buying luxury goods, just like the other 

four factors.  

 

Research question 2: 

Which factors can be improved from luxury brand sellers? 

Chinese consumers are in a rising trend for purchasing luxury goods abroad, therefore, some 

implications could be used as tools for attracting Chinese consumers buying luxury goods 

domestically regarding this phenomenon.  

 



 

67(71) 
 

This research showed that service, quality, and price are the three main aspects that consumers are 

eager to be changed by luxury companies or stores. With noticing especially, the service is owned 

highest willingness for the improvement and more than half of general expectations from Chinese 

consumers towards characteristics about the ideal domestic luxury sellers. Meanwhile, service is a 

factor controlled by the companies.  Hence, improving the service in luxury stores is the priority for 

luxury companies deriving from this overseas luxury shopping phenomenon.  

 

Moreover, the attitude towards the quality of luxury goods is expressed of fixed thought of the 

Chinese consumers, which is hard to be changed from the company side. Likewise, the non-

appropriate price of luxury goods is decided by the related governmental policies, and the companies 

thus do have difficulties to deal with this eagerness. Generally, both quality and price are not the 

factors that luxury companies to change regarding with the overseas luxury consumption.  

 

The rest four factors (culture, brand awareness, the convenience of payment, and the needs for 

information interaction) are less considered among Chinese consumers. It is owing to the satisfaction 

with the current situation and unawareness to the existing problems, therefore, luxury companies do 

not need to spend time on changing those four aspects.  

 

7.2 Contributions summary 
This thesis is investigated the influence factor towards consumer behavior for luxury expense 

overseas, especially focusing on Chinese consumers. The main contributions of this research are: 

This research has investigated the consumer overseas buying behavior in emergency marketing, 

which does not have enough surveys and researches before. The result of the research has proved the 

influence factors towards Chinese consumers by conducting SPSS. Take price factor as an example, 

the price factor does not exist within Chinese consumers when they buy luxury goods overseas. This 

new tentative result could aid to perhaps make a contribution to clarifying how Chinese consumers 

behaving in their luxury purchasing action.  

 

This research also argues the main managerial approach that luxury shop can conduct based on the 

result of the result and the pre-existing theories concerning. Providing the main approaches for those 
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luxury companies to attach more consumers is another contribution to their emergency marketing, 

especially in Chinese marketing. It is also a contribution to the relevant field.  
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8.  Limitations, managerial implications, further research 

This chapter contains the limitations, managerial implications, as well as further research. This is 

followed by a discussion of the eventual conclusion for this study. Finally, suggestions for future 

research are showed. 

8.1 Limitations 
Related to the current study, the research group finds out a few limitations need to be pointed out. 

First is the multicollinearity among variables. As seen in 5.3 Hypothesis testing, table 16 of the 

regression analysis shows the P-value to prove the significant level of each hypothesis. However, the 

P-values of the price, convenience of payment and needs for information interaction through social 

media is above 0.1 level. Thus, the research group made an analysis regarding the result. According 

to the significant level of each dependent variable and independent variables, the research group 

found that the P-value in the individual regression, which belongs to the significant level. When 

combining all independent variables together in the linear regression analysis, there are three 

hypotheses is rejected, the p-value is above the significant value. Therefore, the research group tries 

to drop some variables to prove whether the multicollinearity among variables. As Damodar (2004) 

discovered after dropped a variable, omission of relevant variable results in biased coefficient 

estimates for the remaining explanatory variables that are correlated with the dropped variable. 

Therefore, the research group is advising future researchers to study and consider the multicollinearity 

among the different variables in order to better to understand the influence between the dependent 

variable (such as price, the convenience of payment and needs for information interaction through 

social media ) and independent variable (consumer luxury buying behavior). Secondly, even if the 

hypothesis development is based on the literature reviews and prior studies, the direction of the 

hypothesis is decided by the research group, which has the influence of subjective factors for the 

hypothesis development. Finally, the research group found out there were different respondents group 

used for the pre-testing and the formal questionnaire. For the pre-testing, the respondents are students 

who study in abroad, and their options are more followed their heart and more direct. For those 

students, it is easy to shows and expounds what are they thinking. However, for the formal 

questionnaire, the respondents are Chinese people living in China, and they have different background 

between the group that leads to the results of between the pre-testing.  
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8.2 Managerial implications 
There will be several managerial implications made for luxury companies to bring Chinese consumers 

back from the overseas luxury market to the domestic market. Firstly, managers need to take service 

into consideration, especially the quality of service among shop assistants. It is recommended to be 

aware of the same attitude towards different kinds of consumers in order to create an equal service 

atmosphere. The cordial feeling is an inevitable characteristic for shop assistants, making consumers 

having a warm and friendly experience. Also, it is necessary to provide appropriate advice for 

consumers. What this means essentially is that shop assistants should give recommendations 

regarding the suitability not on the price. In addition, the privacy of consumers should be kept and 

protected by the shop assistant, in case disclosure the privacy extraordinary. So, in order to improve 

the quality of service among shop assistants, the companies could formulate certain rules and 

regulations to evaluate and examine the behavior of shop assistants which ensuring the high-quality 

service among shop assistants. 

