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ABSTRACT 

 

   This study is aimed to research the relationship between luxury value and purchase 

intention of cosmetics in Nanning of china. The purpose of this research is: 1) to study 

the relationship between luxury value and purchase intention of Chinese cosmetic; 2) To 

study the attitude toward luxury of cosmetics; 3) To study China cosmetic purchase 

intention. This research will explore the respondent in Nanning, south of China, and data 

have been analyzed by descriptive statistic and regression analysis. The findings provide 

a greater insight for cosmetics supplier about how to select luxury cosmetics brands to 

sale.   
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CHAPTER 1 

 

INTRODUCTION 

 

 

1.1 Background of the Research 

   Over the past few years, the global luxury market has developed rapidly. The 

luxury market continues to expand, consumer buying behavior has changed 

significantly and the rich were paid more and more attention to the consumption of 

luxury goods with the publication of the significant consumption theory. The 

increased in the prominence of luxury products field has made more and more 

researchers are interested in the study of luxury goods (Vigneron and Johnson, 2004; 

Qi-chen, 2007; Widemann et al, 2009). Nowadays, Chinese cosmetic market is 

tending to light extravagant era of luxury. Cosmetics have maintained a rapid 

development in Chinese consumer goods market (Prnewswire, 2015).  

 

Table 1.1 Retail Sales of China Cosmetic 

 

 

Year 

Retail sales 

(Rmb billion) 
2010 88.9 

2011 110.3 

2012 134.0 

2013 162.5 

2014 182.5 
2015 204.9 

Source: National Bureau of Satistics of China 

 

   The table 1.1 shows the retail sales of large-scale retail enterprises of cosmetics in 

recent years, the total retail sales of cosmetic products in China reached RMB204.9 

billion in 2015, compared with the same period last year, it increased about 12.3%, 

becoming the world's fastest-growing markets. From 2010 to 2015, the annual growth 
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rate is as follows: 24.1%, 21.5%, 21.3%, 12.3% and 12.3%, seen in this light, the 

growth rate of cosmetics retail market began to slow in the past two years (Wong, 

2015). 

   A survey report on China's cosmetics market show that make-up ratio of Chinese 

young women is higher than mature women (Wong, 2015). China Statistical Yearbook 

2015 shows that overall cosmetics market share of male are relatively small. This 

suggests that male cosmetics still have a great development in the whole cosmetics 

market (Wong, 2015; FU & CAO, 2010). 

   In the current cosmetics market, consumer attitudes have changed rapdly. 

Nowadays, consumers make decisions more independent, rather than through the 

impact of advertising or promotional activities. They collect information through 

different channels, consider various factors before choose the most suitable products 

to meet their needs. In addition, there are changes in consumer groups as well. 

Consumers can be divided into three main levels, namely upper, middle and lower, 

based on their brand, quality, price, and their purchasing power. Purchasers of import 

brand products in high-end market are mostly the high-income earners in the large 

and medium-sized cities (Prnewswire, 2015). Most of them are young and middle-

aged women, they like the well-known cosmetics brand from Europe, United States 

and Japan etc. (FU & CAO, 2010). 

   Corresponding to the trend of growth in cosmetic, competition of China's 

cosmetics market is increasingly fierce (Wong, 2015). First, international Trend of 

China's cosmetics market is inevitable, international brands inroads into china. 

Second, the scope of consumption of cosmetics is expand, demand from simple 

toiletries to cosmetics and perfumes increase gradually. Third, more and more 

marketing tools, international universal marketing is introduce to domestic. 
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Throughout the cosmetics market whole, cosmetic brands are mostly concentrated in 

the middle to lower part, while foreign-invested enterprises and joint ventures mainly 

in the high-end market (FU & CAO, 2010). In spite of the accelerating expansion of 

domestic enterprises, the dominance of Multi-national brand in the Chinese market is 

unlikely to be greatly affected in the short term, because they have a strong R & D 

team and a lot of resources. In the past, domestic brands emphasize value-for-money, 

mostly for the second and third tier markets (Prnewswire, 2015). Currently, some 

large domestic enterprises began to develop high-quality products, designed to meet 

the increasingly discerning consumers in middle end and high end. Therefore, the 

Chinese cosmetics market has attracted many domestic and foreign enterprises, tens 

of thousands of cosmetics brand and some imported cosmetics created a thriving 

cosmetics market, it bring a lot of competitiveness to localization cosmetics 

companies. A survey studies have shown that the students and young professionals 

who consumption power is relatively common can accepting domestic brands, but the 

group of strong spending power more prefer international brands (FU & CAO, 2010). 

Right now the competition between the international giants have become more intense, 

in addition to Japanese and Korean brands, the rise of China's domestic brands also 

make the competitive landscape changes. In recent years, the market share of some 

domestic brands marked increase benefiting from branding, localization and 

marketing strategies electricity suppliers. International brands need to continue to 

work hard in the brand differentiation, diversification of sales channels, product 

innovation and localization such aspects.
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  Source: www. chinahighlights.com 

Figure 1.1 Map of Nanning 

 

   From figure 1.1 map of Nanning, we can know that Guangxi is located in the 

south of china, and it has the advantage of coastal, along the border and edge river 

area. With the establishment of china ASEAN Free Trade Area, Guangxi as a link to 

China‟s southwest, southern china, central south and the ASEAN market hub 

(Wikipedia, 2016). Unique geographical advantage makes the economy of Guangxi 

province develop rapidly, and cosmetics industry has also been booming development. 

According to Nanning cosmetics market (2016), the rapid economic growth of 

Guangxi province has promoted the rapid growth of urban and rural residents‟ income, 

the demand for cosmetics has become more and more strong (Xiangyuan, 2009). 

Which Nanning high, medium and low end of skin care products are in a growing 

position, the growth rate of high-end products is the most gratifying. 

   Based on Nanning cosmetics market (2016), in brand awareness, L‟Oreal，H2O, 

Shiseido, Olay, Elizabeth, Lancome and Estee Lauder and other foreign brands 

dominate, and the awareness of domestic national brands like Dabao, Longliqi and 
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other brand is also high. For Chinese brand, Shanghai VIVE is China's famous beauty 

makeup brand, it is founded in 1898 by Demos Chiang, and Shanghai VIVE has a 

hundred years of history (The Wordsmith Loft, 2011). Shanghai VIVE has a luxurious 

and elegant packaging and designing, there is an expensive price, and it is the most 

luxurious cosmetics brand in china (Jing Daily, 2011). Shanghai VIVE sales as a high-

end luxury brand, 50 ml of perfume to sell more than 1000 yuan, it can be compared 

with Chanel and Dior, in fact, the price of national famous brands just as between 

500-900 yuan per bottle (The Wordsmith Loft, 2011).   

   In addition, Shanghai Jahwa is one of the Chinese listed cosmetics enterprises, the 

key brands have HERBORIST, SIX GOD, MAXAM and GF (Prnewswire, 2015). 

HERBORIST is the first set of modern Chinese herbal medicine with a complete 

sense of high-end personal care products in 1998. It is characterized by Chinese 

herbal additives, combining the latest achievements of the essence of Chinese herbal 

medicine and modern biotechnology. HERBORIST is a high-end brands, the price of 

HERBORIST products is between 200-400 yuan. SIX GOD toilet water was listed in 

1990 and welcomed by consumers, and then it launch the shower gel and other 

derivative products, it occupy a very high market rate. SIX GOD has relieves itchy 

rash, cool and refreshing, refreshing, eliminate the odor effect. SIX GOD is a low-end 

brand, so the price of it less than 100yuan. MAXAM was founded in 1912, the feature 

of MAXAM is quality, efficacy and reasonable price, it price is less than 100yuan, 

belong to the public brand. In 1992, China's cosmetics market was born the first male 

Chinese cosmetics brand – GF. GF product line across the skin care, hair care and 

perfume in three areas, is committed to the Chinese majority of male white-collar R & 

D professional care products (Bloomberg, 2010). 

   According to Nanning cosmetics market (2016), there are more famous shopping 
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malls in Nanning, such as Beijing Hualian, South city department store, Wal-mart 

shopping center, Nanning department store, Island of dreams, Li Ke Long 

supermarket, Chaoyang commercial Plaza and Parkson shopping center, which is 

located in the city center of the department store, South city department store, Wal-

mart shopping center, Nanning department store, Chaoyang commercial plaza and 

Parkson shopping center. Classically, cosmetics are placed on the first floor of the 

mall. 

 

1.1.1 Introduction of Cosmetic 

   Cosmetics or makeup is in addition to simple cleaning supplies, is the material 

used to enhance the beauty of body (Healthycanadians, 2011). The origin of the use of 

cosmetics is quite early and widespread. In particular, women would often use in a 

certain economic base. Many cosmetics are designed for use in the face and hair 

(Wikipedia, 2016). Cosmetics are usually a mixture of compounds, some of which 

come from natural materials, some of which are made from processed products. 

Ordinary cosmetics include mascara, eye shadow, lipstick, rouge, foundation, skin 

cleansers and skin lotions, shampoos, hair products like gel, hair gel, spices and 

cologne (Cosmeticsandskin, 2016).  

   There are many types of cosmetic, it can be classified according to the product 

function, using position and dosage form. According to the use position, cosmetics 

can be divided into skin cosmetics, hair cosmetics, beauty cosmetics, special 

cosmetics. According to the product function, cosmetics can be divided into: cleaning 

class cosmetics, cosmetics care, beauty / cosmetic modification, and so on (Wikipedia, 

2016). This paper will focus on the skin cosmetics and get the data based on skin 

cosmetics. 
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1.2 Statement of the Problems 

 

   With the impact of china‟s economy development and market globalization, the 

improvement of the living standards of the people make the consumer attitudes and 

consumption patterns of consumers have changed greatly (Xiangyuan, 2009), and 

Nanning, the capital of Guangxi is also affected. Rapid economic growth has brought 

about a rise income, makes consumers have a strong purchasing power and begin the 

luxury consumption. At first, compared with similar products, the price of luxury 

goods are relatively more expensive, but high price products do not necessarily 

belong to the luxury (Xiangyuan, 2009). Second, the image of luxury is often the 

high-end and elite, the target consumers are not limited to this, but through a large 

number of brand activities to shape the image of high-end and elite, expect to cover 

the stratum from elite to masses of consumers. Third, luxury brand has a long history 

(Chaudhri & Jain, 2009). Fourth, luxury is not only lead to the trend, but also by the 

impact of social trends (Qi-chen, 2007). For these reasons, luxury products are 

considered to be the most advanced products in the product category. 

   Because of the change of social idea, people‟s attitude towards the purchase of 

luxury goods has changed (Qi-chen, 2007; Xiangyuan, 2009). Luxury represents a 

kind of life attitude, has obvious social symbolic significance, can bring the self-

achieve satisfaction to consumers. The brand becomes an important external mark of 

the definition of its own identity and the division of social strata，luxury can satisfy 

people‟s pursuit of quality of life and even the performance of individual identity and 

status. Thus, from the point of view of purchasing luxury goods, Chinese people pay 

more attention to the special significance of luxury goods---identity and face. At the 

same time, the consumers who pursuit of quality also accounted for a certain 
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proportion. Luxury goods carry the function of reflecting social status and living 

standards higher than the general public. Luxury consumption is a symbol, a sign, and 

it represents success and prosperity (Xiangyuan, 2009). Through the purchase and use 

of luxury goods of scare, with quality, high price characteristics to convey information 

about their own identity, wealth, status and the superiority of the use of luxury, and 

these are what people are pursuing (Qi-chen, 2007). Thus, luxury goods become an 

indispensable part of life for people, cosmetics business should understand the 

consumers need and then come up with the right strategy so that can win in the 

competition. 

 

1.3 Significance of the Study 

   Nowadays, in the era of rapid economic development, how the china‟s female 

cosmetic enterprises adapt to today‟s society? In my opinion, it is important for 

china‟s female cosmetic enterprises to understand the needs of female consumers. 

Research results of luxury goods less in the china, especially on research the 

relationship between luxury value and purchase intention. In addition, through the 

survey of the relationship between purchase intention and luxury value to determine 

the impact of female consumer psychological factors and consumer luxury values, this 

is an area not covered by the previous scholars. This study through luxury value this 

mature concept which accumulation by previous studies, research on the particular 

luxury goods industry to discover the attitudes and consumer psychology of the 

female luxury consumers.  

   This research not only can provide a theoretical basis for value luxury researchers 

in the future, but also can help the female cosmetic companies to understand the 

female customer purchase intention and create more great value for female customer. 
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In this paper, the concept of luxury value is to be applied to female cosmetics 

companies, and also provides a reference value of luxury value research for other 

industry, we hope it have the significance for purchase intention development and 

implementation of cosmetics business. 

 

1.4 Research Objectives 

1.3.1 To study the relationship between luxury value and attitude toward luxury of 

Chinese luxury cosmetics. 

1.3.2 To study the relationship between attitude toward luxury and purchase 

intention of Chinese luxury cosmetics.  

1.3.3 To study China luxury cosmetics purchase intention. 

 

1.5 Research Questions 

1.5.1 How is the relationship between usability value and attitude toward luxury? 

1.5.2 How is the relationship between quality value and attitude toward luxury? 

1.5.3 How is the relationship between uniqueness value and attitude toward luxury?  

1.5.4 How is the relationship between self-identity value and attitude toward luxury?  

1.5.5 How is the relationship between hedonic value and attitude toward luxury? 

1.5.6 How is the relationship between materialistic value and attitude toward luxury? 

1.5.7 How is the relationship between conspicuousness value and attitude toward 

luxury? 

1.5.8 How is the relationship between prestige value and attitude toward luxury? 

 1.5.9 How is the relationship between attitude toward luxury and purchase intention? 
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1.6 Expected Benefits 

   The results of this study would be expected benefit for cosmetic companies to 

understand the relationship between luxury value and purchase intention well and to 

improve firm performances to meet consumer‟s needs. 

   The data that collected from Nanning cosmetic consumers can be applied 

cosmetic companies, to develop fairish strategies and supply appropriate cosmetics so 

that reduce the competition pressure, and attract new customers to make more benefit. 

   The results of this study would help cosmetic companies to understand the brand 

preferences of female consumers for high-end cosmetics, so as to make the marketing 

strategy of the corresponding high-end cosmetics. It is conducive to enhance the 

attribution of the female consumers to make up brand emotion, and play an important 

role in the long-term development of cosmetic companies. 

 

1.7 Operational Definitions 

Cosmetics refer to the skin care products with the function of protection the skin and 

beautifying. 

Luxury value refers to the subjective perception of the extravagant value of product 

or service from customer. 

Usability value refers to the character of value to measure the availability of a 

product or service. 

Quality value refers to people‟s basic views on the quality and its positive effects. 

