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The theory of planned behavior (TPB) was established by Icek Ajzen and is widely used to predict various behavioral tendencies. It inherits the theory of rational behavior created by Ajzen and Fishbein, and proposes that human behavior is not completely voluntary, but under control. The theory points out that human behavior patterns are affected by three internal factors :1) personal behavior attitude,2) subjective norms, and 3) behavioral control cognition.
But so far,TPB has rarely been used to predict the purchase motivation of consumers in the luxury market. In order to better understand the consumption behavior of luxury consumers, this study will test the applicability of planned behavior theory to predict the purchase motivation of luxury handbags.
According to the conclusion of predecessors, this paper has created a series of theoretical hypotheses. 1) personal behavior and attitude affect purchase intention; 2) subjective norms affect purchase intention; 3) behavioral control cognition influences purchase intention; 4)functional function influences the purchase intention. In this paper, questionnaires in Chinese and English versions are designed to collect data of Chinese and English consumers.
The paper's target group is the emerging elite. Their common characteristics are young and highly educated, and they have a higher possibility to become rich and especially rich people in the future, and are potential consumers of luxury goods. Questionnaires are distributed online through questionnaire websites, BBS and online communities among selected sample groups. The results of this study prove that most of the theoretical hypotheses are valid. Therefore,TPB is practical and effective in predicting the purchase intention of luxury goods market in guangzhou.
Through exploratory research, this paper also discusses the internal situation of some industries to improve the understanding of the sino-italian luxury market.
At the same time, this paper puts forward the inference based on this theory and its application in management. Finally, this paper expounds the limitations and deficiencies of the article. On this basis, Suggestions are given for the general direction of future research.
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[bookmark: _Toc13086]Chapter 1 Introduction
1.1 Global Luxury Brand 
[bookmark: _Toc8407]1.1.1 Traditional definition of luxury
Luxury is defined internationally as "a kind of consumer goods with unique, rare and rare characteristics beyond the scope of people's survival and development needs", also known as non-necessities of life.
In economics, luxury refers to the product with the highest value/quality ratio.
From another perspective, luxury goods are products with the highest ratio of intangible value to tangible value(Karman, 2015).
Luxury is used in the English dictionary to describe the expenses beyond the necessary level and some aspects of lifestyle in the production and use of various products.
In fact, in the economic sense, luxury goods are actually a kind of high-end consumption behavior, and there is no praise or criticism for them (Zhang, 2017).
From the social sense, it is an improvement of personal taste and quality of life. Economics defines luxury as an item whose demand is growing faster than its income. It can be anything from ginseng to designer watches to luxury cars(Bian & Forsythe, 2012).
However, people usually think of luxuries as those very expensive things, that is, the things that most people can't afford. Some luxury goods, such as designer bags, ready-to-wear clothes and high-end cars, are expensive items that are neither necessary nor useful. Private jets and luxury yachts also fall into the luxury category. The concept of luxury is constantly extended. It changes with The Times and has different representative products in different periods. The audience of luxury goods is the minority group, that is, the wealth elite of the society(Yunnus, 2016). In terms of industrial nature, luxury consumption industry is actually an elite industry, which more represents a high-quality lifestyle. People are pursuing high quality life while enjoying luxury goods. Top consumer goods are often associated with successful brands, excellent quality, excellent design concepts, historical accumulation and cultural inheritance, while expensive price is the final factor. That is to say, luxury goods are not necessarily the most expensive, expensive things are not necessarily luxury goods. At a deeper level, luxury goods are actually a way of life(Zhang, 2017).

