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Abstract—The measurements of Chinese demand on
purchasing luxury goods are varying depending on the design
implemented by researchers in the previous luxury studies. This
review aims to explore empirical implications by identifying the
key demands that influence Chinese students or consumers’
attitudes towards purchasing luxury goods. Full-text articles
related to luxury and published in Science Direct and EBSCO
databases during 2009 — 2018 were collected. Among a total of
480 articles worldwide, the systematic review under PRISMA
guideline included 12 articles into this study which represented
clearly on Chinese luxury purchasing demands. The findings
showed that researchers tended to develop their own
measurements. The rating scale method was found in almost all
of those studies. Shanghai was the top destination in conducting
the research. Most researchers categorized the measurement
dimensions following Branding, Price & Values, Design &
Uniqueness, and Self-evaluation respectively. This paper will
broaden the research pertaining to luxury purchasing demand
measurement, and help saving time for future research which
shares advantage to students studying in business and luxury
marketing education.
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I. INTRODUCTION

Since the economic reforms in 1978, China has become one
of the world’s manufacturing hubs in the secondary sector
including construction and comprising industries. It has been
represented by the largest 40-year GDP growth under this
reforming policy. Over 800 million people have been lifted out
of poverty and the country has achieved upper middle-income
status (focus-economics.com). China has been one of the
world’s largest population of wealth households since the last
decade [1]. The growth was resulted from country’s changing
economy and the rise of middle class and upper middle class,

raising the purchasing power and increasing a willing to pay
more for higher quality, brand names, and differentiated
features [2]. According to the Boston Consulting Group, the
global luxury goods market has significantly benefited from the
economic growth since 2001, especially in the new market
including China, Russia, and India [3]. In China today, luxury
goods can be found everywhere with ease to purchase and
acquire the quality services, particularly in the first and second-
tier cities such as Beijing, Shanghai, Guangzhou and Hong
Kong [4,5]. Since 2017, China has become the world’s largest
luxury market where it’s growth has been expected to increase
by approximately 12 percent. Chinese millennials from the
middle-class consumers were the new target group, whose
large contribution was made to the market growth. A single
child was armed with an increasing family wealthy. Purchasing
fashion jewelry, cosmetics, handbags and receiving services
relied more on luxury brands and occurred more frequently
[6,7]. Notably, since the end of the past century, woman luxury
products in China have raised a strong brand consciousness,
prestige, and prosperity symbol. Chinese consumers have
remarkably shown better knowledge of the existing brands [8].

The concept of luxury evokes an individual’s power and
image of wealthy lives. It could be regarded as an ordinary of
extraordinary people [9]. In the history of elite society, luxury
could be found in many aspects of human activities,
particularly in the form of construction creation, for example,
pyramids, ancient emperor’s tombs and pagodas through the
sacrifice of wealth [10]. Luxury has been referred to as one of
our aristocratic societies until the present time. Nowadays,
luxury establishes social stratification in some countries where
itself has priory never existed [11,12]. In defining luxury
within a consumer society, Mortelmans [13] pointed out that it
could be presented in all times and cultures. The term of luxury
could also be conceptualized in a narrower sense as a symbol
of extra value with higher quality and price when comparing
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among the similar products. In a wider sense, an implication of
luxury was used to differentiate the social class of people,
although those meaning was understood merely within certain
groups. Since the beginning of the 21st century, it is obvious
that luxury has played a significant role in identifying class of
products and services.

Luxury has an intangible character that indicates distinctive
senses of taste and class; however, the decision to point out
what is luxury or higher than ordinary depends on perspectives.
It can be categorized into these relativities: (1) Regional
relativity refers to an available resource on the necessity-luxury
continuum. (2) Temporal relativity refers to perception which
changes over time on the availability and desirability. (3)
Economic relativity refers to individuals’ differences in the
perception of luxuriousness. (4) Cultural relativity refers to
desirability of resources to people. It may be different in
consideration of luxurious perception within different culture if
it comes from the same resource. And (5) Situational relativity
refers to the same resource could be differently classified as
luxurious or not depending on such circumstances [14-17].