Uniqueness value refers to people‟s basic views on the special function of products 

or service. 

Self-identity value refers to the positive relationship in their personal lives and social 

activities, self-contribute to society, then as a human to exist in society and others.  
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Hedonic value refers to the standard of measure the gladness from people who pay 

and get the harvest from the real objects. 

Materialistic value refers to the standard of measure the material carries all things in 

our world, live cannot be separated from the material. 

Conspicuousness value refers to the people‟s basic views of product which more 

prominent and distinctive than other products. 

Prestige value refers to people‟s basic views of public recognition of the product, 

representing the authority of the reputation. 

Attitude refers to the behavior intention and evaluate of people in term of their 

morals and values. 

Purchase intention refers to the probability level that consumers are willing take a 

specific behavior. 



12 
 

CHAPTER 2 

 

LITERATURE REVIEW 

 

   Firstly, this chapter defines the dependent and independent variables of this study 

including luxury value concept, dimensions of luxury value, and purchase intention. 

Then, the chapter illustrates the link among these variables. 

 

2.1 Concept of Luxury Value 

   Despite luxuries use more frequently in people‟s daily life, such as the products, 

service or a fixed lifestyle routinely, but definition of luxury still not clear (Wiedmann, 

Hennigs & Siebels, 2009). It‟s come from different people and depends on the 

experience and feeling of customers, the conception of luxury is abstractive (Vigneron 

& Johnson, 2004). Cornell (2002) also said that luxury is difficult to define. Webster 

(2002) defined the concept of luxury as a non-essentials, it helps service to be the 

luxurious life. Consumer attitudes toward the luxury concept are very different. 

Luxury goods not only bring goodwill to consumers, like upscale, great, quality and 

good taste, but also meet the consumer‟s demands on psychological and functional 

(Dubois, Laurent & Czellar, 2001).  

   In the market, the price and quality ratios of luxury brands are higher than non-

luxury brands. Luxury brands are high quality products, so the price is higher than the 

other products in the cosmetics market (McKinsey 1990), despite the price of function 

ratio may lower with treat as consequent luxury goods, the rate of intelligible and 

situational effectiveness to price is high contrast (Nueno & Quelch, 1998). There is a 

relative high contrast in the ratio to price of intangible and situational utility in luxury 
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goods and non-luxury goods. Thus, the competition of luxury brands in term of the 

capability to father brand identification, exclusivity, brand awareness and quality 

cognize from the awareness of consumer (Phau & Prendergast,2000). There is no 

national boundary in understanding of luxury concept in the global market. However, 

it must be noted that “country of origin effect” may interfere with the idea to a certain 

degree. No matter what country‟s luxury goods, it will not affect the basic dimensions 

of values perceptions of luxury. This paper applies the definition of luxury value by 

Vigneron and Johnson (1999) as the high-level brand of repute which include a 

number of values in physical and psychological. 

   Because of the luxury concept is not fixed, different people use different ways to 

define. Most researchers agreed that there are different definitions ways on the 

concept of luxury (Campbell, 2005). The luxury value also can define from four 

aspects. 

 

(1) The definition research from an economic point of view 

   From the perspective of Western economic point of view, all products according to 

the price elasticity can be divided into three categories: inferior, non-essentials and 

luxuries. When income increases, inferior demand will decrease. Necessity is the 

income increase, demand also increased. And the growth rate of demand exceeded the 

level of growth is luxuries. Franchetti (2013) agreed that luxury as any cost beyond 

necessary expenses. Luxury promoted to the development of modern capitalism in 

many aspects, supporters of economic progress is a luxury advocates. Necessary 

expenses is a relative concept, there is no one immutable standard on essential. 

Ludwig von Mises (1962) also pointed out that today‟s luxury is tomorrow‟s necessity. 

The cost exceed the necessary expenses included quantity and quality two aspects, 
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meaning of quality epitomizes the meaning of luxury, luxury goods including clothing 

and furniture, jewelry, etc. Nueno & Quelch (1998) analyzed the top ten 

characteristics of luxury and proposed that luxury is mainstream goods of enjoy 

affordable and upscale, luxury goods is products of functional value accounted for the 

proportions of low price. 

   It is thus clear, from an economic point of departure for the definition of luxury is 

not under the Judgments points, these definitions describe a common characteristic, 

they have emphasized the relationship between essential and non-essential luxury, that 

luxury is a relative necessity. Due to individual income and preferences of consumer 

is different, the perception of luxury changed. With the development of society, a 

luxury of social stage to become the necessity of social next stage is a trend. 

 

(2) The definition research from a sociological point of view 

   Veblen (2005) proposed that the range of luxury not just limited from the 

perspective of product quality and functional, more importantly, societies in which 

they conferred, it economic background value. He proposed conspicuous consumption, 

the reason why people own property is property can prove they consumption, the 

reason why people own property is property can prove they occupy a dominant 

position than others one, he showed a special lifestyle and consumer awareness based 

on a “description of the gentleman of leisure”, consumer valuables is the way to win 

glory and highlights the features quality of luxury sports. 

   Berry (1994) thought luxury has threefold meaning: as a verb, as an adjective and 

meet the emotional needs. He understood the luxury focus on luxury goods, he clearly 

put forward the key of luxury in exquisite quality not how much quantity, 

improvement of degree luxury can only be understood from a quality perspective, 
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own luxury is a pleasure, there is necessary link between the luxury and pleasure. 

Clothes, food, live and entertainments these four aspects can be include luxury, 

therefore it cannot additional luxury goods on necessities. The luxury of an era can

only be owned by minority groups, it is no longer scarce expensive and disqualified as 

a luxury when these objects become part of mass consumption. 

   Kapferer (1997) from a social point to define the “luxury” is beautiful, because it 

is instructive light, you can use the function. From a sociological perspective, luxury 

is an improvement of personal taste, luxury contains status, identity and rights, it the 

representative of the image of nobility and specific reflect the high quality of life. 

Define the luxury goods from a sociological point of view, notably the symbolism of 

personal wealth and social status etc. 

 

(3) The definition research from an industry point of view 

   According to the Global Classification Standard GICS, Morgan Stanley proposed 

that the luxury goods industry includes clothes, handbags, luggage, jewelry and 

watches. According to GICS‟s industry classification of china, it will put the apparel, 

clothing and luxury goods into the same category. McKinsey & Company defined 

luxury as the goods which price is higher than the mass consumer goods, the 

categories of luxury market including perfumes, jewelry, watches, clothing, wine, gift 

products, motor vehicles and senior tableware these eight industry (Rong Xi ,2010). 

 

(4) The definition research from a marketing point of view  

   From the concept of the luxury market segment, luxury marketing using the 

highest quality materials for high-income customer groups, highlight the high-grade 

of products. With the changes in consumer attitudes Cognition, the new concept of 
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luxury is proposed, Silverstein, Fiske & Butman (2008) proposed that a new luxury

are some of the products and services, quality and taste better than ordinary products 

or services, also more attractive to consumers. Although expensive, it will not let 

people out of reach. The definition of new luxury is different from the traditional 

luxury clearly. Only 5% people can own the luxury goods in the past, but new luxury 

represents the taste, emotional, symbolic and personalized in a larger sense, more 

emphasis on the use of function, it ranged between ordinary and traditional luxury 

consumer goods, both high quality, and can meet the emotional needs. 

 

2.2 Dimensions of Luxury Value  

   About the motives of consuming luxury brands, it must indicate that the 

conception of buying luxury products still act as a strategic direction of the marketing 

management for luxury brands (Berry, 1994; Corneo & Jeanne, 1997; Dittmar, 1994; 

O‟Cass & Frost, 2002; Vigneron & Johnson, 1999, 2004). Some scholars have proved 

that there are different consumer behaviors between different people, it‟s decided by 

their susceptible in interpersonal relationships influence (Bourne, 1957; Bearden & 

Etzel, 1982; Bushman, 1993; Pantzails, 1995). According to (Leibenstein,1950), the 

relationship between consumer behavior and luxury brands, it must be explained the 

interpersonal pursue and the perfection (Dubois & Laurent,1994), and the situation 

like political, economic and society factors must take into account (Vigneron & 

Johnson,1999,2004). And consume the status or prestige brands contain purchasing a 

higher-priced product in order to exalt one‟s ego, the “luxury” and the consumption of 

luxury products include purchasing a product that appear value to both the individual 

and their significant group. Thus, to impress others, the socially oriented consumption 

of luxury product and human desire and also the personally oriented consumption 
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should be considered in the marketing management of luxury brands. Based on the 

luxury perceptions of personal and interpersonal oriented, it is expected that different 

consumers groups would have different views in the same brands of the luxury value, 

and the overall luxury value of a brand would conform these views from different 

angles. 

   According to the work of Dubois and Laurent (1994), Leibenstein (1950), 

Kapferer (1998), Phau and Prendergast (2000), and Dubois, Laurent, and Czellar 

(2001) on the estimate of luxury brands, Vigneron & Johnson (2004) discussed the 

potential structure of the luxury conception and built a framework for a brand luxury 

index. They put forward that the decision-making process of pursuit luxury consumers 

can be expound by five chief factors that from a semantic web, including individual 

perceptions (perceptual extension, perception of hedonism) and the more often non 

individual perceptions (perceived quality, perceived conspicuousness and perceived 

uniqueness). The model explained here utilizes on current luxury study literature as 

well as Bourdieu‟s capital theory (1984) and expands Vigneron and Johnson‟s five 

respects framework to strengthen the understanding of consumer motivation and value 

perception in luxury consumption.  

   In general, Shukla and Purani (2012）have studied the concept of luxury value in 

cross-national, compare the luxury purchase intention between UK and India. From 

the luxury value perceptions, luxury value consists of five values that are: 

(1) Self-directed symbolic/expressive 

(2) Other- directed symbolic/expressive 

(3) Experiential/hedonic  

(4) Utilitarian/functional 

(5) Cost/sacrifice 



18 
 

   And according to Wiedmann, Hennigs and Siebels (2007), luxury value in the 

consumer‟s perception is through four dimensions: financial, functional, individual 

and social. Financial means the price value. 

   Functional can be divided into: 

(1) Usability value  

 (2) Quality value 

 (3) Uniqueness value 

   Individual consists of three values are:  

 (1) Self-identity value  

 (2) Hedonic value 

 (3) Materialistic value 

   Social is constituted by two values are:  

 (1) Conspicuousness value  

 (2) Prestige value. 

   Based on Hanzaee, Teimourpour and Teimourpour (2012), the luxury value 

concept is constituted by three values: functional, individual and social.   

   Functional can be divided into: 

 (1) Usability value  

 (2) Quality value 

 (3) Uniqueness value 

   Individual consists of three values are:  

 (1) Self-identity value  

 (2) Hedonic value 

 (3) Materialistic value 

   Social is constituted by two values are:  
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(1) Conspicuousness value  

(2) Prestige value. 

   Above mentioned the existing literature on luxury shows that in comparison with 

personal aspects, social and interpersonal orientation dominates luxury-related 

research. A comprehensive model which includes all relevant dimensions – 

psychological and functional needs – that constitute the luxury value of products in 

the customer„s perception is still lacking. The question of what really increase luxury 

value adds the luxury value in the consumer‟s concept explains in this paper by the 

existing three potential dimensions: functional, individual and social (Hanzaee, 

Teimourpour, & Teimourpour, 2012). 

 

2.3 Conceptual Framework 

Independent Variables 

   Shukla and Purani (2010）have researched the luxury value concept affect the 

cross-national contexts, compare the luxury value affect the luxury purchase intention 

between UK and India, the paper developed a framework by five dimensions of 

luxury value concept. The dimensions are Self-directed symbolic/expressive; Other-

directed symbolic/expressive; Experiential/hedonic; Utilitarian/functional; 

Cost/sacrifice. The consumer‟s overall luxury value influenced by five dimensions of 

luxury value, the overall luxury value concept has significant impact on luxury 

purchase intention.  

   In the framework of Wiedmann, Hennigs and Siebels (2009), luxury value is 

related to the four dimensions, and the four dimensions have relation with price value; 

Usability value ; Quality value; Uniqueness value; Self-identity value ; Hedonic value; 

Materialistic value; Conspicuousness value and prestige value. 
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   Hanzaee, Teimourpour and Teimourpour (2012) have studied on segmenting the 

consumers through the concept of luxury value by functional, individual and social, 

the luxury value concept is summarized into eight factors. The framework shows the 

theoretical model of luxury value concept.  

   Bian and Forsythe (2012) have studied the attitude toward purchase intention for 

luxury brands. The paper used the attitude and the affective model as the framework, 

there is an impact of individual features on affective attitude toward purchase 

intention for luxury brands. 

   As per above existing luxury research theory, this paper will apply the theoretical 

model of luxury value model from Hanzaee, Teimourpour and Teimourpour (2012), 

the attitude and purchase intention use the model from Bian and Forsythe (2012) to 

research the relationship between luxury value and purchase intention. A framework 

of luxury value model produced that decision-making process of consumer pursuit of 

luxury can explicated. Luxury value concept consisting of three main key dimensions, 

it can distinguish the relationship between the values and the consumption of luxury 

goods in different consumers. The luxury value really adds in the consumer‟s 

perception is defined in this paper through three dimensions: functional value, 

individual value and social value. Which functional can be divided into usability 

value, quality value and uniqueness value; individual value includes self-identity 

value, hedonic value and materialistic value; social value can be divided into 

conspicuousness value and prestige value two dimensions. For the purpose of this 

paper, we will analyze the purchase intention to possible links to functional value, 

individual value and social value.  

   Figure 2.4 shows about the relationship between usability value, quality value, 

uniqueness value, self-identity value, hedonic value, materialistic value, 
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conspicuousness value and prestige value these eight values and purchase intention.  

(1) Usability value.  

   Classically, designed a product or service to perform a special function to meet the 

needs of consumer, the core interests can be seen from its applicability. The sense of 

usability has been investigated and understood in term of simple to use and can be 

defined by the natural/chemical/technical, tangible or abstract product/service scope 

(Park, Jaworski & Mlnnis, 1986). Usability is in term of the products features and the 

consumer‟s demand. Therefore, there is a different from the judgment of the objective 

and subjective on usability, which depends on personal assessment and the special 

purpose of use. With regard to essential usage, consumers hope the goods they buy to 

look good, work right, keep a long time, and achieve as promised and as expected 

(Fennel, 1978). 

 

(2) Quality value.  

   One of the reasons that consumers buy luxury products is because of its high 

quality reflected in the brand name (Gentry et al, 2001). This is consistent with the 

hypothesis in the field of research quality that luxury goods provided greater product 

quality and performance than non-luxury goods (Quelch, 1987; O‟Cass & Frost, 2002; 

Vigneron & Johnson, 2004). Consumers may think of luxury goods with a high 

quality, and then they can get more value from them (Aaker, 1991). The literature 

luxury consumption often focused on the importance of quality for ensure the 

consciousness of luxury value (Groth & McDaniel, 1993). Moreover, superior the 

consciousness of luxury value (Groth & McDaniel, 1993). Moreover, superior quality 

is like a basic characteristic of a luxury good based on a requirement (Quelch, 1987). 
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 (3) Uniqueness value.  