 

The relevant requirements caused by luxury good itself is the main consideration for consumers as 

well. In terms of satisfying those requirements, the result of the current study implies that provides 

the more available style of luxury goods in the Chinese market, so the consumers can have more 

chance to purchase their favorite goods. Meanwhile, managers should focus on the after-sell service, 

including the changing or refunding service, the maintaining service, and so on. In order to approach 

this direction, the global standard after-sell service and membership system benefits for the firms to 

utmostly avoid hemorrhaging customers. Ultimately, having some proper promotion event in Chinese 

luxury stores might back consumers from the overseas market.  

 

8.3 Further research 
This study has discussed the influence of 7 factors on Chinese consumers luxury buying behaviors, 

and there also have several points may be considered for future researchers. Firstly, this study only 

used 126 respondents as the data sample analyzed. Thus, the research group thinks it is better to 

collect more samples for further research, which can more effectively realize the testing for the 

hypothesis.  Another suggestion for researchers is to consider the discrepancy of territory, gender, 

age, class and so on when discussing the influence between buying behavior and factors. In other 

words, in order to further and depth understand whether has other factors influence the consumer 

buying behavior, the future researchers may use those factors as control variables in their studies and 

discussions the relationship between those factors and consumer buying behaviors. This study is basic 
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on the consumers' perspective to make research, and the future researchers may start from the 

company or brand perspective to develop their hypothesis or their research questions.
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Appendix  

Appendix 1: The maker shares of luxury goods 

 

Appendix 1: the share of the global luxury goods market (Bain & Company, 2017). 
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Appendix 2: Luxury buying channels 

 

Appendix 2: Different channels that Chinese customer buying luxury goods (Zheng, 2017) 

Appendix 3: Pre-study 
Appendix 3a: Pre-study samples 

NAME GENDER  AGE CATEGORY 

A Female 51 FP, W, A&T, A 

B Female 52 SCP, FP, J, A 

C Male 49 A&T, W 

D Female 25 C, SCP, FP, A&T 
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E Male 53 FP 

F Male 23 C, SCP, FP, J, A&T 

G Female 18 C, SCP, FP, J 

H Male 31 A&T, J, W 

I Female 41 FP, SCP, J 

J Male 25 SCP,FP 

K Female 26 C, SCP, FP, A 

L Female 23 C, SCP, FP 

M Female 24 C, SCP, FP 

N Male 29 C, SCP, A&T, FP 

O Female 24 C, SCP, FP 

P Male 43 W, FP, J, A&T 

Q Male 53 W, A&T 

R Male 55 W, A&T 

S Female 40 C, SCP, W, FP, J, A&T 

T Male 23 FP, SCP, C 

U Female 50 C, SCP, W, FP, J 

● Cosmetics=C 
● Skin Care Product=SCP 
● Watches=W 
● Fashion goods=FP 
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● Jewelry=J 
● Alcohol and tobacco=A&T 
● Artwork=A 

 

Appendix 3b: Pre-study questions 

Age:                                                                          Gender:                               

1. Where do you buy luxury goods frequently?  

2. Would you like to describe the circumstance when you buying abroad? 

3. What types of luxury goods that you have bought when you shopping abroad? 

4.  Do you have any experience that shopping luxury product inside mainland China 

(considering both online shopping and physical store visiting)? If yes, would you like to 

describe the situation when you shop inside mainland China? 

5. Do you think that buying luxury goods inside mainland China is convenient than shopping 

overseas? If yes, why? Do you reduce the oversea shopping times due to those convenient? If 

yes, why? If no, why do you still prefer shopping abroad?  

 

Appendix 3c: Pre-study result 

The research group did an interview for understanding current situation of Chinese luxury consumers 

consumptions. According the interview, the research group found several questions impact Chinese 

consumers do not purchasing luxury goods in mainland China. 

Service 

● The overseas luxury physical store can offer better services for customers and the attitude of 

staffs which from the abroad physical store gives the customer the sense that their product and 

service have first-class quality.  

Quality 

● Some luxury goods sale in mainland China and online store have lower quality compared with 

the luxury goods selling overseas. 

● In the Chinese market, luxury goods have fewer designs and styles to offer Chinese consumers.  

Price 

● The price is lower than in mainland China. Chinese consumers can get tax refund after they 

travel abroad, which is cheaper than the original price of the luxury product. 
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● Although the luxury store (online store and physical store) in mainland China has a discount, 

the times of discount is rare. 

The Limited Edition 

● In China, the luxury brand just offers limited options for Chinese consumers, if Chinese 

consumers want to get some special luxury goods, they cannot buy them in mainland China. 
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Appendix 4: Questionnaire 
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Appendix 5: Pre-testing for the questionnaire (focus group) 
There are 6 people in our focus group, and all of them are Chinese study with the experience of 

shopping luxury goods abroad. The purpose of this focus group which is to pretest the questionnaire 

from the research group. 