Consumer purchase intention refers to a willingness to buy
any products or services. It can be regarded as a primary
marketing prediction input for determining the impact of
consumers’ purchasing behaviors including the demand for
new products [18]. Notably, the purchase intention can be
applied as a representative of consumers’ financial, functional,
individual or social values [19].

A number of researchers pointed out interesting findings
that some Chinese consumers purchased luxury goods on
purposes of manifesting their economic status, and securing
their social recognition due to their culture values the shift in
the status hierarchy [20]. So to speak that luxury could be
broadly recognized as a symbol of power and wealthiness.
Nowadays, most luxury goods companies realize that China is
a peculiar and complex market with an extreme vastness of
size, meanwhile, has a low level of brand loyalty and has
significant differences in regional retail infrastructure [21].
However, the previous studies with empirical data on the need
for luxury purchasing are limited to a few variables. This
review, thus, will be of great benefit to addressing how the
prior researchers had done in studying Chinese consumer
demand on purchasing luxury goods.

II. METHOD

A. Search Strategies and Data Retrieval

The data was collected by exploring all dimensions
regarding luxury given by the prior researchers, applied to
researches among Chinese consumers, and published between
2009 and 2018. Under the Preferred Reporting Items for
Systematic Reviews and Meta-analyses guidelines (PRISMA),
this study potentially showed an evidence-based minimum set
for reporting used as a basis in reviewing [22]. A 5-stage
process was performed: 1) database searching, 2) articles
identification and initial abstract reviewing, 3) exclusion and
inclusion from criteria, 4) full-text retrieval, and 5) analysis
[23-24].
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B. Selection Criteria and Data Extraction

Two main electronic databases regarding behavioral
science, business, and management studies were ScienceDirect
and EBSCO (all publications released online between 2018 and
2019). The lists of studies and relevant articles related to
Chinese and luxury with the terms of consumer or buyer were
selected in the screening process. The specific keywords were
further looked up in the Boolean search by using the terms as
‘Chinese’ and ‘luxury’ and ‘consumer’ or ‘consumption’. The
final applied keywords were “Chinese” or “China” with
“luxury” or “luxury consumer” or “luxury customer” or
“luxury buyer” or “luxury purchase” or “luxury purchaser”
or “luxury shopper” or “luxury user” and were searched from
both databases. A systematic review, meta-analysis study, and
articles published in any languages other than English were
excluded. English publications with luxury content related to
marketing, management and business studies as well as
organizational psychology were targeted. To categorize the
researchers' studied dimension of Chinese luxury consumers,
this review retrieved only the articles which were identified
clearly with either Chinese and consumer or related keywords
in their titles and abstracts. The cut-out keywords then were
used in the screening process. Those articles without
supporting literature were also excluded. The abstracts and full-
text articles were then screened and reviewed respectively in
order to select all eligibility. Each presented dimension in those
eligible articles was classified by agreement between the
authors following the cross-checking method. Any disagreed
and unmatched details were resolved by discussion from all
authors. After that a narrative qualitative synthesis was
conducted.

Identification

Records identified through

Records identified through
Science Direct EBSCO
(n=183) (n=297)
=
Screening l l
-
Total records from both databases
(n = 480)
N

|

Records screened
(n = 480)

Records excluded (n = 455)
- not related to 'Chinese',
- duplicate records

ml

Full-text articles excluded (n = 13)
—_—

Eligibility l

Full-text articles assessed

for eligibility (1 = 25) - outcomes of no interest (n = 12),

- other language (n = 1)

N

Included l
-

Studies included in qualitative synthesis
(n=12)

Fig. 1. Prisma guideline statement of the included studies [22]

III. RESULTS AND DISCUSSION

A total of 480 articles related to luxury consumers was
found in both databases during 10 years of publication,
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between 2009 and 2018 as shown in Figure 1. Those articles
were scoped to completed academic-referencing articles with
searching keywords ‘Chinese’ or ‘China’ in luxury purchase
intention. Twenty-five articles specified ‘Chinese’ clearly in
their titles and abstracts. Inclusion and Exclusion criteria were
evaluated with full-text assessed. Twelve articles were
excluded because they were irrelevant to the study, for
example, one of them was published in another language.