   Uniqueness is in term of the hypothesis and proof on research, it is interpreted as 

rarity and exclusivity of the product strengthen consumer‟s desire or fascination for it 

(Verhallen, 1982; Pantzalis, 1995). In addition, the desire to strengthen the luxury 

brand has become more expensive（Verhallen & Robben, 1994. Hence, we can 

believe the more unique products, and compared with regular standards, the more 

expensive becomes the more value (Verhallen & Robben, 1994). Therefore, the basic 

value of uniqueness also motivates individual demand for uniqueness (Snyder & 

Fromkin, 1977) they want exclusivity and difference, but its can only be satisfied 

when consumption and use of fixed good is just brought to an exclusive customer 

(Vigneron & Johnson,1999, 2004). A luxury product or service is not require everyone 

can afford to pay or owned, otherwise it would not be considered a luxury good. 

 

(4) Self-identity value.  

   Compared to one‟s own external side, the Self-identity value refers to one‟s 

internal aspect based on self-sensation (Achouri & Bouslama, 2010).generally 

accepted in the theory of consumer behavior that the self-image coincide with the 

relationship between one‟s image and one‟s self-image of a product or service (Mick, 

1986), and that a consumer‟s self- acceptance affect purchase behavior in a product-

image or self-image congruity model (Sirgy, 1982). Puntoni (2001) proved the 

important influence of self-consistency on luxury good consumption. From this 

perspective, consumers may use luxury goods to combine symbolic meaning into their 

own status, or they may use the items to support and develop their status (Vigneron & 

Johnson, 2004). 

 



23 
 

 (5) Hedonic value.  

   Fixed products or services have an emotion value beside their basic function 

(Westbrook & Oliver, 1991). Research in the field of luxury consumption have exhibit 

that luxury goods are seem to provide so intangible and subjective benefits (Dubois & 

Laurent, 1994). And study about the conception of luxury has determined the 

susceptible associations reflected repeatedly with luxury consumption, like pressure 

sence, aesthetic pretty and excitable (Vigneron & Johnson, 2004). Thus, hedonism 

describes the subjective consciousness function and intrinsically attract estates obtain 

from the consumption of a luxury good as cause feelings and emotional states 

received from individual returns and gratification (Westbrook & Oliver, 1991).  

 

(6) Materialistic value.  

   In the field of consumer behavior, the theme of materialism has been generally 

studied since the late 1950s. But with researchers explicate materialism from different 

viewpoints, theoreticians have not yet consent on a single definition (Richins & 

Dawson, 1992). However, property and purchase play an important role in the 

definition of materialism (Daun, 1983). More definitely materialism can be described 

as the extent to which personal mainly find that property play an important role in 

their lives（Chang & Arkin, 2002). 

   The more materialistic consumers are, the more likely they are to have positive 

attitudes towards the purchase and to assign a high precedence to material abundance. 

Superior materialistic personal may, in general understanding, find property to be 

fulfilling and tend to spend more time and energy to related product activities (Belk, 

1985). Study has also found that materialistic oriented consumers heavily depend on 

external cues, favoring those properties that are old or consumed in public (O‟Cass & 
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Muller, 1999). This can be associated with the comprehension of materialists that 

property act as a signal or fountainhead of communicating and depicting of who they 

are and what their identity or position is (Belk.1985). 

 

(7) Conspicuousness value.  

   According to the primary work of Bourne (1957), in the early 1980s, a few of 

researchers carried on studies, pay attention to the impact of reference groups on 

luxury brand consumption (Bearden & Etzel, 1982). Findings revealed that the 

distinctness of a product was definitely related to its susceptibility to the reference 

group. Such as Bearden and Etzel (1982) deduced that luxury products consumed in 

public were seem to be obvious products than secretly consumed luxury products and 

that distinctness consumption still play an important role in shaping preferences for a 

lot of products that are bought or consumed in public environment (Vigneron & 

Johnson, 2004). Therefore, luxury products may be important to personal in seeking 

social status and performance, which means especially that the social class combines 

with a brand play a key factor in obvious consumption.   

  

(8) Prestige value.  

   Few of the current research have stressed the position of status that occurred in 

exchanging information about the owners of products and social relations (Dittmar, 

1994). This agrees with study that originally argumentation how people tended to 

comply with the main opinion of their membership when shaping attitudes (Festinger, 

1954). Thus, one may use a prestige item during the week to comply with one‟s 

professional standing then use a brand during the weekend to conform to the social of 

one‟s vicinity. Therefore, as luxury items often attach prestige values, social 
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referencing and the construct of one‟s own likely to be deciding factors of luxury 

consumption. People‟s aspiration to own luxury brands will act as a symbol of 

member group. This bandwagon effect influences personal to conform to wealthy 

lifestyle or to discriminate themselves from not wealthy lifestyles (Dittmar, 1994). In 

summary, the contribution of reference theory in explain of luxury consumption 

behavior seem to be important for the potential luxury consumption motives. 

 

Dependent Variables  

(1) Attitude toward Luxury 

   According to Festinger (1964), and Ajzen & Fishbein (2000), attitude is the 

behavior intention and evaluate of people in term of their morals and values. Attitude 

shows the innermost feelings, emotion and purpose of external things like places and 

people. The feelings of attitude refer to the understanding of people toward the value 

and necessity of the existence things, it includes the values and morals, values obtain 

the condition of reimbursable loss to affect people‟s behavior. And the morality 

enables people at any cost even sacrifice their lives to achieve their goals. The 

emotion of attitude is one kind of more complicated and stable evaluation and 

experience contact each other of social need, it includes a sense of morality and 

values. Intention is activities of people treat or handle objective thing, it is reaction 

intention of people‟s desire, wish, intention and other acts. Attitude comes from 

people‟s basic desires, needs and beliefs, from morality, values and behavior process 

point of views, it can be divided into psychological individual benefits, psychology 

group home and psychology honors these three levels from low to high generation 

(Eagly & Chaiken, 1993). Jang & Namkung (2009), Gountas & Gountas (2007) show 

that emotional attitudes are related to the positive attitude of trends buy brands in the 
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future. The reason why it will cause emotional attitude is that luxury brands can meet 

the social function of the attitude. Batra & Homer (2004) suggests that influence on 

intentions and behaviors are bigger than the cognitive, emotional attitudes have a 

positive impact on luxury brands purchase intention. 

 

(2) Purchase intention 

   Purchase intention is the probability level that consumers are willing take a 

specific behavior. Based on the analysis of value concept study by Smith and Colgate 

(2007), value concepts are an obvious prediction of consumption. Wiedmann et al. 

(2009) and Tynan et al. (2010) show that the overall luxury value concepts have a 

strong possibility play an important role in purchase intention in a similar luxury 

study . There are different consumption psychologies and consumer‟s Social 

behaviors of consumers in different regions like individualistic and collectivist 

(Redding, 1990).  This fact shows that all influences of value on purchase intention 

may different between the individualistic and collectivist. However, researches of 

previous demonstrate that on research the relationship between luxury value and 

purchase intention in China‟s cosmetic brand in China. 

Conceptual Framework: 
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2.4 Hypothesis 

H1: Usability value has a positive relationship with attitude toward luxury. 

H2: Quality value has a positive relationship with attitude toward luxury. 

H3: Uniqueness value has a positive relationship with attitude toward luxury. 

H4: Self-identity value has a positive relationship with attitude toward luxury. 

H5: Hedonic value has a positive relationship with attitude toward luxury. 

H6: Materialistic value has a positive relationship with attitude toward luxury. 

H7: Conspicuousness value has a positive relationship with attitude toward luxury. 

H8: Prestige value has a positive relationship with attitude toward luxury. 

H9: Attitude toward luxury has a positive relationship with purchase intention. 
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CHAPTER 3 

 

METHODOLOGY 

 

   This chapter includes the items about research methodology as following: 

 3.1 Research Design 

 3.2 Population and Sample 

 3.3 Data Collected 

 3.4 Data analysis 

 

3.1 Research Design 

   This research object of this study is to explore the relationship between luxury 

value and purchase intention from who buy the cosmetics in Nanning, this study used 

the quantitative research method to collects the primary data by questionnaires in 

shopping malls of Nanning.  

   In this study, the questionnaires have two sections. Section 1 is demographic, 

asking cosmetics consumers‟ personal background. Section 2 is based on the variables 

of this study. It is price value, usability value, quality value, uniqueness value, self-

identity value, hedonic value, materialistic value, conspicuousness value, prestige 

value, attitude toward luxury and purchase intention. The questionnaire of 

demographic and luxury value item come from Hanzaee, Teimourpour &Teimourpour 

(2012). Attitude item come from Qin & Forsythe (2011), purchase intention come 

from Shukla & Purani (2012). Table 3.1 shows the sources of questionnaire. The 

questionnaires will be written into English and Chinese. 

   In this research, all the questionnaires were measured using 5-point Likert-type 

response format, with “strongly disagree”, “disagree”, “neutral”, “agree” and 
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“strongly agree”. According the formula [with of the range = (max-min) / level] to 

calculate the scale between the ranges equal (5-1)/5=0.8 each. 

 

Table 3.1.1 The Source of the Questionnaire of Demographic 

 
Demographic The Sources 

1. Age 
 A. 18-27         B.28-37   
 C. 38-47        D. 48 and order 

Hanzaee, Teimourpour &Teimourpour (2012) 
 

2. Marital status 

A. Single         B. Married        
C. Widowed      D. Divorced 

Hanzaee, Teimourpour &Teimourpour (2012) 

 

3. Education 
A. High school graduate    
B. University graduate     
C. Post grade degree    
D. Religious education 

Hanzaee, Teimourpour &Teimourpour (2012) 
 

4. Occupation 
A. Student       B. Self-employed     
C. Freelance  D. Executive employee       E. Civil 
servant    F. Worker          
G. Not employed 

Hanzaee, Teimourpour &Teimourpour (2012) 
 

5. Month income 
A. less than 1000 Yuan   

B. 1001-2000 Yuan    
C. 2001-3000 Yuan 
D.3001-4000Yuan       
E.4001-5000 Yuan      
F. More than 5000 Yuan 

Hanzaee, Teimourpour &Teimourpour (2012) 
 

 

 

Table 3.1.2 The Source of the Questionnaire of Usability Value 

 
Usability Value The Sources 

I think using luxury cosmetic is necessary. Hanzaee, Teimourpour &Teimourpour (2012) 
Using luxury cosmetic can improve the quality of life.  

I tend to use luxury cosmetic brands.  

 

 

Table 3.1.3 The Source of the Questionnaire of Quality Value 

 
Quality Value The Sources 

One of the key features of luxury cosmetic brands is 
quality. 

Hanzaee, Teimourpour &Teimourpour (2012) 

In my opinion, the high price of luxury cosmetics brands is 
for their quality. 

 

I always pay more for the best quality.  
The performance of luxury cosmetics brands should fit 

what is has promised to be. 
 

Luxury cosmetics brands are expected to comply with high 
standards. 

 

The main reason of purchasing luxury cosmetics brands is 
theirs quality. 
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Table 3.1.4 The Source of the Questionnaire of Uniqueness Value 

 
Uniqueness Value The Sources 

Real luxury cosmetic brands cannot be high 

production. 

Hanzaee, Teimourpour &Teimourpour (2012) 

Few people have real luxury cosmetic brands.  
The luxury cosmetic brands should not be sold in 

general stores. 
 

I enjoy having the luxury cosmetic brands that others 

don‟t have. 
 

I can pay more for rare luxury cosmetic brands.  
I don‟t like to buy luxury cosmetic brands that many 
people can buy. 

 

I think luxury cosmetic brands that can afford are less 

valuable. 
 

 

 

Table 3.1.5 The Source of the Questionnaire of Self-identity Value 

 
Self-identity Value The Sources 

Owing luxury cosmetic brands has an influence on 

my self-confident. 

Hanzaee, Teimourpour &Teimourpour (2012) 

Luxury cosmetic brands cannot influence my self-

confident. 
 

I buy luxury cosmetic brands just meet my personal 

style not to impress others. 
 

 

 

Table 3.1.6 The Source of the Questionnaire of Hedonic Value 

 
Hedonic Value The Sources 

Owing luxury cosmetic brands are enjoyable. Hanzaee, Teimourpour &Teimourpour (2012) 
Luxury cosmetic brands should give me happiness.  
I think the luxury cosmetic brands have a 

characteristic of anesthesia. 
 

Luxury cosmetic brands consumption should give me 

a sense of self-satisfaction. 
 

Buying the luxury cosmetic brands is a way to 

decrease the pressure for me. 
 

 

 

Table 3.1.7 The Source of the Questionnaire of Materialistic Value 

 
Materialistic Value The Sources 

People‟s level of assets in society shows the level of 

success in life. 
Hanzaee, Teimourpour &Teimourpour (2012) 

I think money can bring happiness.  
If I „m able to afford more things I like, I will be very 

happy. 
 

The standard of evaluating the people is the amount of 

money that people have. 
 

One of important wishes in my life is to have luxury 

cosmetic brands. 
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Table 3.1.8 The Source of the Questionnaire of Conspicuousness Value 

 
Conspicuousness Value The Sources 

If using famous luxury cosmetic brands, others will pay 

attention to you. 

Hanzaee, Teimourpour &Teimourpour (2012) 

I tend to buy the new style of luxury cosmetic brands.  
I think owing luxury cosmetic brands is a symbol of 

social status. 
 

I like that people know the price of the brands I have 

bought. 
 

With owing luxury cosmetic brands, I can show people I 

am rich. 
 

I tend to show up all luxury cosmetic brands that I 

bought. 
 

An important problem for me is how people look at me.  

 

 

Table 3.1.9 The Source of the Questionnaire of Prestige Value 

 
Prestige Value The Sources 

Using a high price cosmetic brand make me more 

valuable. 

Hanzaee, Teimourpour &Teimourpour (2012) 

I like to know what cosmetic brand seem valuable to 

others. 
 

I think other notice you are rich by using the most 

expensive cosmetic brands. 
 

People who buy luxury cosmetic brands are more 

esteemed by others. 
 

I tend to use the cosmetic brands that rich or famous 

people use. 
 

I buy the cosmetic brands that can impress others.  
Others opinion on the expensive cosmetic brands that I 

buy is not important for me. 
 

