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Attitude of Female Consumers of Chinese 30s Towards Luxury Apparel
and Its Influence on Purchase Intentions
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Abstract: Chinese female consumers in their 30s were taken as the research object, this paper constructs a theoretical
model of the relationship between consumers”attitude towards luxury clothing and purchase intention from four dimensions,
including feelings, action tendency, knowledge and preference, and carries out an empirical analysis and test on this
model. The results show that the attitudes of Chinese women consumers in their 30s Towards luxury clothing, including
feelings, action tendency, knowledge and preference, all have a positive impact on purchase intention. According to demo-
graphic characteristics, Chinese female consumers in their 30s show certain differences in their attitudes and purchasing
intentions towards luxury clothing. Among this, there is no significant difference in the attitude and purchase intention of
consumers of different ages. Female with different marital status and knowledge show different attitude. There are differ-
ences in feelings, action tendency, knowledge, preference and purchase intention with different educational background.
The higher the education degree they have, the more dimensions of attitude have been considered. Different income levels
show different feelings, action tendency, knowledge and preference. The research results can provide a reference for the
marketing strategy of Chinese luxury clothing and lay a foundation for the development of business strategy of clothing enter-
prises.
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Fig.1 Research model
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Tab.1 Basic information statistics of respondents

ni H FEARL /%
30 ~34 % 124 62.0
s
35 ~39 % 76 38.0
KIF 61 30.5
ﬁwﬂ 1S 127 63.5
R oA 12 6.0
L AR 17 58.5
215 Wik 7355
oAl 12 6.0
<4 000 ¢ 35 17.5
4001 ~7 000 Jt 51 25.5
» 7001 ~ 10 000 It 33 16.5
AR 10 001 ~ 15 000 IC 41 20.5
15 001 ~20 000 It 19 9.5
520 000 ¢ 21 10.5
3 EESTTERERE

S ER R I ZE R LR 2, R 2 ATLUF
W4 ANYEE I {E B 280 Cronbachs o ¥ KT 0.7,
HERAMEBE RZBGAE] T 0.930, B B n) 4 (115 B
R4 ;4 D4R KMO {H5 KT 0.7, KR KMO
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Tab.2 Reliability test and validity test
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Tab.3 Correlation coefficient of each variables

B AT B 1) I I [FES G
S 1 _
Frahii i 0.658""" 1
IR 0.310" "~ 0.515°"" 1
Pt 0.476" " 0.634""" 0.704% " * |
W 3K 0.627""" 0.650" "~ 0.437""" 0.613""" 1

H:o* % % Fom P <0.001 B BF B4
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Tab.4 Results of linear regression analysis

o ifiﬁ{’ﬁ%%ﬁ : prifEfl R 8 - R .
B FrifEiRzE Beta
(FH) 0. 184 0.182 1.015 0.312
R 0.296 0. 060 0.318 4.916 0.000"**
Fr s 0.277 0.083 0.249 3.358 0.001" " 0.547 58.050°
iR 0.266 0.083 0.228 3.211 0.002° "
Jh bt 0.301 0.075 0.308 4.017 0.000"**

T 3R P <0.001, B8 B E AR

RS FRERSW

Tab.5 Results of age difference analysis

EiiS s/ % FEAL SEHME i t P
30 ~34 124 2.894 0.613
R 35 ~39 76 3.075 0.657 3.895 0.050
. 30 ~34 124 2.411 0.581
TE5 ) )
frahfitr 35 ~39 76 2.537 0.424 2.690 0.103
. 30 ~34 124 3.348 0.574
iR 0.625 0.430
35 ~39 76 3.278 0.654
30 ~34 124 2.922 0.658
yes 0. 540 0.463
35 ~39 76 2.857 0.500
— 30 ~34 124 2.611 0.585 0.317 0 574
AP SS! . .
. 35 ~39 76 2.563 0.599
Fx6 BERRAESHH
Tab.6 Results of marital status difference analysis
4 TS HRAR L FEAREYL A brifE 2 F P
F s 61 2.972 0.620
N oL 127 2.972 0. 664 0.315 0.730
HiAthy 12 2.821 0.351
P 61 2.516 0.579
T Eh A B IS 127 2.425 0.513 .716 0.490
HiAthy 12 2.528 0.437
Kl 61 3.550 0.643
AR L1 127 3.200 0.555 7.623 0.001
HiAthy 12 3.440 0. 601
Kl 61 3.044 0.512
Uhag B s 127 2.823 0.628 2.860 0. 060
HiAth 12 2.944 0.656
Kt 61 2.713 0.553
W32 75 K B 127 2.528 0.616 2.169 0.117
HiAth 12 2.667 0.367
26 nJLUAE M, 7E0.05 M M AKFE T, ] TR ER, HAT A KA P <0.05, B AR A
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7 ATLLE W, 7 0. 05 (4 KT, iF
AKHA P <0. 05, UkHIAN ] 27 I 9 N AN 1780
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Tab.7 Results of education degree difference analysis

4 =il FEAEL F-HE FaifE2: F p

K& AF 117 2.845 0.575

A Wt 71 3.119 0.674 5.136 0.007
HoAth 12 3.190 0.747
K& AF 117 2.336 0.511

17w WFaT4: 71 2.650 0.520 8. 469 0.000
HAth, 12 2.528 0.449
K& AF 117 3.260 0.499

AR st 71 3.515 0.673 9.980 0.000
HAth 12 2.774 0.714
Kt AR 117 2.803 0.570

it WF5E 71 3.106 0. 600 7.790 0.001
HAth 12 2.583 0. 605
KE AP 117 2.497 0.592

3 = A WFgEE 71 2. 690 0.570 4.884 0.009
HiAlh 12 2.948 0.463
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Tab.8 Results of monthly income difference analysis

4 A%/t FEAREYL A bR F P
<4 000 35 2.947 0.718
4001 ~7 000 51 3.182 0.648
7 001 ~ 10 000 33 2.667 0.548
B : :
RS 10 001 ~ 15 000 41 3.084 0.545 3.770 0.003
15 001 ~20 000 19 2.910 0.474
>20 000 21 2.735 0.670
<4 000 35 2.243 0.494
4001 ~7 000 51 2.562 0.537
. 7 001 ~ 10 000 33 2.298 0.557
15 215
ey 10 001 ~ 15 000 41 2.545 0.480 2.805 0.018
15 001 ~20 000 19 2.561 0.300
>20 000 21 2.563 0.653
<4 000 35 2.914 0.667
4001 ~7 000 51 3.389 0.525
. 7 001 ~ 10 000 33 3.294 0.544
FIiR 4.668 0. 000
10 001 ~ 15 000 41 3.477 0.454
15 001 ~20 000 19 3.496 0.823
>20 000 21 3.415 0.559
<4 000 35 2.576 0.547
4001 ~7 000 51 2.964 0.552
) 7 001 ~ 10 000 33 2.823 0.693
R4y 3.931 0. 002
10 001 ~ 15 000 41 3.150 0.520
15 001 ~20 000 19 2.886 0.369
>20 000 21 2.905 0.759
<4 000 35 2.500 0.652
4001 ~7 000 51 2.718 0.489
— 7 001 ~ 10 000 33 2.462 0.718 10 0. 361
AP S! . .
10 001 ~ 15 000 41 2.659 0.538
15 001 ~20 000 19 2.559 0.432
>20 000 21 2.548 0.684
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