Among all those 12 articles, 4 articles were published in the
Journal of Business Research. Interestingly, most
measurements were designed by researchers themselves based
on a wide range of luxury and consumer concepts. A few
measurements from previous studies were modified in order to
develop some new ones. Two sample groups were university
students and general consumers. Not only was the simple
random sampling method found in selecting those sample
groups, but also the snowball sampling method. The rating
scale type of measurement was implemented in all studies.
Shanghai was the top destination where researchers conducted
their study in the field of luxury consumers in China. Apart
from Shanghai, the first-tier cities such as Beijing and
Guangzhou were other targeted destinations. Remarkably, the
majority of authors, who were interested in exploring luxury
goods consumption in China, were not Chinese.

a set of 17 dimensions was extracted. Branding and Price &
Values were the most interesting dimensions towards
purchasing luxury goods in researchers’ perspective. In detail,
the first-dimension group (Branding and Price & Values)
described the perception of the individual to how luxury
branding makes the brand itself luxurious. The second group
pointed to Design & Uniqueness and Self-evaluation. Design &
Uniqueness showed the differences between unique and mass
product design. They described branding as well as customer
perception towards an individual’s self, innovation, and fashion
identity. This dimension might make people remember the
uniqueness from both branding and perception in designing.
Self-evaluation, meanwhile, described how an individual
considers oneself whether or not he/she deserves to possess
luxury goods. It also explained how an individual estimates
his/her ability to obtain those products. The third-dimension
group referred to social-related factors, which consisted of
Materialism, Purchase Intention, Social-function Influence, and
Normative Influence. According to the fundamental concept of
this dimension, luxury showed the relationship between
Materialism and physical comfort. Apart from the above 3
dimension groups, Information & Advertising, Privilege
Attitudes, Cultural Factors, Network of Relationship, Country
of Origin, Celebrity Endorsement, Practical Usage, Time
Specialty & Gift and Warranty were also reviewed but only by
a few researchers.

This latest systematic review indicated a variety of
elements that the researchers previously used to measure
Chinese consumer demand on purchasing luxury goods. The
findings were gathered from the limitation of research methods
during the past 10 years (up to 2018). According to the
findings, several factors, which researchers were interested in
and were used to measure Chinese consumer demands on
purchasing luxury goods, were relevant to the global concepts
and perceptions of luxury consumers. These factors described
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that luxury evoked the exclusivity, high brand awareness,
brand quality and brand identity [36,37]. For examples,
Beverland [38] categorized a luxury brand model with these
following dimensions: product integrity, value-driven
emergence, culture, history, marketing, and endorsement.
Similarly, a PRECON scale of Deeter-Schmelz, Moore [39]
pointed out 5 factors in motivating the consumption of luxury
goods as follows: image, quality, fashion, store atmosphere,
and patron status. Zhang & Kim [7] concluded 5 factors as
follows: brand consciousness, materialism, social comparison,
fashion innovation, and fashion involvement. It was interesting
to note that store atmosphere was one of the factors that found
none in those databases, therefore, it will be useful to study
more in the future.

Although the researchers in prior studies considered luxury
based on the viewpoint of Western cultures [40], this review
reflected the consistency between Chinese and worldwide
consumers such as in Bosnia, France, Russia and Australia
[41]. Tt was because the consumers wished to fulfill their needs
with luxury products, consequently, those products might be
used on purpose to impress other people and position the
owners in any certain group they wish to belong. It was notable
that materialism among Chinese people had developed within a
wealthy family whose children would be treated with money
for their happiness. This phenomenon could not be judged
whether it was right or wrong since those parents had
experienced and suffered from poverty before in their
childhood during the Cultural Revolution and Economic
Reforms [7]. As a result, purchasing luxury goods in Chinese
people’s viewpoint was not just for self-satisfaction but to earn
acceptance among the family members.