[bookmark: _Toc17214][bookmark: OLE_LINK1]1.1.2 Toward a new consumption of luxury?
In the context of the big era of digitalization, globalization, youth and other key words, the development of luxury industry in the future has four trends that cannot be ignored.
Trend 1: the era of full channel integration has come.
In the past, different media and channels were isolated from each other in the operation of luxury brands. But in the future, different channels will gradually show the trend of intersecting and connecting with each other. When considering luxury goods purchase, all resources and channels online and offline can be utilized simultaneously. In the future of the gradual integration of online and offline, many derivative issues need to be considered. Among them, customer information security is an important point. Most of the customers who buy luxury goods are high-end people (Yunnus, 2016). They never want their information to be disclosed, so brands need to consider how to store their customers' information safely. In addition, under the background of integration of various channels, the way people get products will also change, and leasing and second-hand luxury goods sales gradually rise. People can use luxury rental websites to try it out for a while before deciding whether to buy it. At present, this trend is more and more obvious in Europe, people no longer pursue ownership, but desire to use, which means that brands have to change the existing business model and consider how to profit from customers' use of products(Karman, 2015).
Trend 2: self-expression has become an important aspect of luxury consumption. In the future, more and more customers in the luxury industry want to express themselves with luxury goods. Luxury brands no longer provide a single selling function, but to inspire customers to express themselves and become what they want to be(Hartmann, 2012). In addition, sustainability is also an important aspect of luxury attitude expression. Gucci, for example, has announced that it will stop using fur from the spring and summer 2018 collection. Brands are choosing greener ways to produce their products, and "sustainability" has become a label for brands and customers to express themselves. In order to reflect the "sense of being" as much as possible, many luxury brands also link their products with users' lifestyle(Zhang, 2017).
Trend 3: luxury goods enter the era of experience consumption. Customers not only experience the product, but also experience the charm of the whole brand. Some brands integrate holographic projection, virtual reality and other high-tech means into customers' experience process(Morwitz, 2014). For example, Dior launched a VR helmet named Dior Eye, which enables users to have a deep understanding of the brand through experience. Wearing the helmet allows users to "go in person" backstage at fashion shows and get a close look at the work of stylists and models(Bian & Forsythe, 2012).
Trend 4: luxury brand culture is a key to attracting customers. If consumers of luxury brands only rely on their material desire to buy products, the potential is very limited. Therefore, the rise and prosperity of the luxury industry requires brands to constantly enrich their cultural and artistic connotations(Morwitz, 2014). Now, more and more brands have made efforts in this regard. Louis Vuitton has printed Da Vinci's paintings on bag products and launched a series of world-famous paintings. Cultural connotation is actually the medium of cultural export (Hartmann, 2012).

[bookmark: _Toc28230]1.1.3 Brand value of the leading 10 most valuable luxury brands worldwide in 2018
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Figure 1.1 Luxury Top 10
French luxury brand Louis Vuitton topped the list with a brand value of $41.138 billion, up 41% from a year earlier. Hermes, the classic French luxury brand, rose 20 per cent year-on-year to $28.063bn, placing it at number two(Morwitz, 2014).
Gucci, the Italian luxury brand, saw the biggest increase in brand value, with its brand value rising 66 percent year-on-year to $22.442 billion, ranking third on the list. The biggest drop in brand value was the French classic luxury brand Chanel, which fell 6 percent year-on-year to $10.383 billion, ranking fourth on the list. Cartier, a French watch and jewelry maker, saw its brand value increase by 20 percent in 2018 compared with 2017. Dior's brand value increased by 54% in 2018. French luxury brand Saint Laurent/Yves Saint Laurent made the top 10 with a brand value of $3.316 billion.

[bookmark: _Toc30627]1.1.4 Show the Global data about the global luxury handbag
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                                        Figure 1.2 Global market worth 2016
In recent years, the growth trend of the global luxury market is characterized by stages. Due to the impact of the global financial crisis, the global luxury market was in a downturn from 2007 to 2009. The luxury market grew rapidly from 2009 to 2012. Only after the end of the financial crisis in 2009 did the luxury market begin to recover. From 2013 to 2015, the growth rate dropped, while in 2016, it basically stagnated. In 2017, the intensified exchange rate fluctuations (such as the depreciation of the pound, the appreciation of the euro, the strength of the RMB, the weakness of the yen, etc.), geopolitical tensions (terrorist attacks in Europe, the tension in east Asia, the continuous impact of brexit, etc.), the recovery of GDP growth and other factors have affected luxury consumption in different directions(Morwitz, 2014). But overall, the global luxury market is recovering. As shown in the following figure, from 2009 to 2016, the luxury market was in the process of transaction growth. Although the proportion of annual growth was different, the luxury industry was undoubtedly moving forward. The figure below also predicts the growth line of the luxury industry until 2023(Mishra, 2014).. It can be seen that the luxury industry is an industry with good development prospects, and more and more people are gradually engaged in the consumption of luxury goods. The luxury industry is developing with the advance of society.