 

 

Table 3.1.10 The Source of the Questionnaire of Attitude toward Luxury 

 

Table 3.1.11 The Source of the Questionnaire of Purchase Intention 

 
Purchase Intention The Sources 

I would buy luxury cosmetic brands just because they have 

status. 
Shukla & Purani (2012) 

I would pay more for luxury cosmetic brands if they have 

status. 
 

Luxury cosmetic brands are important for me because they 
make me feel more satisfied in my daily work. 

 

Owing luxury cosmetic brands is a symbol of wealth.  
I buy luxury cosmetic brands to tell people who I am.  

Attitude toward Luxury The Sources 

Luxury cosmetic brands would bring me pleasure. Qin & Forsythe (2011) 

 Luxury cosmetic brands would make me feel well. 

Luxury cosmetic brands would be one of my 

enjoyments. 
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3.2 Population and Sample  

   Nanning is Capital of Guangxi province, according to Nanning population survey 

(2016), the resident population of Nanning city is 6,896,100, the urban population is 

4.1432 million accounting for 59.31%, and the rural population is 2.8429 million, 

accounting for 40.69%. On gender composition, the population of male for 3.6211 

million, accounting for 51.83%, the population of female for 3.365 million, and 

accounting for 48.17%. There are around 2.52 million women over the age of 18. So 

the population of this study is 2.52 million (2,520,000), is the total population of 

Nanning in 2015.  

 

3.2.1 Sampling Strategy 

 

Table 3.2.1 Krecie and Morgan Table 

 
Table for Determining Sample Size for a Given Population 

N S N S N S N S N S 

10 10 100 80 280 162 800 260 2800 338 

15 14 110 86 290 165 850 265 3000 341 

20 19 120 92 300 169 900 269 3500 246 

25 24 130 97 320 175 950 274 4000 351 

30 28 140 103 340 181 1000 278 4500 351 

35 32 150 108 360 186 1100 285 5000 357 

40 36 160 113 380 181 1200 291 6000 361 

45 40 180 118 400 196 1300 297 7000 364 

50 44 190 123 420 201 1400 302 8000 367 
55 48 200 127 440 205 1500 306 9000 368 

60 52 210 132 460 210 1600 310 10000 373 

65 56 220 136 480 214 1700 313 15000 375 

70 59 230 140 500 217 1800 317 20000 377 

75 63 240 144 550 225 1900 320 30000 379 

80 66 250 148 600 234 2000 322 40000 380 

85 70 260 152 650 242 2200 327 50000 381 

90 73 270 155 700 248 2400 331 75000 382 

95 76 270 159 750 256 2600 335 100000 384 

Note:  “N” is population size 

      “S” is sample size. 

Source: Krecie & Morgan 1970 
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Table 3.2.2 Required Sample Size of Krecie and Morgan 

 

 
Required Sample Size 

Population size Confidence =95% Confidence =99% 

 Margin of error Margin of error 
 5.0% 3.5% 2.5% 1.0% 5.0% 3.5% 2.5% 1.0% 

10 10 10 10 10 10 10 10 10 
20 19 20 20 20 19 20 20 20 
30 28 29 29 30 29 29 30 30 
50 44 47 48 50 47 48 49 50 
75 63 69 72 74 67 71 73 75 
100 80 89 94 99 87 93 96 99 
150 108 126 137 148 122 135 142 149 
200 132 160 177 196 154 174 186 198 
250 152 190 215 244 182 211 229 246 
300 169 217 251 291 207 246 270 295 
400 146 265 318 384 250 309 348 391 
500 217 306 377 475 285 365 421 485 
600 234 340 432 565 315 416 490 579 
700 248 370 481 653 341 462 564 672 
800 260 396 526 739 363 503 615 763 

1000 278 440 606 906 399 575 727 943 
1200 291 474 674 1067 427 636 827 1119 
1500 306 515 759 1297 460 712 959 1376 

   2000 322 563 869 1655 498 808 1141 1785 
   2500 333 597 952 1984 524 879 1288 2173 

3500 346 641 1068 2565 558 977 1510 2890 
5000 357 678 1176 3288 586 1066 1734 3842 
7500 365 710 1275 4211 610 1147 1960 5165 
10000 370 727 1332 4899 622 1193 2098 6239 
25000 378 760 1448 6939 646 1285 2399 9972 
50000 381 772 1491 8056 655 1318 2520 12455 
75000 382 776 1506 8514 658 1330 2563 13583 
100000 383 778 1513 8762 659 1336 2585 14227 
250000 384 782 1527 9248 662 1347 2626 15555 
500000 384 783 1532 9423 663 1350 2640 16055 

1000000 384 783 1534 9512 663 1352 2647 16317 
2500000 384 783 1536 9567 663 1353 2651 16478 
10000000 384 784 1536 9594 663 1354 2653 16560 
100000000 384 784 1537 9603 663 1354 2654 16584 
300000000 384 784 1537 9603 663 1354 2654 16586 

 
Source: Krecie & Morgan 1970 

 

 

   Consider to the uncertainty of the china cosmetics brands consumers, the sample 

size for this study according to the table for determining sample size of Krecie and 

Morgan (1970), the population of women over the age of 18 in Nanning is 2,520,000, 

based on the table 3.2.1, the population more than 2,500,000, and less than 

10,000,000, hence when N= 2,500,000, e= 5% (the confidence level at least 95%), the 

sample size is 384, considering about some questionnaires can‟t use, so send 400 

questionnaires. 
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3.3 Data Collection 

3.3.1 Tools 

   In this study, data is collected through questionnaire, the questionnaire are 

collected form 400 sampling from Chinese consumers who buy the cosmetic product 

in shopping malls of Nanning. The data is mostly collected from department Store, 

parkson shopping center, Wal-mart shopping center and other cosmetics stores in city 

center. The author will use the traditional paper questionnaire form to get data. 

 

3.3.2 Plan 

   The data will be mostly collected from the cosmetics store in Nanning, during 1th-

31th December, 2016. The author will get data by questionnaire as follow: 

 

Table 3.3.2 Plan of Collect Data 

 
Date Place Surveys Distributed 

1th-7th Deb 2016 department Store 100 

8th-15th Deb 2016 parkson shopping center 100 

16th-23th Deb 2016 Wal-mart shopping center 100 

24th-31th Deb 2016 Other cosmetics stores in city center        100 

 

 

3.4 Data Analysis 

   This study used the descriptive statistic and inferential statistic to analyze data. 

Descriptive analysis like frequency and percentage was used to describe the basic 

characteristics of the demographic. It was also used to calculate the mean value and 

standard deviation of each statement in questionnaire. Inferential analysis was used to 

analyze the relationship between each independent variable and dependent variable. 

   Multiple regression analysis was applied to test whether luxury value have a 

positive relationship with attitude toward luxury. Luxury value includes price value, 
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usability value, quality value, uniqueness value, self-identity value, hedonic value, 

materialistic value, conspicuousness value, prestige value. 

   Simple regression analysis was applied to test the relationship between attitude 

towards luxury and purchase intention. 

 

3.5 Reliability Test 

   In order to ensure an effective questionnaire, it is need to test it before distributing 

it. The credibility of the survey questions were measured by Cronbach‟s Alpha. 

Cronbach‟s alpha value is a tool for testing the consistency of questionnaire. It‟s 

considered to be reliable and acceptable if Cronbach‟s alpha value greater than 0.7 

(Nunnally & Berstein, 1994). The test results of reliability have been shown as 

follows: 

Table 3.5 Reliability Test of the Questionnaire 

 
 

Factor 

Cronbach’s Alpha 

(Pre-test) 

Cronbach’s Alpha 

(Final) 

Usability value 0.910 0.758 

Quality value 0.910 0.771 

Uniqueness value 0.894 0.746 

Self-identity value 0.902 0.760 

Hedonic value 0.899 0.739 

Materialistic value 0.898 0.734 

Conspicuousness value 0.907 0.753 

Prestige value 0.896 0.746 

Attitude toward luxury 0.905 0.767 

Purchase Intention 0.902 0.744 

 

   Based on the result of reliability test, was performed for usability value, quality 

value, uniqueness value, satisfaction, self-identity value, hedonic value, materialistic 

value, conspicuousness value, prestige value, attitude toward luxury and purchase 

Intention, resulting in Cronbach‟s alpha were all greater than 0.7, which is an 

indication of a reliable and acceptable questionnaires in this research. 
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CHAPTER 4 

 

RESULTS OF ANALYSIS 

 

   This chapter was included the parts as following: 

   4.1 Demographic Characteristic 

 4.2 The Level of Agreement Analysis 

   4.3 Hypothesis Testing  

   4.4 Summary of Hypothesis Testing Result 

 

4.1 Demographic Characteristic 

   In the section one, each survey object use Chinese cosmetics, the brands consumer 

use are different, the percentage and frequency of Cosmetics consumer information was 

show as follow: 

 

Table 4.1.1 Demographic Type in the Sample of 384 Respondents 

 
Cosmetics Information Frequency Percentage% 

Use Chinese cosmetic 

use 384 100% 

Not use 0 0% 

 

   The table showed that there were 384 female of respondent which account for 

100%.  

   In the second part, it surveys the situation of consumer's consumption of cosmetics, 

the percentage and frequency of cosmetics consumer information was show in the table 

4.1.2. 
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Table 4.1.2 Consumption Situation in the Sample of 384 Respondents 

 
Consumption Situation Frequency Percentage% 

Frequency of using cosmetics 
Every day use 173 45.05 

1-3 day 77 20.05 

Twice 2 98 25.52 

one week 26 6.77 

more than 10 days 10 2.60 

Spend on cosmetics 
Less than 100yuan 44 11.46 

100-299yuan 93 24.22 

300-499yuan 149 38.80 

500-999yuan 86 22.40 

More than 1000yuan 12 3.13 

Used brand 
CHEDO  93 24.22 

HERBORIST 105 27.34 

INOHERB 97 25.26 

MAXAM 24 6.25 

Dabao 28 7.29 

other Chinese brands 37 9.71 

 

For the consumer consumption situation, there are 173 respondents (45.05%) use 

Chinese brand every day, there are 77 respondents (20.05%) use Chinese brand Every 

1-3 days, there are 98 respondents (25.52%) use Chinese brand twice a day, there are 

26 respondents (6.77%) use Chinese brand once a week, there are 10 respondents (2.6%) 

use Chinese brand for more than 10 days. 

For the month cosmetic consumption, there are 44 respondents (11.46%) consume 

less than 1000 Yuan, there are 93 respondents (22.42%) consume 100-299 Yuan, there 

are 149 respondents (38.8%) consume 300-499 Yuan, there are 186 respondents (22.4%) 

consume 500-999 Yuan, and there are 12 respondents (3.13%) consume more than 

1,000 Yuan. 

   There are 93 respondents (24.22%) ever used CHEDO, there are 105 respondents 

(27.34%) ever used HERBORIST, there are 97 respondents (25.26%) ever used 

INOHERB, there are 24 respondents (6.25%) ever used MAXAM, there are 28 
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respondents (7.29%) ever used Dabao, and there are 37 respondents (9.71%) ever used 

other Chinese brands. 

   The Demographic sector of this research consists of gender, age, education, income, 

occupation, marital status, and race. The percentage and frequency of demographic 

information were summarized in Table 4.1.3. 

 

Table 4.1.3 Demographic Type in the Sample of 384 Respondents 

 
Demographic Frequency Percentage% 

  Age 
18-27 135 35.16% 

28-37 179 46.61% 

38-47 70 18.23% 

48 and order 0 0% 

  Marital status 
Single 252 65.63% 

Married 132 34.38% 

Widowed 0 0% 

Divorced 0 0% 

  Education 

Education 

High school graduate 67 17.45% 

University graduate 307 79.95% 

Post grade degree 10 2.6% 

Doctor education 0 0% 

  Occupation 
Student 56 14.58% 

Self-employed 118 30.73% 

Freelance 24 6.25% 

Executive employee 172 44.79% 

Civil servant 11 2.86% 

Worker 3 0.78% 

Not employed 0 0% 

 Month income 
1000 Yuan or less 33 8.59% 

1001-2000 Yuan 52 13.54% 

2001-3000 Yuan 65 16.93% 

3001-4000 Yuan 100 26.04% 

4001-5000 Yuan 67 17.45% 

More than 5000 Yuan 67 17.45% 
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There are 135 respondents (35.16%) in the second largest group that age 

between18 to 27, there are 179 respondents (46.61%) in the largest group that age 

between 28 to37, and there are 70 respondents (18.23%) in the group that age between 

38 to 47, and there are 0 respondents (0%) that age 48 and older. 

There are 4 groups of marital status. The largest group is single, never married, 

which accounts for 65.63%, total 252 respondents. Married or domestic partnership 

accounts for 34.38%, which has 132 respondents. And there are 0 and 0 respondents are 

fall in the group widowed and divorced.   

For education level, 67 respondents (17.65%) are high school level, 307 

respondents (79.95%) are university graduate, 10 respondents (2.6%) are post grade 

degree, 0 respondents (0%) are doctoral levels or above. 

   For occupation, Student accounts for 14.58%, which are 56 respondents. Self-

employed accounts for 30.73%, which are 118 respondents. Freelance accounts for 

6.25%, which are 24 respondents. Executive employee accounts for 44.79%, which are 

172 respondents. Civil servant accounts for 2.86%. Worker accounts for 0.78%. Not 

employed accounts for 0%. 

   Monthly income of 33 respondents with 1,000 Yuan or less accounts for 8.59%. 

Monthly income of 52 respondents with 1,001 to 2,000 Yuan accounts for 13.54%. 

Monthly income of 65 respondents with 2,001 to 3,000 Yuan accounts for 16.93%. 

Monthly income of 100 respondents with 3,001 to 4,000 Yuan accounts for 20.06%. 

Monthly income of 67 respondents with 4,001 to 5,000 Yuan accounts for 17.45%, 

which is the largest group in terms of monthly income in this study. And there are 67 

respondents earn more than 5,000 Yuan accounts for 17.45%. 
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4.2 The Level of Agreement Analysis 

 

The following contains the descriptive statistic results of the variables. Each tables 

showed the mean and standard deviation of each statement in questionnaire. 

