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Abstract

The purpose of this study aims to analyze the comparative effects of luxury consumption behavior
for Chinese consumers. Many research have been conducted in luxury consumption behavior based
on perspective of culture, brand, and purchase motives. However, previous studies seem somewhat
limited in fully explaining luxury consumption behavior due to less understanding of consumers’
psychological trait. In order to fill this gap, this study adopts narcissism (overt narcissism and covert
narcissism) to explain consumers’ psychological trait. Based on specific psychological trait,
consumers would lead to different luxury purchasing behavior depending on purchase motives.
Especially, overt narcissism would show high tendency of self-esteem, arrogance, which means that
it is closely related to need for uniqueness. Conversely, covert narcissism would show high sensitivity
to others, which indicate that it is involved with need for approval. Also, each narcissism would
result in different behavior for luxury purchasing based on generation difference (20-30s, vs. 40-50s).
The result of this study shows that overt narcissism, covert narcissism, need for uniqueness, need
for approval have significant influence on luxury consumption behavior. Especially, overt narcissism
has interaction effect with need for uniqueness and young generation (in the 20s, 30s) for luxury
purchasing behavior. On the other hand, it was found that covert narcissism has no interaction effect
with other variables.
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Table 1. Previous Studies on Luxury Consumption Behavior

. Research
Researchers Main Contents Methodology
Kastanakis Study the Influence of Self-Concept on Luxury Consumption Structural
and Balabanis  Behavior through Sensitivity to Uniqueness, Status, and Equation
(2012) Normative Influence. q
Wiedmann, Classifying Luxury Purchasing Behavior into Social, Functional, Cluster
Hennings, and  Personal, and Financial Aspects Based on Consumer Analvsis
Siebels (2009)  Awareness and Motivations. y
Husic and Explored Luxury Purchasing Behavior Factors Based on Regression
Cicic (2008) Luxury Purchasing Attitude, Motivation and Consumer Style. Analysis
Siu, Kwan, Investigated the Impact of Brand Equity on Chinese %rtgtt?(;ﬁl
and Zeng Consumers' Attitudes and Behaviors toward Luxury Brands. Reqression
(2016) Young Chinese Consumers with Global Cultural Experience gress|
Analysis
Wang, Sun, Analyzed the Chinese Consumers' Luxury Consumption Analvsis of
and Song Motivation(Self-Realization, Social Comparison, Influence of Var}i/ance
(2011) Others) and Their Impact on Attitudes and Behavior.
Zhan and He Identified the Impact of A Value Consciousness, Sensitivity to Structural
(2012) Normative Influence and Need for Uniqueness on Brand Equation
Attitudes and Luxury Consumption Intentions. g
Tsai. Yan Young Chinese Consumers with Global Cultural Experience Structural
and Liu(ZO?é) Looked at the Impact of Social Capital, The Sensitivity of Equation
Norms and Need for Uniqueness on Luxury Purchases. q
Cultural Factors (Eastern Confucian Culture vs. Western
Wong and Culture) on the Impact of Luxury Purchasing Behavior Is Analysis of
Ahuvia (1998)  Identified through Self~Concepts and Cross Culture Variance

Consumption Models.
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Fig. 1. Research Model

Purchase Morives

Need for uniqueness /

Psychological rraif Need for approval
.
: e 1
Narcissism el \ Luxury.
'y 1 Consumption
(Overt/Covert) 1 .
Behavior
Age
(20-30s vs 40-50s)
. Cahsmnér Ira.z't.
Table 2. Measurement Items
Constructs ltems Researcher
| Tend to Like Getting Attention from Many People.
(Overt | Tend to Like to Have Authority Over Others. A"/]_\?]’ d?rzsoi &
Narcissism) | Tend to Show My Pride When | Have a Chance. (2006)
| Like to Attract Attention from All People.
Henin & Cheek
My Future Looks Vague and Uncertain. (1997)
(Covert I'm Often Afraid That People Will Notice My Defect. Kang Sun-Hee,
Narcissism) | Tend to Think Twice about Embarrassing Things. Chung
I'm Less Energetic Than Most People. Nam-Woon
(2002)
As a Product or Brand Becomes More Popular Among the
General Public, |1 Tend to Lose Interest in Buying It Tian et al.(2001)
(Need for | Tend Not to Use My Products When They Become Popular ~ Kim Wan-Seok,
Uniqueness) ~ Among the General Public. Yoo

| Tend to Feel That Once Everyone Buys a Lot of Any
Product on a Daily Basis, It Is No Longer Valuable to Me.