[bookmark: _Toc4144_WPSOffice_Level1][bookmark: _Toc14496]1.2 China Luxury Brand

[bookmark: _Toc10527]1.2.1 China Local and International Luxury Brand
Luxury brands are starting to emerge in China, but the climate is not there yet.
In recent years, some Chinese luxury brands, such as shang xia, French blue porcelain, zhaoyi jewelry, kirin and Shanghai shantan, have emerged internationally. Unlike luxury brands designed by Chinese designers like wang weiwei and Anna su, shang xia and shang xia are all designed by local Chinese designers and all bear the label "made in China".
If Shanghai Tan is the work of Hong Kong stylist, opened 39 stores in New York, Tokyo, Paris, Madrid, London at present, politician hilary, thatcher, film and television star Angelina jolie, nicolas cage had worn the Chinese dress of Shanghai beach. Compared with the international luxury brands, the price of Shanghai shan tan is not inferior: the traditional slim cheongsam set with some fur, the price is nearly 10,000 yuan, and most of the ordinary cheongsam price is about 7,000 yuan. But Shanghai tan was sold to Italian businessman Alessandro Bastagli in 2017(Mishra, 2014)..
For another example, French blue porcelain is the only porcelain brand that is "called loudly" in the world, which is sold in 56 countries all over the world(Zhang, 2017).
[image: ]
                                             Figure 1.3 ShangHai Tang

[bookmark: _Toc7470]1.2.2 Importance of luxury brand in China consumer mind
Luxury is defined internationally as "a kind of consumer goods with unique, rare and rare characteristics beyond the scope of people's survival and development needs", also known as non-necessities of life (Karman, 2015). This definition of luxury goods indicates that luxury goods can be replaced in functional use, which is not a necessity of people's life, and many similar products can replace it. So why are so many people still crazy about luxury goods? It must be a luxury and there are irreplaceable things(Hartmann, 2012).

[bookmark: OLE_LINK13]Express personality. Luxury is closely related to fashion. Many luxury brands adopt the behavior of fashion brands, and fashion, like luxury, can create people's "differentiation", so that people can identify people "belonging to the same category" in the crowd(Levy, 2012). However, luxury and fashion should not be confused. Luxury is the integration of fashion with social status, hedonism and timeliness. Personality self concept and public self concept to consumers in the consumer's pursuit of consumer motivation is different: consumer personality self emphasizes the inner self, therefore also prefers hedonic value of product or brand, the pursuit of pleasure is the value of the motivation of luxury consumption, because the enjoyment value lies in the personal experience of pleasure and the products (Karman, 2015). Consumers observe, discover and explore the unique, precious and extraordinary external beauty of luxury products with sustainable scientific consumption view. From the external luxury, they can feel and improve the beauty of their inner cultivation, improve their personal aesthetic perception, and at the same time, they can beautify themselves from the outside to the inside(Levy, 2012).

Social uniqueness. Luxury goods are not individual items that exist independently. They are closely related to social life and the product of social development to a certain stage. As commodities, they have their commonness and particularity, and their particularity is even far beyond their common value(Mishra, 2014). The social attribute of luxury goods is that individuals generate various social relations between people through the consumption of luxury goods, which is a common existence of social identity and social imbalance. The cultural attribute of luxury goods is related to the inherent characteristics of cultural values and is a tangible form of expression of potential cultural deposits. The economic attribute of luxury goods is its implication with the self-value judgment in the relationship between supply and demand of commodity market, and it is an organic synthesis that converts material and spiritual values into monetary models(Mirabi & Akbariyeh & Tahmasebifard, 2015). Luxury features to its service object and class, their own will have positive and negative effect to society, luxury goods are produced by the continuous development of human society a kind of give it special meaning items, the positive ideas make it at the same time can also cause it's really great discord imbalance, so the appearance of luxury goods is inevitable, and it's development is uncertain.

Image enhancement. Luxury and art are inseparable. Luxury goods may be the driving force behind the art world, or the patron, or the means by which artists make money. As the guarantor of luxury aesthetics, art helps to make luxury brands fresh rather than unchanged, and is also the source of inspiration for luxury designers. Luxury brands' foresight comes from their keen awareness of social trends. Luxury brands should serve "the highest quality" products. This "superlative" must be reflected from appearance to quality one by one(Mishra, 2014).
The high quality of luxury goods should be visible. It is because its luxury is "obvious" that it brings glory to its Lord. So luxury should offer more "visible value" -- making people look good. Those who buy luxury goods are not in pursuit of practical value at all, but in pursuit of the "best" feeling of all mankind.
Spread culture. Real luxury goods contain rich history, humanity and technology. Bring people a kind of enjoyment. From the perspective of products, luxury goods may inherit the historical craftsmanship, or the brand culture, or the excellent quality and workmanship, which give the soul of luxury goods and become the source of people's desire to buy them. Some luxuries can stand the test of time and even increase their value as time goes by. This is also the difference between luxury goods and products produced by machine processing plants. Luxury goods can serve as the disseminator of national virtue in this era of globalization. Bentley and Rolls-Royce, for example, are deeply rooted in British culture, even when transferred to a German company. When it comes to France, haute couture dresses, Italy, lamborghini, ferrari, aston Martin and maserati all represent the history and culture of this country and nation (Mirabi & Akbariyeh & Tahmasebifard, 2015).
Increasing confident. A person who can use luxury goods proves that he has higher social status, better quality and ability. Because he is better than others, he is more confident, more satisfied and fulfilled. On the surface, self-confidence has no impact on people's life, but it will have a potential impact on people's interpersonal communication and promote their personal development.

