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Luxury consumption has long been a significant element of global economy (Wang et 

al., 2010) because of its incomparable market value, superior image, and its 

significant role and influence in globalisation (Keller, 2009). In previous research, 

scholars like Leibenstein (1950), Veblen (1957), Vigneron and Johnson (1999,2004), 

Tsai (2005) and Lu (2008) have identified a number of concepts which influence 

consumers’ purchase intention, perceived values and attitudes towards luxury brands 

(Hung et al., 2011; Li et al., 2011; Tsai, 2005; Shukla and Purani, 2011;Wiedmann et 

al., 2007; Gil et al., 2011; Wang et al., 2011; Leibenstein, 1950; Veblen, 1957; Lu, 

2008). Those findings contribute to a general understanding of individuals’ motives of 

luxury consumption, whereas most of studies were conducted in developed countries 

regardless of emerging markets like China (Wiedmann et al., 2007; Wang et al., 2010, 

2011). According to the report provided by Bain & Company (2010), China has 

become the second largest market of luxury products with annual increase of more 

than 30% in 2010 (Lu, 2010). It seems that China will soon become the largest market 

of luxury goods. Thus, an in-depth research of luxury consumption in China is 

necessary. Existing research conducted by Lu (2008) and Wang et.al (2011) indicate a 

number of typical Chinese cultural values and motives of luxury consumption in 

China. For example, prevailing gift-giving culture, consumers going abroad 

purchasing luxury products and generally favouring foreign brands are not a case in 

Western countries but unique in China (Zhan and He, 2011; LU, 2010; Lu, 2008). 

However, with limitations of selected variables, research methods and participants in 

their studies, there needs an empirical study that can integrate those fragmented 

concepts together and provide a holistic conceptual model of luxury consumption 

based on characteristics of China.  

 

This research aims to investigate the relationship between consumers and luxury 

brands from a new approach. Firstly, antecedents and constraints of purchase intention 

will be clarified incorporating with existing theories and findings. As regions in China 



have great differences in terms of economic growth and sub-culture(Qiu, 2011), this 

study will be carried out in 4 cities that can represent main parts, namely 

Beijing(North), Shanghai(East), Guangzhou(South), and Chengdu(West). Secondly, 

the concept of ‘brand experience’ will be applied to this study, enabling us to 

understand consumer behaviour in luxury goods sector from an experiential 

perspective. It is assumed that brand experience is dependent on consumers’ motives 

and emotions. That is, motivations and emotions elicited in luxury consumption 

process might vary according to intrinsic and extrinsic factors such as personality and 

social culture(Vigneron and Johnson, 1999; Kasser and Ryan, 1993). An important 

goal of this research is to illustrate the relationship between motivation and brand 

experience, considering emotions as a mediator in a context of luxury brands in China.  

 

The contributions of this research could be rich. The ‘brand experience’, a core 

component of experiential marketing, will be first time applied to luxury brands 

studies.  Additionally, taking constraints of luxury consumption into consideration 

will achieve a more comprehensive view of luxury goods market in China. This 

research will provide a new approach that integrates motivations, constraints, 

emotions and brand experience into one conceptual model of luxury consumption 

within a specific culture context. 
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