| Find It Difficult to Express My Opinion When It Contradicts

Yeon-Jae(2003)

(Need for e Majority. Martin(1984)
Approval) | Can Change My Opinion to Look Good on Others. Lee
PP | Tend to Feel That Humility Is Better Than Self-Assertion Jung-Sook(2010)
When Dealing with People.
(Luxur | Tend to Buy Luxury Products for Myself.
Consum Kon) | Tend to Buy Luxury Products for My Family. Zhan & He(2012)
P | Tend to Buy Luxury Products for My Friend.
Hrg L83 AH@ v T84l &5, @ Fh. IF-EAH WEE A F 570 7id
oA &5, O T FofdA =, @ B W 177 SAFEoR FAFJeH, AR
5, 0 R 5%, © B%, @ v B Hel gL (Table 2)7 P},



Table 3. Demographic Characteristics
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Item Characteristics Frequency Ratio
Male 114 46.5

Gender Female 131 53.5
Total 245 100.0

20s 69 28.2

30s 9 39.2

Age 40s 50 20.4
50s+ 30 12.2

Total 245 100.0

Student 36 14.7

Office Worker 106 43.3

) Public Official 35 14.3
Occupation Self~Employed 30 12.2
Etc. 38 15.5

Total 245 100.0

X TFulE 7], A=
Tl ES 4317 Y3t
% = T
2HAE st WA, T A6RFE
gM el Fuldss 4317 Yt ARzAL
E AAIEIT viAE 18" AE71E
Bl B = (Interbrand) o|4] E3F 20190 % &
24 BIc g]~E(Global Brand List)E v}&
o2 MAzshe BREe AFS AR
A AR, T3 2HAES FolHlE(Luis
Vuitton), °|2"|2~(Hermes), AFdl(Chanel), &
n}Y (Armani), Z2}cH(Prada), B8] 2](Burberry)
S malsg Asdlon, PR, 3,
o4 52l AFE FAHE A2 ekt
2 ATFdME Asmrt 2 Folulge 7t
W, AR s, drfe] A ARRlS AR
2} Wgste] BEES ST,
ﬁy—i’f] grg ot & AT HEFA
S &85kt B AR AAlol oA gk
Getal e, S 0BE des

P

_4

o AR EAE AAEov, HHol ofrid
MR B4E FAse] A5 AEAT B
th gz omeele Bate] HpaiE 19

g ool o), v g AE R 3
AR AR AP E(www.wix.cn)E F8F AE
ZAME AAEHTE 20209 19 25U R E 3¥
7L7A] oF 6577 AAE AEZALNA F 277
Reo] ool FHES uslga, AN S
o BRol 328E A3 24585 B &
s =

V. AN

2 AT B ATgH 54 v 2
o A FEg TR 2457 7R B 114
H(46.5%), AL 151ua(55 50) 0.2 oAo]
oha BA JEsth. d#E52 2007 699
(28.2%), 30th7} 9678(39.2%), 40th7} 50
(20.4%), 50t o]’ 3078 (12.2%)°.2 e
t}. ol egkel AEZALY ulgl AiEe s
F2 20df], 30th e FHoju]go] A vehd A
o= godEg, HAE FoxtEe A9 A%
Qlo] 1062 71 = Yelt o, zpAgH
8L (Table 3)3 7t}
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Table 4. Correlations among Constructs