Position in society. Luxury goods were at the beginning a symbol of status as a hereditary class. It came into being as a sign of class division, the beginning of which refers to the beginning of the emergence of society and luxury goods.
So there is the distinction between the commoner, the aristocrat and the monarch, which separates the person of high social status from the person of low social status(Jaccard, 2012). Luxury goods play an important role in social stratification, and unlike monarchs or hereditary systems, they can be achieved to some extent through their own efforts. That is to say, people can reposition their social class according to their needs, instead of following the established social hierarchy as before. Therefore, through the purchase of luxury goods to show their status (Diallo, 2012). 
Luxury goods represent a class. Because the price of luxury goods is right there, what can be used is one class, and what cannot be used is another class. People can identify their social status according to these, so as to gain respect from others, attract people of the same class, and build their own life circle. After all, birds of a feather flock together. People all want to communicate with people who are similar to them and have more common topics, so that life can have more fun. Not on a level of consumption, the topics of interest to each other are also very different, nature can not go together(Diallo, 2012).
The emergence of luxury goods gives people a label to identify, and it is easier to circle people of the same kind. People who use similar goods have similar tastes, consumption views, values, interests and hobbies. They may have endless topics to talk about when they meet each other. They get along well with each other and gradually become friends and integrate into each other's circle. And these circles represent a social class. Luxury goods have become an obvious representative of the upper class(Jaccard, 2012).

[bookmark: _Toc14892_WPSOffice_Level2][bookmark: _Toc4242]1.2.3 Show the China data about the luxury handbag

China's personal luxury market has exceeded 140 billion yuan and maintained high growth.
China's personal luxury goods market reached 20 billion euros (142 billion yuan) in sales in 2017, up 20% from a year earlier, and the growth rate is far ahead of other major regions in the world. It accounts for 8% of the 262 billion euros (2 trillion yuan) in global sales of personal luxury goods. Chinese consumers contribute 32% of the world's luxury consumption, becoming a major global growth point. Consumers from China are expected to contribute about 83.5 billion euros (650 billion yuan) to the global consumer goods market in 2017, up 13% from a year earlier and accounting for 32% of the global total, the highest share of any country or region. Handbags are one of the most popular luxury items for Chinese consumers(Diallo, 2012).
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Figure 1.4 Global Luxury Market
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Figure 1.5 China Luxury market
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                                      Figure 1.6 Global Consumer

[bookmark: _Toc14892_WPSOffice_Level1][bookmark: _Toc10019]1.3 Problem Statement
Manufacturers of luxury bags have reduced the number of new designs that make the luxury industry less attractive to consumers. Michael Kors introduced fewer new designs in the last quarter of 2016 than it did in the third quarter of 2016.

Some luxury brands have the immorality of sweatshops squeezing workers. GUCCI was reported in 2008 to have employed large Numbers of Chinese workers in factories in Tuscany, Italy, paying them only very low wages and working conditions were very poor(Jaccard, 2012).

The prevalence of counterfeit and luxury goods has a negative impact on consumers' purchasing intention. (Ismail, 2017). For example, the spread of fake luxury handbags from taobao shops make consumers to trust many online luxury stores, reduce The purchase of luxury goods.

[bookmark: _Toc29297_WPSOffice_Level1][bookmark: _Toc13033]1.4 Research Objectives
RO1: To determine whether attitude influence consumer purchase intention of luxury handbags in GuangZhou of China.
RO2: To determine whether subjective norm influence consumer purchase intention of luxury handbags in GuangZhou of China.
RO3: To determine whether functional influence consumer purchase intention of luxury handbags in GuangZhou of China.
RO4: To determine whether perceived behavior control influence consumer purchase intention of luxury handbags in GuangZhou of China.