 

4.2.1 Luxury Value 

Table 4.2.1 Descriptive Statistic Results of Destination Image 

Destination Image Mean SD 

Usability value 3.91 .438 
I think using luxury cosmetic is necessary. 4.12 .729 
Using luxury cosmetic can improve the quality of life. 4.11 .776 
I tend to use luxury cosmetic brands. 3.51 .792 

Quality value 4.12 .351 
One of the key features of luxury cosmetic brands is quality. 4.16 .862 

In my opinion, the high price of luxury cosmetics brands is for their quality. 4.17 .831 
I always pay more for the best quality. 3.61 .743 

The performance of luxury cosmetics brands should fit what is has promised to be. 4.29 .764 
Luxury cosmetics brands are expected to comply with high standards. 4.23 .802 

The main reason of purchasing luxury cosmetics brands is theirs quality. 4.11 .839 

Uniqueness value 3.62 .380 
Real luxury cosmetic brands cannot be high production. 4.21 .826 
Few people have real luxury cosmetic brands. 3.56 .802 

The luxury cosmetic brands should not be sold in general stores.  3.55 .832 
I enjoy having the luxury cosmetic brands that others don‟t have. 3.47 .778 

I can pay more for rare luxury cosmetic brands. 3.51 .765 
I don‟t like to buy luxury cosmetic brands that many people can buy. 3.42 .781 

I think luxury cosmetic brands that can afford are less valuable. 3.69 .789 

Self-identity value 3.53 .546 
Owning luxury cosmetic brands has an influence on my self-confident. 3.68 .800 
Luxury cosmetic brands cannot influence my self-confident. 3.22 .946 

I buy luxury cosmetic brands just meet my personal style not to impress others. 3.72 .757 

Hedonic value 3.70 .451 
Owning luxury cosmetic brands are enjoyable. 3.74 .872 
Luxury cosmetic brands should give me happiness. 3.77 .830 

I think the luxury cosmetic brands have a characteristic of anesthesia. 3.58 .774 
Luxury cosmetic brands consumption should give me a sense of self-satisfaction. 3.70 .793 

Buying the luxury cosmetic brands is a way to decrease the pressure for me. 3.67 .776 

Materialistic value 3.49 .434 
People‟s level of assets in society shows the level of success in life. 3.55 .724 
I think money can bring happiness. 3.69 .861 

If I „m able to afford more things I like, I will be very happy. 3.81 .793 
The standard of evaluating the people is the amount of money that people have. 3.53 .804 

One of important wishes in my life is to have luxury cosmetic brands. 3.67 .805 

Conspicuousness value 3.58 .367 
If using famous luxury cosmetic brands, others will pay attention to you. 3.59 .803 
I tend to buy the new style of luxury cosmetic brands. 3.59 .766 

I think owning luxury cosmetic brand is a symbol of social status. 3.63 .774 
I like that people know the price of the brands I have bought. 3.57 .769 

With owning luxury cosmetic brands, I can show people I am rich. 3.54 .754 
I tend to show up all luxury cosmetic brands that I bought. 3.51 .772 

An important problem for me is how people look at me. 3.60 .771 

Prestige value 3.59 .364 
Using a high price cosmetic brand make me more valuable. 3.71 .850 
I like to know what cosmetic brand seem valuable to others. 3.53 .747 

I think other notice you are rich by using the most expensive cosmetic brands. 3.54 .794 
People who buy luxury cosmetic brands are more esteemed by others. 3.66 .785 

I tend to use the cosmetic brands that rich or famous people use. 3.55 .721 
I buy the cosmetic brands that can impress others. 3.51 .761 

Others opinion on the expensive cosmetic brands that I buy is not important for me. 3.69 .747 
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   The table 4.2.1 shows that the statements with the highest mean value in usability 

value is “I think using luxury cosmetic is necessary” (mean=4.12). Following by „Using 

luxury cosmetic can improve the quality of life‟ (mean=4.11), and „I tend to use luxury 

cosmetic brands‟ (mean=3.51). 

   For the quality value, respondents most agree with the statement „The performance 

of luxury cosmetics brands should fit what is has promised to be‟ (mean=4.29). The 

second agree with the statement „Luxury cosmetics brands are expected to comply with 

high standards‟ (mean=4.23). The third most agree with the statement „In my opinion, 

the high price of luxury cosmetics brands is for their quality‟ (mean=4.17). Following 

by „One of the key features of luxury cosmetic brands is quality‟ (mean=4.16). „The 

main reason of purchasing luxury cosmetics brands is theirs quality‟ (mean=4.11). 

Statements with lowest mean value is „I always pay more for the best quality 

(mean=3.61). 

   From the table 4.2.1, the result showed that respondents most agree in uniqueness 

value with the statement „Real luxury cosmetic brands cannot be high production‟ 

(mean=4.21). Respondents second agree with the statement „I think luxury cosmetic 

brands that can afford are less valuable‟ (mean=3.69). Follow by „Few people have real 

luxury cosmetic brands‟ (mean=3.56), „The luxury cosmetic brands should not be sold 

in general stores‟ (mean=3.55), „I can pay more for rare luxury cosmetic brands‟ 

(mean=3.51), „I enjoy having the luxury cosmetic brands that others don‟t have‟ 

(mean=3.47), and „I don‟t like to buy luxury cosmetic brands that many people can 

buy‟ (mean=3.42). 

   For the self-identity value, respondents most agree with the statement „I buy luxury 

cosmetic brands just meet my personal style not to impress others‟ (mean=3.72). 

Respondents second agree with the statement „Owning luxury cosmetic brands has an 
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influence on my self-confident‟ (mean=3.68). Respondents least agree with the 

statement „Luxury cosmetic brands cannot influence my self-confident‟ (mean=3.22). 

   The table shows that the statements with the highest mean value in hedonic value is 

„Luxury cosmetic brands should give me happiness‟ (mean=3.77). The statement with 

the second mean value is „Owning luxury cosmetic brands are enjoyable‟ (mean=3.74). 

The statement with the third value is „Luxury cosmetic brands consumption should give 

me a sense of self-satisfaction‟ (mean=3.70). Following by „Buying the luxury 

cosmetic brands is a way to decrease the pressure for me‟ (mean=3.67), and „I think the 

luxury cosmetic brands have a characteristic of anesthesia‟ (mean=3.58). 

   For the materialistic value, respondents most agree with the statement „If I „m able 

to afford more things I like, I will be very happy‟ (mean=3.81). Respondents second 

agree with the statement „I think money can bring happiness‟ (mean=3.69). „One of 

important wishes in my life is to have luxury cosmetic brands‟ (mean=3.67) and 

„People‟s level of assets in society shows the level of success in life‟ (mean=3.55). 

Follow by „The standard of evaluating the people is the amount of money that people 

have‟ (mean=3.53). 

   The table shows that the statements with the highest mean value in conspicuousness 

value is „I think owning luxury cosmetic brand is a symbol of social status‟ 

(mean=3.63). The statement with the second mean value is „An important problem for 

me is how people look at me‟ (mean=3.60). The statement with the third value is „If 

using famous luxury cosmetic brands, others will pay attention to you‟ (mean=3.59), 

and “I tend to buy the new style of luxury cosmetic brands” (mean=3.59), Following by 

„I like that people know the price of the brands I have bought‟ (mean=3.57), „With 

owning luxury cosmetic brands, I can show people I am rich‟ (mean=3.54), and „I tend 

to show up all luxury cosmetic brands that I bought‟ (mean=3.51). 
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   For the prestige value, respondents most agree with the statement „Using a high 

price cosmetic brand make me more valuable‟ (mean=3.71). Respondents second agree 

with the statement „Other opinion on the expensive cosmetic brands that I buy is not 

important for me‟ (mean=3.69). Respondents third agree with the statement „People 

who buy luxury cosmetic brands are more esteemed by others‟ (mean=3.66). Follow by 

„I tend to use the cosmetic brands that rich or famous people use‟ (mean=3.55), „I think 

other notice you are rich by using the most expensive cosmetic brands‟ (mean=3.54), „I 

like to know what cosmetic brand seem valuable to others‟ (mean=3.53), and „I buy the 

cosmetic brands that can impress others‟ (mean=3.51). 

 

4.2.2 Attitude toward Luxury 

 

Table 4.2.2 Descriptive Statistic Results of Destination Image 

 
Destination Image Mean SD 

Attitude toward luxury 4.05 .503 

Luxury cosmetic brands would bring me pleasure. 4.27 .838 

Luxury cosmetic brands would make me felt well. 4.20 .881 

Luxury cosmetic brands would be one of my enjoyments. 4.16 .890 

    

   The table 4.2.2 shows that the statements with the highest mean value in 

conspicuousness value is „Luxury cosmetic brands would make me felt well‟ 

(mean=4.27). The statement with the second mean value is „Luxury cosmetic brands 

would be one of my enjoyments‟ (mean=4.20). Following by „Luxury cosmetic brands 

would bring me pleasure‟ (mean=4.16). 
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4.2.3 Purchase Intention 

 

Table 4.2.3 Descriptive Statistic Results of Destination Image 

 
Destination Image Mean SD 

Purchase Intention 3.30 .484 

I would buy luxury cosmetic brands just because they have status. 3.08 .871 

I would pay more for luxury cosmetic brands if they have status. 3.10 .914 

Luxury cosmetic brands are important for me because they make me feel more 

satisfied in my daily work. 

3.34 .939 

Owning luxury cosmetic brands is a symbol of wealth. 3.09 .952 

I buy luxury cosmetic brands to tell people who I am. 3.05 .888 

    

   From the table, it shows that respondents most agree with the statement „Luxury 

cosmetic brands are important for me because they make me feel more satisfied in my 

daily work‟ (mean=3.34). Respondents second agree with the statement „I would pay 

more for luxury cosmetic brands if they have status‟ (mean=3.10). Respondents third 

agree with the statement „Owning luxury cosmetic brands is a symbol of wealth‟ 

(mean=3.09). Following by „I would buy luxury cosmetic brands just because they have 

status‟ (mean=3.08), and „I buy luxury cosmetic brands to tell people who I am‟ 

(mean=3.05). 

 

4.3 Hypothesis Testing 

4.3.1 Testing Hypothesis 1 to Hypothesis 8 by using Multiple Regression. 

Table 4.3.1 Results of Hypothesis 1 to Hypothesis 8 Tests 

 
 Variable Understand 

coefficients 

B 

Standardized 

coefficients 

Beta 

t Sig. 

(p<0.

05) 

Tolerance VIF 

(Constant) 0.921  2.329 0.020   

Usability value 0.023 0.020 0.422 0.673 0.948 1.055 

Quality value 0.169 0.118 2.367 0.018 0.867 1.153 

Uniqueness value 0.046 0.035 0.642 0.521 0.734 1.363 

Self-identity value 0.107 0.116 2.177 0.030 0.764 1.309 

Hedonic value 0.190 0.171 3.065 0.002 0.699 1.431 

Materialistic value 0.024 0.021 0.351 0.725 0.629 1.590 

Conspicuousness value 0.054 0.040 0.734 0.463 0.744 1.343 

Prestige value 0.228 0.165 2.825 0.005 0.634 1.578 

 R=0.435 R
2

=0.189 Adjusted R
2
=0.172 F=10.932  
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   The equation of multiple linear regressions is Y = β0 + β1X1 + β2X2 +…… + 

βpXp. When Y is the dependent variable (attitude toward luxury), X1, X2, X3, X4, X5, 

X6, X7and X8 is the independent variables (usability value, quality value, uniqueness 

value, self-identity value, hedonic value, materialistic value, conspicuousness value, 

and prestige value),  the multiple regression equation for the relationship between 

Usability value, Quality value, Uniqueness value, Self-identity value, Hedonic value, 

Materialistic value, Conspicuousness value, and Prestige value on attitude toward 

luxury was written as: Y = 0.921+ 0.02X1 + 0.118X2 + 

0.035X3+0.116X4+0.171X5+0.021X6+0.040X7+0.165X8. 

   According to table 4.3.1, the result showed that there was 17.2% (R
2
=0.172) of 

variance in the dependent variable (attitude toward luxury) which can be explained by 

eight independent variables (usability value, quality value, uniqueness value, self-

identity value, hedonic value, materialistic value, conspicuousness value, and prestige 

value). 

   The result revealed that usability value (p value=0.673), quality value (p 

value=0.018), uniqueness value (p value=0.521), self-identity value (p value=0.030), 

hedonic value (p value=0.002), materialistic value (p value=0.725), conspicuousness 

value (p value=0.463), prestige value (p value=0.005), there were a relationship 

between quality value, self-identity value, hedonic value, prestige value and attitude 

toward luxury, because the p value of independent variables were all less than 0.05. 

Thus, hypothesis 2, hypothesis 4, hypothesis 5 and hypothesis 8 were accepted. There 

were no relationship between usability value, uniqueness value, materialistic value, 

conspicuousness value and attitude toward luxury. Furthermore, quality value 

(β=0.118), self-identity value (β=0.116), hedonic value (β=0.171), and prestige value 

(β=0.165) were relative high, which was considered that there were a relationship 
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between quality value, self-identity value, hedonic value, prestige value and attitude 

toward luxury. 

 

4.3.2 Testing Hypothesis 9 

Table 4.3.2 Result of Hypothesis 9 Test 

 
Variable Understand 

coefficients 

B 

Standardized 

coefficients 

Beta 

t Sig. 

(p<0.05) (Constant) 2.354  12.087  

Attitude toward luxury 0.234 0.244 4.913 0.000 

R=0.244 R
2
=0.059 Adjusted R

2
=0.057 F=24.135 

 

   The equation of simple regression is Y = β0 + β1X. With the dependent variable 

(purchase intention) y, the independent variable (attitude toward luxury) x, the 

regression equation for this relationship was written as: y = 2.354+0.244x.  

From the Table 4.3.2, the result showed that there was 5.9% (R
2
=0.59) of variance 

in the dependent variable (purchase intention) which can be explained by independent 

variable (attitude toward luxury). 

And the result revealed that there was a significant relationship between attitude 

toward luxury and purchase intention, which the p value less than 0.05. Therefore, 

hypothesis 9 was accepted. 

 

4.4 Summary of Hypothesis Testing Result 

   The result was showed in Table 4.4. There are total 9 hypotheses that analyzed on 

usability value, quality value, uniqueness value, self-identity value, hedonic value, 

materialistic value, conspicuousness value, prestige value, attitude toward luxury and 

purchase intention in this research. 
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Table 4.4 Summary of Hypothesis Testing Result 

 

Item Description of Hypothesis Result 

H1 Usability value has a positive relationship with attitude toward luxury. Rejected 

H2 Quality value has a positive relationship with attitude toward luxury. Accepted 

H3 Uniqueness value has a positive relationship with attitude toward 

luxury. 

Rejected 

H4 Self-identity value has a positive relationship with attitude toward 

luxury. 

Accepted 

H5 Hedonic value has a positive relationship with attitude toward luxury. Accepted 

H6 Materialistic value has a positive relationship with attitude toward 

luxury. 

Rejected 

H7 Conspicuousness value has a positive relationship with attitude toward 

luxury. 

Rejected 

H8 Prestige value has a positive relationship with attitude toward luxury. Accepted 

H9 Attitude toward luxury has a positive relationship with purchase 

intention. 