Standard Correlations
Constructs Mean Deviation @ ° ® @ ®
@ Overt Narcissism 3.531 972 1
@ Covert Narcissism 3.662 .633 -.064 1
® Need for Uniqueness 3.403 .661 509 -.301 1
@ Need for Approval 3.618 .525 .084 152 146 1
® Luxury Consumption behavior 3.913 733 637 1517 361 2147 1
Notes: 1. *X0.05, **1X0.01
Table 5. Exploratory Factor Analysis(EFA) and Reliability
Factor Analysis Cronbach
Constructs Constructs Factor Loading Alpha
Overtl .866
- Overt?2 .816
@ Overt Narcissism Overt3 45 .934
Overt4 .873
Coverti .866
.. Covert2 .816
@ Covert Narcissism Covert3 45 .848
Covert4 .873
® Need f Uniquenesst 797
Uﬁi%ueg(ress Uniqueness? .785 .838
Uniqueness3 .846
Approvall 795
@ Need for Approval2 829 760
Approval
Approval3 .814
® Luxury Consumption1 714
Consumption Consumption2 .816 .859
behavior Consumption3 829
Eigen value 5.635 3.261 1.939 1.098 1.020 -
Variance (%) 33.146  19.184  11.407  6.461 6.000
KMO (Kaiser-Meyer—Olkin) .866
. _— Chi—-Square 2359.955
Bartlett Sphericity Verification df(p) 136(.000)

2. MR U SHETO| M,
B AS

[e)

HTS

TN Hes AnEd g Tl
T2 7P =2 39138 YEPIeH, 554 &
T 3.4030.2 71 A Yl A
E AoEW dd Ao 5544 &9}

L—;O ==

509, G| et 6370 FE
o #ddS vERen, Eds Ar)ell= <
AE7(152), "M TR (15109 a4
g dEou, 554 79 3010 =
e AEde UrEhH—t— AR elstlrt
A Y82 (Table 4) oA AAIsk= wle}
2t
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Table 6. Two—way ANOVA : Overt Narcissism*Need for Uniqueness & Approval

Source Tg?est;lllja?:;" df  Mean Square F Sig.
Revised Model 56.538a 5 11.308 35.956 .000
Intercept 3406.392 1 3406.392 10831.887 .000
_ Overt Narcissism(A) 4314 1 4314 137.183 .000
[E)]i;gg Need for Uniqueness(B) 3.735 1 3.735 11.876 001
Need for Approval(C) .003 1 .003 .009 .923
Inter A*B 5.333 1 5.333 16.957 000
action A*C 131 1 131 M5 520
Error 75.160 239 314
Total 3882.889 245
Revised Total 131.698 244

a. R Square = .429(Revised R Square = .417)

o
k. (Table 5) oA A|AISH= u}
To], KMO-Bartlett 7332 S34] 8<1&EA
S 73} ATHKMO) 5014, Bartlett
p<.05). 5 H«l NAHFEe 7]k (Eigen
10]7o2 el ARl digh AH
on, AANE FAE FHA H
FEFZAAY IdErd g o] Rl it gk =2
BHls Alez 7P W2 £A7F 76002 4=

’do] R =t

g2 nolFg

3. =425

£ A7 AXE dTeEde] SAS
SPSS 23,0 Z2 1S dg3ste] o] gul
2 (Two-Way ANOVA)S 2Asiet, ¥
QJAA A7l e] Htgk 3.51(FEFHAL 9NS
velen, olg ZlEer |3 Aozt
=& A =97 FA A7]ejr}t vk Hok
(n=154)& T-Zsk3Act. AAdH Ap7]efot vl
7l w2 T aFARE] gy T
< (Table 6) ol Uehd uke} 2ot 2} W=
o] Fae] AHE “ﬁi‘ﬁ, o] & 27l

of w2 Mz FuiEE 99%2] A EFE
A Frolwdk ApolE UrE}kHEHF 137.183). T

> 2

9
Al

HEQL‘

gis
A,

wE7)el we eMe] Feldes AvEd
554 &7 99 Az fofrt
2ol & Uehlvh(F=11.870), 1 7= EA
2 T frolvlgt AbolE Holx| %stgl
ThH(F=.009). F54-8 ae] 3¢, o4 =
Z1fet 5578 771 g™z TRl fo
njgk A7z AFEYoHF=16.957), 2|8
A7} Q1 S7ote] Faag-2 &t ¢l
= AR UETHF=.415).