 

In the beginning of this focus group, the research group introduce the topic of the Master thesis and 

did a discussion about how the people identify the luxury goods. Participators think the luxury goods 

need use the price to identify their definition, which means the price of the goods have a higher price 

than the people’s normal expectation. And the participators also believe that income is the important 

factor to influence Chinese consumers identify luxury goods, the different income level decided 

consumers’ purchasing power on luxury goods. Calculating the average daily cost by referring to the 

income and the use of the luxury goods in life, which is better way to measure luxury goods. The 

identification of luxury goods also can be identified by brand value and target audience because 

Chinese consumers pay more attention to the luxury brand awareness. 

 

Through the discussion of the purchasing behavior of Chinese luxury consumers, most Chinese 

consumers prefer buying luxury goods abroad due to the lower price. They compare the real price 

between the physical stores and brand office website and collect experience about the real luxury 

goods in the physical stores, then they will buy luxury goods what they want when they travel abroad. 

Although, most Chinese consumers think there are no big different experience between the shopping 

inside of china and abroad stores, psychological experience affect them choose shopping luxury 

goods abroad. The participators think Chinese consumers prefer connect travel and shopping abroad 

is a very commence situation in china. And on important thing is they believe that Chinese assistants 

can distinguish who is the real consumers, that make consumers feeling bad. 

 

The participators show that most Chinese consumers will read reviews on social media before they 

buy luxury goods. They focus on the information of luxury goods and others shopping experience. 

Basic on information of the social media, consumers have a purposeful purchase in physical stores. 

 

For the purchasing channel, our participators prefer to use credit card and Chinese payment system 

to instead of debit card. Alipay as their first choose to have more using than WeChat pay. 
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Few consumers will buy luxury goods in China because they do not have time to go abroad. However, 

if they cannot go abroad, they will choose ‘daigou’ rather than go to the physical stores. 

 

Most participators have experience buying luxury goods online (for example skin care or cosmetic). 

Teleonomy is the main reason lead consumers buying luxury goods online, participators think 

impulsive consumption is more likely to occur in physical stores. The price and the tax are the main 

issue impact Chinese consumers would not buy luxury goods in China. When the price is same, men 

will choose buying luxury goods online or women will buy the luxury goods in physical stores. It is 

because that women think through buying in the store will shorten the waiting time but buying online 

will also be impossible because some models are not available online. 

 

The second step of focus group is test questionnaire. According to their feedback from participators, 

the research group need to revise some points as following: 

In the service perspective, the problem is comprehensive, but they are repetitive. 

 

For the culture perspective, the identification of culture needs to be clearer and the questions need 

more specific. The participators suggested us focus on the face-saving and giving gift this two aspects 

because Chinese believe that gift giving is the main reason to maintain the friendship and relationship. 

And in the other hand, purchasing luxury goods abroad can further reflect the gift giver's attention to 

the other party and feel the mind more. Gifts of the same price, luxury goods will be more in line with 

their wishes, let them feel the value of gifts and gifts to them. 

 

In the convenient payment perspective, convenience and high purchase intention mean the same, the 

problem needs to be more specific and targeted. 

 

On the whole, the Chinese expression is more abstract. Not particularly. 
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For the short answer question, the most commence luxury types are bags and suitcases, clothes, 

perfume, watches, cosmetics, skin care, alcohol and tobacco. And the important factors influence 

does not buy luxury goods in China are the price, product quality, the limited edition and culture 

(face-saving and gift giving) 

 

The participators think the reason why consumer do not buy luxury goods in China can be changed 

by these aspects, for example increased style in China, improved service quality, increased sales 

promotion, enhanced quality supervision, improved promotion and publicity, and hard work to 

improve personal salary. Chinese people have the act of following the trend, consumers will buy 

celebrity endorsement products or stars. Merchants need to find sales hotspots and connect with local 

realities. Link local services, and points are associated with the country. Let go of after-sales service 

and achieve global simultaneous sales. 

 

And the participators think there are some aspects can be improved for Chinese seller are the customer 

service can solve the problem of the customer during the purchase process and after the sale. Return 

and exchange is refreshing. Increase on-site service. Focus on customer privacy. Maintain customer 

relationships on a regular basis. Increase sales discounts. Improve service quality. The decoration of 

the store and the show window can increase the customer's experience value and give the customer a 

better shopping experience. Targeted to customers. 

 

However, most of the participators still don't buy luxury goods in China, even if they are improving 

the needs of consumers in brands or stores. Mainly because of the price. 
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Appendix 6: Descriptive Statistics for each variable  

 

Appendix 6a: Descriptive Statistics (Consumer buying behavior)  

 

Appendix 4b: Descriptive Statistics (Service) 

 

 

Appendix 6c: Descriptive Statistics (Product quality) 
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Appendix 6d: Descriptive Statistics (Price) 

 

 

Appendix 6e: Descriptive Statistics (Culture) 

 

 

Appendix 6f: Descriptive Statistics (Brand awareness) 
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Appendix 6g: Descriptive Statistics (Convenience of payment) 

 

 

Appendix 6h: Descriptive Statistics (Needs for information interaction through social media) 
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Appendix 7: Data of open question 
Appendix 7a: Data of question 16 
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Appendix 7b: Data of question 17 
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Appendix 8: The original table from SPSS 
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