Accepted 
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CHAPTER 5 

 

CONCLUSION, DISCUSSION, LIMITATION AND RECOMMENDATION 

 

   The purposes of this chapter are included the following contents: 

   5.1 Conclusion.  

   5.2 Discussion.  

   5.3 Implication.  

   5.4 Limitation and Suggestion.  

 

5.1 Conclusion 

   This study was intended to investigate the relationship between luxury value and 

attitude toward luxury of Chinese luxury cosmetics. To research the relationship 

between attitude toward luxury and purchase intention of Chinese luxury cosmetics, 

and to study the female purchasing Chinese luxury cosmetics brands in Nanning. 

   There were 384 qualified questionnaires had been collected from department store, 

Parkson shopping center and each cosmetics exclusive shop. For the demographic, 

there are most of the respondents use cosmetic every day. Most of the respondents 

spend 300-499 Yuan on cosmetic use per month. And most of the respondents ever used 

the Chinese cosmetic brand HERBORIST. In the respondents‟ profile, the largest age 

group was 18 to 37, many of them were single. Most of the respondents hold the 

bachelor degree. Many of the participants were executive employee. The respondents 

earned over 3,001-4,000 Yuan per month is the largest group.  

   The study was going to examine the relationship between usability value, quality 

value, uniqueness value, self-identity value, hedonic value, materialistic value, 
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conspicuousness value, prestige value and the attitude toward luxury, and the 

relationship between the attitude toward luxury and purchase intention. 

   The findings revealed that there was no relationship between usability value and 

attitude toward luxury, there is a relationship between quality value and attitude toward 

luxury, there is no relationship between uniqueness value and attitude toward luxury, 

there is a relationship between self-identity value and attitude toward luxury, there is a 

relationship between hedonic value and attitude toward luxury, there is no relationship 

between materialistic value and attitude toward luxury, there is no relationship between 

conspicuousness value and attitude toward luxury, there is a relationship between 

prestige value and attitude toward luxury, and there is a relationship between attitude 

toward luxury and purchase intention.  

   The research result shows that female purchase intention of Chinese luxury 

cosmetics brands in Nanning. Nanning female paid attention to quality, self-identity, 

hedonic and prestige these aspects when buying Chinese luxury cosmetics. 

 

5.2 Discussion. 

   From the results of chapter 4, there are no relationship between some variables and 

luxury value and purchase intention. 

5.2.1 Usability Value  

   According to the result, there is no relationship between usability value and attitude 

toward luxury, so the hypotheses were rejected by empirical results. The results seem 

inconsistent with the literature reviews, such as Fenne (1978), Park, Jaworski & Mlnnis 

(1986).  

   Shukla and Purani (2010) in his research study the concept of luxury value in cross-

national, compare the luxury purchase intention between UK and India. It was found 
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that from the result of examining the relationship between usability value and purchase 

intention between UK and India, the hypothesis of usability value has a relationship 

with purchase intention in India is rejected.  

   In this study selected only Nanning city to investigate the female purchase intention 

of luxury cosmetics. That is to say sample selection has limitation. Thus, the results of 

this study are inconsistent with the hypothesis 1, which there was no relationship 

between usability value and attitude toward luxury. 

 

5.2.2 Quality Value  

   From above empirical results, it can be found that the quality value has a 

relationship with attitude toward luxury, such as Gentry et al (2001); Aaker (1991); 

Quelch (1987); O‟Cass & Frost (2002); Vigneron & Johnson (2004).  

   As it can be seen the results from chapter 4, quality value has a relationship with 

attitude toward luxury, the same result as Wiedmann, Hennigs and Siebels (2009); 

Shukla and Purani (2010). The survey showed that the Nanning female consumers rely 

on quality of cosmetics. And findings of previous literatures substantially showed a 

positive relationship between quality value and purchase intention. It indicated quality 

value was the fundamental role in the market success. Thus, there was a relationship 

between quality value and attitude toward luxury.    

 

5.2.3 Uniqueness Value  

   Following the result, there was no relationship between uniqueness value and 

attitude toward luxury, so the hypotheses were rejected. The result seemly is not 

consistent with literature reviews, such as Verhallen (1982) and Pantzalis (1995); 

Verhallen and Robben (1994); Snyder & and Fromkin (1977). 
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   As it can be seen the results from chapter 4, this study selected female to investigate 

the relationship between uniqueness value and attitude toward luxury by prime data. It 

is also shows that sample selection has limitation. Nanning female consumers do not 

pay attention to the rare luxury cosmetics and will not spend more on rare luxury 

cosmetics. Hence, Nanning female consumers were not considered uniqueness value.    

 

5.2.4 Self-identity Value  

   According to the result, there is a relationship between self-identity value and 

attitude toward luxury, self-identity value plays an important role in attitude toward 

luxury of Nanning female consumers, such as Sirgy (1982); Puntoni (2001); Vigneron 

and Johnson (2004). 

   As it can be seen the results from chapter 4, the self-identity value has a relationship 

with attitude toward luxury, the same result as Shukla and Purani (2010). This test can 

be success, that the previous studies provide a theoretical basis. Thus there was a 

relationship between self-identity and attitude toward luxury. This also shows that 

Nanning female consumers care about their self-confidence, they would like to use 

luxury cosmetics to express their style.   

 

5.2.5 Hedonic Value  

   The result shows that the hypothesis 5 testing revealed that there was a relationship 

between hedonic value and attitude toward luxury. The previous research provide a 

theoretical basis, the result is consistent with literature reviews, such as Westbrook and 

Oliver (1991); Vigneron & Johnson (2004). Shukla and Purani (2010) in his research 

shows that there is a relationship between hedonic and purchase intention. The results 

proved that Nanning female consumers focus on quality of life and enjoy life. Therefore, 
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hedonic value plays an important role in female consumer attitude toward luxury.  

   As it can be seen the results from chapter 4, this study selected female to investigate 

the relationship between hedonic value and attitude toward luxury. The previous studies 

have proved that hedonic value would affect the purchase intention of consumers. The 

purchase of luxury cosmetics is a kind of enjoyment, especially under the pressure of 

work and life. From the data analysis result, it can be understood as hedonic value may 

be the factors impact consumer attitude toward luxury. 

 

5.2.6 Materialistic Value  

   According to the result, there is no relationship between materialistic value and 

attitude toward luxury, so the hypotheses were rejected by empirical results. The result 

seemly is not consistent with literature reviews, such as Daun (1983); Chang and Arkin 

(2002); Belk (1985); O'Cass and Muller, (1999).  

   As it can be seen the results from chapter 4, this study selected female to investigate 

the relationship between materialistic value and attitude toward luxury by prime data. It 

is also shows that sample selection has limitation and this study selected one city that 

being developing, it may also have been influenced by difference in stages of economic 

development. Hence, there is no relationship between materialistic value and attitude 

toward luxury. 

 

5.2.7 Conspicuousness Value  

   The hypothesis 7 testing result revealed that there was no relationship between 

conspicuousness value and attitude toward luxury, so the hypotheses were rejected by 

empirical results. The result seemly is not consistent with literature reviews, such as 

Bearden and Etzel (1982); Vigneron and Johnson (2004). 
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   The results are contrary to the hypothesis, this study selected female to investigate 

the relationship between conspicuousness value and attitude toward luxury by prime 

data. It is also shows that sample selection has limitation. And because of the Nanning 

consumption is different of foreign country, Nanning is not the developed city. It should 

be related to the income and consumption of consumers. As it can be seen the results 

from result, Nanning female consumers not considered conspicuousness value, it can be 

understood as conspicuousness value cannot affect the female purchase intention. 

 

5.2.8 Prestige Value  

   Following the result, the hypothesis 8 testing result revealed that there was no 

relationship between prestige value and attitude toward luxury. It can be proved that 

prestige value is the factor affects the Nanning female consumer attitude toward luxury. 

Previous research has provided a theoretical basic, the result is consistent with literature 

reviews, such as Dittmar (1994).   

   As it can be seen the results from chapter 4, the results of this study is consistent 

with the above theories, since the result indicated that there was a relationship between 

prestige value and attitude toward luxury. Nanning female consumers rely on the 

prestige value, it plays an important role in attitude toward luxury. It is suggested that 

future researches should consider various factors, when establish a conceptual 

framework in luxury value, a measurement scale that accord with reality of different 

situations shall be considered. 
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5.2.9 The Relationship between Attitude toward Luxury and Purchase Intention 

   From the above analysis, it can be conclude that there was a relationship between 

attitude toward luxury and purchase intention. The result is consistent with literature 

reviews, such as Festinger (1964); Ajzen & Fishbein (2000); Batra & Homer (2004); 

Gountas & Gountas (2007); Jang & Namkung (2009). 

   The previous research has provided a theoretical basis, Bian and Forsythe (2012) in 

his research shows that attitude toward luxury has a relationship with purchase 

intention. As it can be seen the results from chapter 4, the results of this study is 

consistent with the above theories, since the result indicated that there was a 

relationship between attitude toward luxury and purchase intention. 

   According to the above literature, it can be understood as Nanning fenale 

consumers are a positive attitude towards luxury. The results show that attitude toward 

luxury is related to purchasing intention, and the attitude towards luxury would affect 

the consumer purchase intention. It is suggested that if study the purchase intention of 

any product or service, may be study the attitude of the consumers. 

 

Table 5.2.9 Summary of Hypothesis Results in Previous Relevant Works 

 
Previous Relevant works H1 H2 H3 H4 H5 H6 H7 H8 H9 

Park, Jaworski and Mlnnis (1986) ×         
Fenne (1978) ×         
Gentry et al (2001); Aaker (1991)  √        

Quelch (1987); O‟Cass & Frost (2002); Vigneron & Johnson (2004)  √  √ √  ×   

Verhallen (1982);  Pantzalis (1995)   ×       

Verhallen and Robben (1994)   ×       
Fromkin (1977)   ×       

Sirgy (1982)    √      
Puntoni (2001)    √      
Westbrook and Oliver (1991)     √     
Daun (1983)      ×    
Chang and Arkin (2002)      ×    
Belk (1985)      ×    
O'Cass and Muller, (1999）      ×    
Bearden and Etzel (1982)       ×   
Dittmar (1994)        √  

Festinger (1964); Ajzen & Fishbein (2000)         √ 

Jang & Namkung (2009); Gountas & Gountas (2007)         √ 

Batra & Homer (2004)         √ 
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5.3 Implication 

   The research findings of this study proved that there is a relationship between 

quality value, self-identity value, hedonic value, prestige value attitude toward luxury. 

There is no relationship between usability value, uniqueness value, materialistic value, 

conspicuousness value and attitude toward luxury. Therefore, there is a relationship 

between attitude toward luxury and Chinese luxury cosmetics purchase intention. 

   These findings can contribute to better understand the factors that related to attitude 

toward luxury and purchase intention, and the most of the Nanning respondents willing 

to purchase foreign luxury cosmetics brands. Therefore, It is advised that destination 

luxury cosmetic suppliers should pay attention to the relationship of those factors were 

listed, which are importance to meet the needs of consumers and make them love the 

Chinese cosmetics, and then lead to consumers willing to purchase. 

 

5.3.1 Enhance Favorite Degree by Improving Luxury Value 

   Chinese luxury cosmetics suppliers or manufacturers should continually concentrate 

on the improvement of each factors of luxury value. It is important to improve the 

quality value, self-identity value, hedonic value and prestige value of Chinese luxury 

cosmetics. 

   One of the reasons that consumers buy luxury products is because of its high quality 

reflected in the brand name, consumers may think of luxury goods with a high quality, 

and then they can get more value from them. The high quality luxury cosmetic, the 

performance is relatively high. Therefore, the product quality is also an important 

factors, Chinese luxury cosmetic company should pay attention in cosmetic quality. 

Luxury cosmetics should achieve high standards. Overall, Chinese luxury cosmetics 

suppliers should supply good performance luxury cosmetic and improve the luxury 
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cosmetics performances. In addition, Chinese luxury cosmetics suppliers should 

improve the cosmetics brands standards and supply the high standards luxury cosmetics 

can make consumers prefer to buy. 

   This study suggested that self-identity value is effect the consumer behavior, the 

important influence of self-consistency on luxury good consumption. Consumers may 

use luxury goods to combine symbolic meaning into their own status, or they may use 

the items to support and develop their status. Luxury cosmetic can influences consumer 

confidence, Chinese luxury cosmetic suppliers should design different styles of 

products to meet consumer demand according to the characteristics of consumers. 

Therefore, Chinese luxury cosmetic suppliers should provide luxury cosmetic with 

influential and popularity.  

   For the hedonic value, susceptible associations reflected repeatedly with luxury 

consumption, like pressures of life and work, aesthetic pretty and excitable. It means 

purchasing the luxury cosmetics can release pressures. The luxury cosmetic company 

should design some funny advertising for consumer to watch and give them happiness, 

companies can often plan some interesting promotions to make consumers are 

enjoyable. Thus, Chinese Luxury cosmetic suppliers should design luxury cosmetics 

look aesthetically pleasing and exciting to meet the need of Nanning consumers. 

   As luxury items often attach prestige value, social referencing and the construct of 

one‟s own likely to be deciding factors of luxury consumption. People‟s aspiration to 

own luxury brands will act as a symbol of member group. The found of this study 

propose Chinese Luxury cosmetic suppliers provide luxury cosmetics with reputation, 

influence, social symbol, design luxury cosmetics with a symbol of honor lead to 

consumers love and want to have. Therefore, Chinese luxury cosmetics companies can 

invite some prestigious celebrities to act as spokesmen, this will increase brand value 
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and enhance visibility, and that would be more attractive to consumers.  

 

5.3.2 Enhance Purchase Intention by Attitude toward Luxury 

   The findings showed that there is a relationship between attitude toward luxury and 

purchase intention. An increase the value of positive attitude will cause an increase in 

the value of purchase intention. In order to strengthen the positive attitude levels, and 

thus enhance consumers to pay more for luxury cosmetics, and make the improvement 

from 4 aspects, product quality, self-confident, entertainment, and influential. 

   From the aspect of quality improvement, for example, the product quality, in 

addition to the high price, but also designed for high standard. Companies should 

improve product quality, made with good material, not only the skin care products 

inside, but also the packaging should also be of high quality, make sure it is not bad 

easy. It is not easy to change color and unbreakable, luxury cosmetic with high quality 

is better able to retain consumers. 

   For self-confident, from the design, the decoration of skin care products can be 

designed with confidence and authority. Decorative design of skin care products should 

meet the consumer preference, creative and exciting. It can be designed to meet the 

needs of consumers of all age, and also can be designed to meet the needs of consumers 

of different ages. Chinese luxury companies can investigate which luxury cosmetic 

make consumers more confident, and then design the style that gives prominence to 

confidence based on the consumer characteristics. 