(Fig. 2) o|x] A|AIEE uio} o] <% 27
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©h(3.59)Fe] ztol= vlulaiet. gk, 9@ H
AN} QA ETeke] FAHTE A HE,
o3 H A7)ef7h T Hekoluh v ekl
o] ARG Aol wh2 Hatgke] 2ol 2
Al dehtA] &gttt ol S48 A
Wb wa 5500 RE ST v T &
HlARE 2 73 gMe] FldEe] AsiAl vk
F& ARG, =3 A AT =2 &
HAREC] iAo w2 X FuldE A
& Bl gl

Fo2 WdH Aot Tl ricke] &



222 F983]x] A45Y A2E (20204 49)

Fig. 2. Estimated Marginal Means on Overt Narcissism * Purchase Motives
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Table 7. Two-Way ANOVA : Covert Narcissism*Need for Uniqueness & Approval

Type Il Sum of

Source Squar es df Mean Square F Sig.
Revised Model 20.917a 5 4183 9.025 .000
Intercept 3593.212 1 3593.212 7752.009 .000
_ Overt Narcissism(A) 10.953 1 10.953 23.630 .000
E};Zg: Covert Narcissism(B) 9.079 1 9.079 19.586 .000
Need for Approval(C) 341 1 .41 .735 .392
Intera A*B 3.046E-5 1 3.046E-5 000 994
ction A*C 103 1 103 222 .638
Error 110.781 239 464
Total 3882.889 245
Revised Total 131.698 244

a. R Square = .159(Revised R Square = .141)

As Aurgitt Jdd zrloe] HwEgk
(3.66, ZFAAL .63)& 7|ELE WEHA A7)
W7t e Akn=116), W&H =77} vre
Hek(n=129) 0.2 FE3}o] FAHEAS AAS)
ek, FEIHMain Effect) 4 A3}, HHAH
2t7]ef ol whE HA e FujdEe frejnlg 2}
o5 YERIL QIth(F=23.630). 79 &7 5
N F5A &7 A Tl oA
frefulgh ako]& YEblUH(F=19.580), 1 &

T grde ApolE UERNA X o=z
Uebdth(F=.735), 4548 aste] 4%
A A7lef et FulEI(EEA &7, AR ET)
ofe] fojmjgt Ay} vrehgA] ekgkeh, AN
0] &2 (Table 7) ollA] A3+ o} 2o},

of#fe] (Fig. 3) AlAgh uke} o] Wf&EH =
77t e T3 AHAEL HME TuRE
o] A Hatgko| = Yeld 53],

A AN} w0 S5 4T e 2

- 1



Fig. 3. Estimated Marginal Means on Covert
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Table 8. Two—-Way ANOVA : Narcissism*Age

=
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Narcissism * Purchase Motives

Estimated Marginal Means of
Luxury Consumption Behavior

44
7 DG
42 7 HEE
4
38 3.76
L 372
36
L x| of WeH xp7jof ¥2
23 Bt

(Covert Narcissism * Need for Approval)

Source TypeS q"lll arseu sm cl df  Mean Square F P-Value
Revised Model 52.536a 5 10.507 31.723 .000
Intercept 3271.991 1 3271.991 9878.609 .000
_ Overt Narcissism(A) 26.413 1 26.413 79.745 .000
[E)]i;gg Covert Narcissism(B) 2,843 1 2,843 8.582 004
Age(C) 214 1 214 .645 423
Intera A*C 1.657 1 1.657 5.003 0%
ction B*C .083 1 .083 .251 .617
Error 79.162 239 331
Total 3882.889 245
Revised Model 131.698 244

a. R Square = .399(Revised R Square = .386)
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Fig. 4. Estimated Marginal Means on Narcissism * Age
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