This review explored both theoretical and empirical
implications by identifying the key demands that influence
Chinese consumers’ attitudes towards purchasing luxury
goods. Branding and Price & Values were the first factors
which were interested in by many researchers and found in
many studies that compared Chinese consumers with
consumers from other countries such as France, India, Italy,
Japan, Russia and the U.S. [25, 42]. These factors also seemed
to be the first dimension that had an impact on design and
advertising. The sample group was mostly selected from the
Chinese middle-class and upper-class consumers, although
some of them were students. The studies reflected consumer
satisfaction through taste and social status that finally would
encourage customer loyalty to luxury brands. Chinese middle-
class consumers were now more confident and independent-
minded as well as were determined to manifest such
independence upon their consumption. They, however, had
different attitudes towards luxury goods and purchasing luxury
goods [43]. As mentioned above, cultural values had a
considerable influence on purchasing luxury goods among
Chinese consumers, especially when speaking of social values
[44]; nevertheless, several studies have not yet explored these
factors. A study of Shukla, Singh [45], for example, analyzed
only functional value by comparing between Chinese, Indian
and Indonesian consumers.

Price was one of the factors that were taken into
consideration before purchasing luxury goods. Compared to
Italy, the findings of Godey, Pederzoli [42] indicated that
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displaying the product price induced sensitivity in decision
making among Japanese and Chinese consumers. Astmon [46]
found empirical evidence that more than half of luxury
consumers checked price and details online. In addition, 2 out
of 5 Chinese consumers from mainland China were aware that
the price of several luxury products was 20 percent higher than
sold in Hong Kong in 2008. It was probably because these
consumers had more opportunity to travel aboard so they could
compare the price between both countries.

Price of luxury goods generally reflected their
identity, quality, heritage and exclusivity [12]. Price & Values
factor, as a result, had an influence on middle-class consumers
around the world in making a decision before purchasing; not
only in China but also in most developing countries.
Particularly, an increasingly growing of this consumer group
enabled them to possess the most purchasing power in a luxury
business in China. Developing marketing strategies to meet
their certain needs was, therefore, a challenging task. The
growing of luxury market, a higher price of luxury products
and a higher demand of consumers might inevitably affect the
market growth of counterfeit goods due to China was well-
known as a huge manufacturer and exporter in this business
[47]. In this case, it could represent the luxury consumers’
attitudes on how they valued luxury goods from their
consumption of counterfeit goods.

The studies of several factors that had an influence on
purchasing luxury goods among Asian consumers, such as in
Iran, Indonesia and Thailand, indicated that these same factors
could also be used to measure consumer purchase intention in
other countries. A number of studies used the Theory of
Planned Behavior, which includes Attitudes, Subjective Norm,
and Perceived Behavioral Control to gain an insight into the
luxury students and consumers’ behavior [48-50].

IV. CONCLUSION

There are 3 considerations should be taken in proceeding
the latest findings: 1) the data was retrieved systematically only
from two main e-databases which were ScienceDirect and
EBSCO. Comparing with other sources, like Emerald and
Springers and unpublished works, might help to see the overall
picture more clearly and reduce publication bias. 2) The
searching keywords covered only words or phrases related to
luxury purchasing demand. And 3) the data was collected only
from English articles since other studies were most likely
published in Chinese and stored in Chinese databases. It could
be the light for future research to bridge this gap of knowledge.

In Conclusion, this review found that factors to measure
luxury purchase intention of Chinese consumers were varying.
Chinese students and consumers were the target population.
Shanghai was the top destination in conducting the study
following with Beijing and Guangzhou. In categorizing the
dimensions, Branding, Prices & Values, Design & Uniqueness,
and Self-Evaluation were respectively the most interesting
factors in measuring the purchasing demand of Chinese luxury
consumers. These findings could be one of the guidelines that
researchers use to select the factors in order to broaden their
study about Chinese luxury students and consumers demand in
the future.
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