   For influential aspect, the luxury cosmetics should expand publicity, improve brand 

awareness and increase brand value, establish brand culture and improve brand 

influence. Chinese luxury cosmetic companies can invite influential celebrities to act as 

spokesmen. With a certain degree of visibility and brand influence, the use of the brand 
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can reflect the social class and personal status. 

   Study the attitude toward luxury, it has the reference value of future research, this 

study proved that there is a relationship between attitude toward luxury and purchase 

intention. The positive attitude has effect on the luxury cosmetics purchase intention, 

this study not only has theoretical reference significance for the cosmetics industry, but 

also provides a theoretical basis for other luxury goods industry.  

 

5.4 Limitation of the Study and Suggestion for Future Research 

1. This study was limited to Chinese cosmetics brands in Nanning that, because of the 

limitation of the population, the findings of this study cannot be in common use with 

other luxury goods. For generalizing findings to other luxury goods, other studies can 

conduct the research in other area. 

2. The measurement scales of each factor in this study are from previous papers with 

minor changes for better fit with the situation of Nanning. Therefore, it might not be 

match for future researches to use in other destinations. Future researches can make 

their own adjustments according to the destination situation. 

3. This study identified quality value, hedonic value, self-identity value, prestige value 

have a relationship with attitude toward luxury. There is no relationship between 

usability value, uniqueness value, materialistic value, conspicuousness value and 

attitude toward luxury, there is relationship between the attitude toward luxury and 

purchase intention. There might be other factors affecting attitude toward luxury and 

purchase intention. Future studies are suggested to explore other predictors. 

 

 

 



59 
 

REFERENCES 

 

Aaker, D. A., & Equity, M. B. (1991). Capitalizing on the Value of a Brand Name. New 

York. 

 

Achouri, M. A., & Bouslama, N. (2010). The Effect of the Congruence between Brand 

Personality and Self-Image on Consumers' Satisfaction and Loyalty: A 

Conceptual Framework. IBIMA Business Review. 

 

Ajzen, I., & Fishbein, M. (2000). Attitudes and the attitude-behavior relation: Reasoned 

and automatic processes. European review of social psychology, 11(1), 1-33. 

 

Batra, R., & Homer, P. M. (2004). The situational impact of brand image beliefs. 

Journal of Consumer Psychology, 14(3), 318-330. 

 

Bearden, W. O., & Etzel, M. J. (1982). Reference group influence on product and brand 

purchase decisions. Journal of consumer research, 9(2), 183-194. 

 

Belk, R. W. (1985). Materialism: Trait aspects of living in the material world. Journal 

of Consumer research, 12(3), 265-280. 

 

Bernstein, I. H., & Nunnally, J. C. (1994). Psychometric theory. New York: McGraw-

Hill. Oliva, TA, Oliver, RL, & MacMillan, IC (1992). A catastrophe model 

for developing service satisfaction strategies. Journal of Marketing, 56, 83-

95. 

 

Berry, C. J. (1994). The idea of luxury: A conceptual and historical investigation. 

Cambridge: Cambridge University Press. 

 

Bian, Q., & Forsythe, S. (2012). Purchase intention for luxury brands: A cross cultural 

comparison. Journal of Business Research, 65(10), 1443-1451. 

 

Bloomberg. (2010). Skin Care Products Strike It Big in China – for Men. Retrieved July 

20, 2016, from http://www.bloomberg.com/news/articles/2010-12-29/skin-

care-products-strike-it-big-in-china-for-men 

 

Bourdieu, P. (1984). Distinction: A social critique of the judgement of taste. Harvard 

University Press. 

 

Bourne, F. S. (1957). Group influence in marketing and public relations. Some 

applications of behavioral research, 207-255. 

 

Bushman, B. J. (1993). Human aggression while under the influence of alcohol and 

other drugs: An integrative research review. Current Directions in 

Psychological Science, 2(5), 148-152. 

 

Campbell, C. (2005). The romantic ethic and the spirit of modern consumerism. 

WritersPrintShop. 

 

 



60 
 

Chang, L., & Arkin, R. M. (2002). Materialism as an attempt to cope with uncertainty.   

Psychology & Marketing, 19(5), 389-406.   

 

Chaudhri, S., & Jain, N. (2009). History of cosmetics. Asian Journal of Pharmaceutics, 

3(3), 164. 

  

Cohen, J., Cohen, P., West, S. G., & Aiken, L. S. (2013). Applied multiple 

regression/correlation analysis for the behavioral sciences. Routledge. 

 

Cornell, A. (2002). Cult of luxury: The new opiate of the masses. Australian Financial 

Review, 47. 

 

Corneo, G., & Jeanne, O. (1997). Conspicuous consumption, snobbism and conformism. 

Journal of Public Economics, 66(1), 55-71.  

 

Cosmeticsandskin. (2016). What is a Cosmetic? Retrieved October 18, 2016, from 

http://cosmeticsandskin.com/aba/what-is-a-cosmetic.php 

 

Daun, A. (1983). The materialistic lifestyle: Some socio-psychological aspects. 

Consumer behavior and environmental quality, 6-16. 

 

Dittmar, H. (1994). Material possessions as stereotypes: Material images of different 

socio-economic groups. Journal of Economic Psychology, 15(4), 561-585.  

 

Dubois, B., & Laurent, G. (1994). Attitudes towards the concept of luxury: An 

exploratory analysis. AP-Asia Pacific Advances in Consumer Research 

Volume 1. 

 

Dubois, B., Laurent, G., & Czellar, S. (2001). Consumer rapport to luxury: Analyzing 

complex and ambivalent attitudes (No. 736). HEC Paris. 

 

Eagly, A. H., & Chaiken, S. (1993). The psychology of attitudes. Harcourt Brace 

Jovanovich College Publishers. 

 

Fennell, G. G. 1978. “Perceptions of the Product-in-use Situation.”. Journal of Market-

ing, 42, 39-47. 

 

Festinger, L. (1954). A theory of social comparison processes. Human relations, 7(2), 

117-140. 

 

Festinger, L. (1964). Conflict, decision, and dissonance (Vol. 3). Stanford University 

Press. 

 

Franchetti, C. (2013). A Reconsideration of Werner Sombart‟s Luxury and Capitalism. 

International Review of Social Sciences and Humanities, 5(2), 135-39. 

 

FU, L. Z., & CAO, S. R. (2010). China's cosmetics market and diversified marketing 

model. Detergent & Cosmetics, 8, 014. 

 

 

http://cosmeticsandskin.com/aba/what-is-a-cosmetic.php


61 
 

Gentry, J. W., Putrevu, S., II, C. S., & Commuri, S. (2001). How now Ralph Lauren?         

The separation of brand and product in a counterfeit culture. NA-Advances 

in Consumer Research Volume 28.   

 

Goldsmith, R. E., Flynn, L. R., & Goldsmith, E. B. (2003). Innovative consumers and 

market mavens. Journal of Marketing theory and practice, 11(4), 54-65.  

  

Gountas, J., & Gountas, S. (2007). Personality orientations, emotional states, customer 

satisfaction, and intention to repurchase. Journal of Business Research, 

60(1), 72-75. 

 

Groth, J. C., & McDaniel, S. W. (1993). The exclusive value principle: the basis for 

prestige racing. Journal of Consumer Marketing, 10(1), 10-16. 

 

Hanzaee, K. H., Teimourpour, B., & Teimourpour, B. (2012). Segmenting Consumers 

Based on Luxury Value Perceptions. Middle-East Journal of Scientific 

Research, 12(11), 1445-1453. 

 

Hartmann, P., & Apaolaza-Ibáñez, V. (2012). Consumer attitude and purchase intention 

toward green energy brands: The roles of psychological benefits and 

environmental concern. Journal of Business Research, 65(9), 1254-1263. 

 

Healthycanadians. (2011). What is a cosmetic? Retrieved October 16, 2016 from 

http://healthycanadians.gc.ca/product-safety-securite-produits/consumer-

consommation/education/cosmetics-cosmetiques/what-quoi-eng.php. 

 

Hopkins, B. E. (2007). Western cosmetics in the gendered development of consumer 

culture in China. Feminist Economics, 13(3-4), 287-306. 

 

Hung, K. P., Huiling Chen, A., Peng, N., Hackley, C., Amy Tiwsakul, R., & Chou, C. L. 

(2011). Antecedents of luxury brand purchase intention. Journal of Product 

& Brand Management, 20(6), 457-467. 

 

Husic, M., & Cicic, M. (2009). Luxury consumption factors. Journal of Fashion 

Marketing and Management: an international journal, 13(2), 231-245. 

 

Jacoby, J., & Olson, J. C. (1977). Consumer response to price: an attitudinal, 

information processing perspective. Moving ahead with attitude research, 

39(1), 73-97. 

 

Jang, S. S., & Namkung, Y. (2009). Perceived quality, emotions, and behavioral 

intentions: Application of an extended Mehrabian–Russell model to 

restaurants. Journal of Business Research, 62(4), 451-460. 

 

Jing Daily. (2011). Revived Chinese Brand Shanghai VIVE Takes on Luxury Cosmetics 

Market. Retrieved June 2, 2016, from https://jingdaily.com/revived-

chinese-brand-shanghai-vive-takes-on-luxury-cosmetics-market/ 

 

 

 

http://healthycanadians.gc.ca/product-safety-securite-produits/consumer-consommation/education/cosmetics-cosmetiques/what-quoi-eng.php
http://healthycanadians.gc.ca/product-safety-securite-produits/consumer-consommation/education/cosmetics-cosmetiques/what-quoi-eng.php
https://jingdaily.com/revived-chinese-brand-shanghai-vive-takes-on-luxury-cosmetics-market/
https://jingdaily.com/revived-chinese-brand-shanghai-vive-takes-on-luxury-cosmetics-market/


62 
 

Jung Choo, H., Moon, H., Kim, H., & Yoon, N. (2012). Luxury customer value. 

Journal of Fashion Marketing and Management: An International Journal, 

16(1), 81-101. 

 

Kapferer, J.-N. (1997). Managing luxury brands. Journal of Brand Management, 4, 

251-260. 

 

Kapferer, J.-N. (1998). Why are we seduced by luxury brands? Journal of brand 

Management, 6, 44-49. 

 

Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research activities. 

Educational and psychological measurement, 30(3), 607-610. 

 

Leahy, J., & Betts, P. (2010). Is the tide starting to turn for the luxury industry? 

Retrieved February 27, 2010. 

 

Leibenstein, H. (1950). Bandwagon, snob, and Veblen effects in the theory of 

consumers' demand. The quarterly journal of economics, 183-207. 

 

Lichtenstein, D. R., Bloch, P. H., & Black, W. C. (1988). Correlates of price 

acceptability. Journal of consumer research, 15(2), 243-252. 

 

Ludwig von Mises. 1962. The Free and Prosperous Commonwealth: An Exposition of 

the Ideas of Classical Liberalism. Princeton, Van Nostrand. 

 

McCarthy, E. J., & Perreault Jr, W. D. (1987). Basic Marketing Irwin. Homewood IL. 

 

McKinsey, D. S., McMurray, T. I., & Flynn, J. M. (1990). Immune complex 

glomerulonephritis associated with Staphylococcus aureus bacteremia: 

response to corticosteroid therapy. Review of Infectious Diseases, 12(1), 

125-127. 

 

Mick, D. G. (1986). Consumer research and semiotics: Exploring the morphology of 

signs, symbols, and significance. Journal of consumer research, 13(2), 196-

213. 

 

Nanning cosmetics market. (2016, February 25). Retrieved 20 Aug 2016 from 

http://www.docin.com/p-1467509998.html. 

 

Nanning population survey. (2016, June 22). Retrieved 20 Aug 2016 from 

http://news.gxnews.com.cn/staticpages/20160622/newgx5769e847-

15030008.shtml. 

 

Nia, A., & Zaichkowsky, J. L. (2000). Do counterfeits devalue the ownership of luxury 

brands? Journal of Product & Brand Management, 9, 485-497.  

       

Nueno, J. L., & Quelch, J. A. (1998). The mass marketing of luxury. Business Horizons, 

41, 61-68. 

 

 

http://www.docin.com/p-1467509998.html
http://news.gxnews.com.cn/staticpages/20160622/newgx5769e847-15030008.shtml
http://news.gxnews.com.cn/staticpages/20160622/newgx5769e847-15030008.shtml


63 
 

O'Cass, A., & Frost, H. (2002). Status brands: Examining the effects of non-product 

brand associations on status and conspicuous consumption. Journal of 

Product & Brand Management, 11(2), 7-88. 

 

Oh, H. (2000). The effect of brand class, brand awareness, and price on customer value 

and behavioral intentions. Journal of Hospitality & Tourism 

Research, 24(2), 136-162. 

 

Pantzalis, Ioannis. 1995. Exclusivity strategies in pricing and brand extension, 

unpublished doctoral dissertation. University of Arizona: Tucson, AZ. 

 

Park, C. W., Jaworski, B. J., & Maclnnis, D. J. (1986). Strategic brand concept-image 

management. The Journal of Marketing, 135-145. 

 

Pei, H., & Li, X. Y. (2008). Development status and trend of global cosmetic market 

[J]. Detergent & Cosmetics, 9, 0 

 

Phau, I., & Prendergast, G. (2000). Consuming luxury brands: The relevance of the 

“rarity-principle.” Journal of Brand Management, 8.122-138. 

 

Prnewswire. (2015). China Cosmetics Market Report, 2014-2017. Retrieved July 23, 

2016, from http://www.prnewswire.com/news-releases/china-cosmetics-

market-report-2014-2017-300043914.html 

 

Puntoni, S. (2001). Self-identity and purchase intention: an extension of the theory of 

planned behaviour. E-European Advances in Consumer Research Volume 5. 

 

Qi-chen, Y. O. U. (2007). Status and development trend of Chinese cosmetic industry 

[J]. Detergent & Cosmetics, 1, 000. 

 

Quelch, J. A. (1987). Marketing the premium product. Business Horizons, 30(3), 38-45. 

 

Redding, G. (1990). The spirit of Chinese capitalism (Vol. 22). Walter de Gruyter. 

 

Richins, M. L., & Dawson, S. (1992). A consumer values orientation for materialism 

and its measurement: Scale development and validation. Journal of 

consumer research, 19(3), 303-316. 

 

Rong Xi Li. (2010). Research on chinese luxury consumption. School of Management, 

Guangdong University of Foreign Study. 

 

Shukla, P., & Purani, K. (2012). Comparing the importance of luxury value perceptions 

in cross-national contexts. Journal of Business Research,65(10), 1417-1424. 

 

Silverstein, M. J., Fiske, N., & Butman, J. (2008). Trading Up: why consumers want 

new luxury goods--and how companies create them. Penguin. 

 

Sirgy, M. J. (1982). Self-concept in consumer behavior: A critical review. Journal of 

consumer research, 9(3), 287-300. 

 

http://www.prnewswire.com/news-releases/china-cosmetics-market-report-2014-2017-300043914.html
http://www.prnewswire.com/news-releases/china-cosmetics-market-report-2014-2017-300043914.html


64 
 

Smith, J. B., & Colgate, M. (2007). Customer value creation: a practical framework. 

Journal of marketing Theory and Practice, 15(1), 7-23. 

 

Snyder, C. R., & Fromkin, H. L. (1977). Abnormality as a positive characteristic: The 

development and validation of a scale measuring need for uniqueness. 

Journal of Abnormal Psychology, 86(5), 518. 

 

Summers, T. A., Belleau, B. D., & Xu, Y. (2006). Predicting purchase intention of a 

controversial luxury apparel product. Journal of Fashion Marketing and 

Management: An International Journal, 10(4), 405-419. 

 

Tellis, G. J., & Gaeth, G. J. (1990). Best value, price-seeking, and price aversion: The 

impact of information and learning on consumer choices. The Journal of 

Marketing, 34-45. 

 

The Wordsmith Loft. (2011). Rebirth of an old Shanghai icon. Retrieved 27 Jul 2016 

from https://thewordsmithloft.com/tag/shanghai-vive/ 

 

Tynan, C., McKechnie, S., & Chhuon, C. (2010). Co-creating value for luxury brands. 

Journal of Business Research, 63(11), 1156-1163. 

 

Veblen, T. (2005). The theory of the leisure class; an economic study of institutions. 

Aakar Books.  

 

Verhallen, T. M. (1982). Scarcity and consumer choice behavior. Journal of Economic 

Psychology, 2(4), 299-322. 

 

Verhallen, T. M., & Robben, H. S. (1994). Scarcity and preference: An experiment on 

unavailability and product evaluation. Journal of economic psychology, 

15(2), 315-331. 

 

Vigneron, F., & Johnson, L. W. (1999). A review and a conceptual framework of 

prestige-seeking consumer behavior. Academy of Marketing Science 

Review, 1999, 1. 

 

Vigneron, F., & Johnson, L. W. (2004). Measuring perceptions of brand luxury. Journal 

of Brand Management, 11(6), 484-506. 

 

Webster‟s Third New Internatinal Dictionary. (2002). New York: Merriam-Webster. 

 

Westbrook, R. A., & Oliver, R. L. (1991). The dimensionality of consumption emotion 

patterns and consumer satisfaction. Journal of consumer research, 18(1), 

84-91. 

 

Wiedmann, K. P., Hennigs, N., & Siebels, A. (2007). Measuring consumers‟ luxury 

value perception: A cross-cultural framework. Academy of Marketing 

Science Review, 7(7), 333-361. 

 

 

 

https://thewordsmithloft.com/tag/shanghai-vive/


65 
 

Wiedmann, K. P., Hennigs, N., & Siebels, A. (2009). Value‐based segmentation of 

luxury consumption behavior. Psychology & Marketing, 26(7), 625-651. 

 

Wikipedia. (2016). Cosmetics. Retrieved October 23, 2016, from 

https://en.wikipedia.org/wiki/Cosmetics. 

 

Wikipedia. (2016). Nanning. Retrieved August 30, 2016, from 

https://en.wikipedia.org/wiki/Nanning 

Wong, B. (2015). China’s Cosmetics Market. Retrieved October, 14, 2015. 

 

Xiangyuan, N. (2009). Brand operation of Nanning luxury cosmetics market. Retrieved 

30 Aug 2016 from http://www.docin.com/p-758144781.html 

https://en.wikipedia.org/wiki/Cosmetics
https://en.wikipedia.org/wiki/Nanning
http://www.docin.com/p-758144781.html


66 
 

APPENDIXS 



67 
 

APPENDIX 1 

 

Questionnaire 

 This survey was conducted as a part of the requirement for the completion of Master 

in Business of Administration at University of the Thai Chamber of Commerce. It is 

an anonymous survey, the information you provide will be kept confidential. We only 

need 5-10 minutes of your time and hope you can help us to complete this 

questionnaire. 

  This questionnaire consists of three sections with 56 questions, please according to 

your situation to answer all the questions. Thank you very much. 

  

Section 1  

1. Do you use Chinese luxury cosmetics? 

  A. use       B. Don‟t use       

 

Section 2 purchase behaviour 

1. Do you often use cosmetic now? 

  A. every use              B. 1-3 day           C. Twice 2   

  D. one week              E. more than 10 days 

2. How much do you spend on cosmetics every month? 

A. less than 100yuan        B.100-299yuan        C. 300-499yuan      

D. 500-999yuan             E. more than 1000yuan   

3. Which brands have you used? (Can answer more than 1) 

 A. CHEDO              B. HERBORIST            C. INOHERB   

 D. MAXAM             E. Dabao                  F. other brands       



68 
 

Section 3 several value of luxury value. 

Please choose your answer depending on your situation. (1=strongly disagree; 

2=disagree; 3=neutral; 4=agree; 5=strongly agree.) 

Statements 1 2 3 4 5 

1. I think using luxury cosmetic is necessary.      

2. Using luxury cosmetic can improve the quality of life.      

3. I tend to use luxury cosmetic brands.      

4. One of the key features of luxury cosmetic brands is 

quality. 

     

5. In my opinion, the high price of luxury cosmetics brands is 

for their quality. 

     

6. I always pay more for the best quality.      

7. The performance of luxury cosmetics brands should fit 

what is has promised to be. 

     

8. Luxury cosmetics brands are expected to comply with high 

standards. 

     

9. The main reason of purchasing luxury cosmetics brands is 

theirs quality. 

     

10. Real luxury cosmetic brands cannot be high production.      

11. Few people have real luxury cosmetic brands.      

12. The luxury cosmetic brands should not be sold in general 

stores.  

     

13. I enjoy having the luxury cosmetic brands that others 

don‟t have. 

     

14. I can pay more for rare luxury cosmetic brands.      

15. I don‟t like to buy luxury cosmetic brands that many 

people can buy. 

     

16. I think luxury cosmetic brands that can afford are less 

valuable. 

     

17. Owning luxury cosmetic brands has an influence on my 

self-confident. 
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18. Luxury cosmetic brands cannot influence my self-

confident. 

     

19. I buy luxury cosmetic brands just meet my personal style 

not to impress others. 

     

20. Owning luxury cosmetic brands are enjoyable.      

21. Luxury cosmetic brands should give me happiness.      

22. I think the luxury cosmetic brands have a characteristic of 

anesthesia. 

     

23. Luxury cosmetic brands consumption should give me a 

sense of self-satisfaction. 

     

24. Buying the luxury cosmetic brands is a way to decrease 

the pressure for me. 

     

25. People‟s level of assets in society shows the level of 

success in life. 

     

26. I think money can bring happiness.      

27. If I „m able to afford more things I like, I will be very 

happy. 

     

28. The standard of evaluating the people is the amount of 

money that people have. 

     

29. One of important wishes in my life is to have luxury 

cosmetic brands. 

     

30. If using famous luxury cosmetic brands, others will pay 

attention to you. 

     

31. I tend to buy the new style of luxury cosmetic brands.      

32. I think owning luxury cosmetic brand is a symbol of 

social status. 

     

33. I like that people know the price of the brands I have 

bought. 

     

34. With owning luxury cosmetic brands, I can show people I 

am rich. 

     

35. I tend to show up all luxury cosmetic brands that I bought.      

36. An important problem for me is how people look at me.      

37. Using a high price cosmetic brand make me more      
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valuable. 

38. I like to know what cosmetic brand seem valuable to 

others. 

     

39. I think other notice you are rich by using the most 

expensive cosmetic brands. 

     

40. People who buy luxury cosmetic brands are more 

esteemed by others. 

     

41. I tend to use the cosmetic brands that rich or famous 

people use. 

     

42. I buy the cosmetic brands that can impress others.      

43. Others opinion on the expensive cosmetic brands that I 

buy is not important for me. 

     

44. Luxury cosmetic brands would bring me pleasure.      

45. Luxury cosmetic brands would make me feel well.      

46. Luxury cosmetic brands would be one of my enjoyments.      

47. I would buy luxury cosmetic brands just because they 

have status. 

     

48. I would pay more for luxury cosmetic brands if they have 

status. 

     

49. Luxury cosmetic brands are important for me because 

they make me feel more satisfied in my daily work. 

     

50. Owning luxury cosmetic brands is a symbol of wealth.      

51. I buy luxury cosmetic brands to tell people who I am.      

 

Section 4 customer’ basic information. (Please tick the answer for you.) 

1. Age 

 A. 18-27         B.28-37         C. 38-47        D. 48 and order 

2. Marital status 

 A. Single        B. Married       C. Widowed        D. Divorced 

3. Education 

  A. High school graduate                 B. University graduate    
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  C. Post grade degree                    D. Doctor education  

4. Occupation 

 A. Student              B. Self-employed                  C. Freelance     

 D. Executive employee                   E. Civil servant        

 F. Worker                              G. Not employed 

 5. Month income  

 A. less than 1000 Yuan    B. 1001-2000 Yuan    C. 2001-3000 Yuan 

 D. 3001-4000 Yuan       E.4001-5000 Yuan     F. More than 5000 Yuan 
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APPENDIX 2 

 

调查问卷： 

   这项调查是泰国商会大学工商管理研究生硕士毕业论文的调查问卷，这是一

个匿名调查，您提供的信息将保密。我们只需要 5-10 分钟的时间，非常感谢！ 

   这个调查问卷一共有 56 个问题，请根据您的具体情况选择合适的选项。  

 

第一部分 

1. 你使用中国中高档化妆品吗? 

  A. 用          B. 不用       

 

第二部分 购买行为 

1. 你目前经常使用护肤品吗? 

  A. 每天都用              B. 隔 1-3 天用           C. 一天用两次   

  D. 每个星期用一次        E. 10 天以上才用 

2. 你每个月消费化妆品多少钱? 

A. 少于 1000 元          B.100-299 元            C. 300-499 元      

D. 500-999 元             E. 超过 1000 元   

3. 你使用过哪个牌子的护肤品? (答案可多选) 

 A. 自然堂              B. 佰草集               C. 权宜本草   

 D. 美加净              E. 大宝                 F. 其他品牌       
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第三部分 奢侈价值的几个价值观 

请根据您的个人情况,在相应的数字下面打√。 (1=非常不同意; 2=不同意; 3=一

般; 4=同意; 5=非常同意). 

情况 1 2 3 4 5 

1.我觉得使用奢侈化妆品是必要的。      

2. 使用奢侈化妆品可以提高生活质量。      

3. 我倾向于使用奢侈化妆品品牌。      

4. 奢侈化妆品品牌其中一个主要特点是质量。      

5. 我觉得高档化妆品品牌的价格高是因为他们的质量。      

6. 我一直花费很多在优质品上。      

7. 奢侈化妆品品牌的性能应该符合质量保证的。      

8. 奢侈化妆品品牌有望达到高标准。      

9. 购买奢侈化妆品品牌的主要原因是它们的质量。      

10. 真正的奢侈化妆品品牌不可能高生产。      

11. 很少有人拥有真正的奢侈化妆品品牌。      

12. 奢侈化妆品品牌不应在一般商店销售。       

13. 我享受拥有其他人没有的奢侈化妆品品牌的感觉。      

14. 我可以消费更多在稀有奢侈化妆品品牌上。      

15. 我不喜欢买很多人可以买到的奢侈化妆品品牌。      

16. 我认为可给予的奢侈化妆品品牌价值不高。      

17. 拥有奢侈化妆品品牌对我的自信有影响。      

18. 奢侈化妆品品牌不会影响我的自信。      

19. 我买奢侈化妆品品牌只是满足我的个人风格不是为了

吸引别人的注意力。 

     

20. 拥有奢侈化妆品品牌是愉快的。      

21. 奢侈化妆品品牌能带给我幸福。      

22. 我觉得奢侈化妆品品牌有个能让人上瘾的特点。      
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23. 奢侈化妆品品牌消费应该能给我满足感。      

24. 购买奢侈化妆品品牌是我减轻压力的一种方式。      

25. 人们在社会上的资产等级代表人生的成功等级。      

26. 我认为金钱能带来幸福。      

27. 如果我能支付所有我喜欢的东西，我会很开心。      

28. 人们拥有金钱的数量是评价人们的标准。      

29. 人生中其中一个重要的愿望是拥有奢侈化妆品品牌。      

30. 如果使用奢侈化妆品品牌, 别人会关注你。      

31. 我倾向于购买奢侈化妆品品牌的新品.      

32. 我觉得拥有奢侈化妆品品牌是社会地位的象征。      

33. 我喜欢别人知道我所购买的奢侈化妆品的价格.      

34. 拥有奢侈化妆品品牌, 我就可以告诉别人我有钱.      

35. 我倾向于秀出所有我购买的奢侈化妆品。      

36. 对我来说，别人怎么看我是个重要的问题。      

37. 使用高价格化妆品牌让我更有价值。      

38. 我想知道什么化妆品牌似乎对别人有价值。       

39. 我觉得使用昂贵的化妆品牌，别人会注意到你是有钱

人。 

     

40. 购买奢侈化妆品品牌的人大多是受人尊敬的。       

41. 我倾向于使用有钱人或名人使用的化妆品牌。      

42. 我购买能吸引别人注意力的奢侈化妆品品牌。      

43. 别人对于我所购买的昂贵的奢侈化妆品的看法对我来

说不重要。 

     

44. 奢侈化妆品品牌会带给我快乐。      

45. 奢侈化妆品品牌会让我感觉良好。      

46. 奢侈化妆品品牌会是一个令人愉快的东西。      

47. 我会购买奢侈化妆品品牌只是因为它们有社会地位的

象征。 

     

48. 如果奢侈化妆品品牌有社会地位的象征，我会花费更      
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多在化妆品上。  

49. 奢侈化妆品品牌对我很重要，因为它们能让我在日常

生活中感到满足。  

     

50. 拥有奢侈化妆品品牌是财富的象征。      

51. 我购买奢侈化妆品品牌能告诉别人我的身份。      

 

 

第四部分 消费者的基本情况 (请选择合适的答案) 

1. 年龄 

 A. 18-27 岁       B.28-37 岁       C. 38-47 岁       D. 48 岁或以上 

2. 婚姻状况 

 A. 单身         B. 已婚         C. 丧偶         D. 离婚 

3. 教育程度 

  A. 高中毕业      B. 大学毕业        C. 研究生         D. 博士  

4. 职业 

 A. 学生              B. 个体经营             C. 自由职业     

 D. 经理          E. 公务员          F. 工人          G. 无业 

 5. 月薪  

 A. 少于 1000 元       B. 1001-2000 元        C. 2001-3000 元 

 D. 3001-4000 元        E.4001-5000 元        F. 超过 5000 元



 

 