[bookmark: _Toc19488_WPSOffice_Level1][bookmark: _Toc31768]1.5 Research Questions
RQ1: Will attitude influence consumer purchase intention of luxury handbags in GuangZhou of China?
RQ2: Will  subjective norm influence consumer purchase intention of luxury handbags in GuangZhou of China? 
RQ3: Will functional influence consumer purchase intention of luxury handbags in GuangZhou of China?
RQ3: Will perceived behavior control influence consumer purchase intention of luxury handbags in GuangZhou of China?


[bookmark: _Toc17544_WPSOffice_Level1][bookmark: _Toc2612]1.6 Significant of the Study
Through the analysis and research on consumers' purchase intention, this paper analyzes how products, prices and brands affect consumers' purchase intention, and then comes to market significance and consumer rights and interests, and comes to reasonable strategies (Zhang, 2017). On the one hand, it enables the enterprise to reasonably grasp the connotation and expression method of shopping intention, so as to develop product, price and brand strategy with purpose (Karman, 2015). On the other hand, it makes consumers more clear about their shopping intention and improves their buying intention. In this way, the sound and sustainable development of the economy is promoted, and the interests of enterprises, producers and consumers are win-win and mutually beneficial, so as to achieve the comprehensive and balanced development of the market economy (Hartmann, 2012).


[bookmark: _Toc25635_WPSOffice_Level1][bookmark: _Toc21843]1.7 Operational of Definition
This part of this chapter will emphasize the operational definitions of critical terms and the concepts that will be discussed further in the study.
	Key Terms
	Definitions

	Purchase intention
	Shopping intention can be divided into broad sense and narrow sense, the broad sense of understanding is that people are willing and willing to add to the transaction, or the tendency for people to participate in shopping (Lim & Cheah, 2017). In a narrow sense, consumer purchase intention refers to the possibility of users making purchases in the website. Behavioral intention refers to the intention, idea or intention of an individual consumer to take or execute an action. (Johansen & Guldvik, 2017).

	Attitude
	According to the theory of expectation ─ value (Fishbein & Ajzen, 1975) points out that the attitude is the individual on a particular object reflected by a continuous like or dislike the preset position, also can saying is personal to the positive or negative evaluation of a particular behavior.

	Subjective Norm
	Salient individuals or groups based on Subjective Norm > may be described as individuals with salient individuals or groups who consider that they should or should not be pressured into performing a specific behavior(Fishbein & Ajzen, 1975).

	Perceived Behavioral Control
	[bookmark: OLE_LINK15]Perceived Behavioral Control is the degree to which an individual anticipates feeling in control (or mastery) of a particular behavior when he or she takes it (Fishbein & Ajzen, 1975).

	Functional
	Practicality refers to the fact that the creation of objects can be made or used and can produce positive effects(Cristea, 2014).




[bookmark: _Toc24396_WPSOffice_Level1][bookmark: _Toc15440]1.8 Organization of the Study
This paper is constructed into five main chapters. Each of these chapters are coming along with the aims shown in the following table. The first chapter is introduction chapter. It is about the background of the research. Find and come up with problems statements from the target industry by understanding deeply the situation of the industry, present research objectives and research questions. The second chapter is literature review. Read and summarize the luxury industry market condition from other authors’ studies, and provides detailed and extensive literature review on the consumer purchase intention, as well as the perception of the relationship between these variables. The third chapter is about research methodology, this chapter represent the methods will be used in data analysis, and clear how to collect data, design correct questionnaire. The forth chapter is research findings. In this chapter, analysis data which collected from questionnaire respondents to find out the relationships between purchase intention and factors. The last chapter is conclusion and recommendation. This chapter describes the research results in a rich and comprehensive way, and it is aiming at achieving the research objectives consistent with the literature described in chapter 2. Then, through the research conclusions recommended by the researchers, the limitations of the study are pointed out, and some guidance for future research is proposed.

[bookmark: _Toc17045_WPSOffice_Level1][bookmark: _Toc29757]Chapter 2 Literature Review
2.1 Luxury brands’ marketing mix
Luxury brands are those that serve luxury goods. It is the highest ranking brand in the brand rank classification. In life, luxury brands enjoy a very special market and high social status. In the classification of goods, the counterpart of luxury goods is mass goods(Cristea, 2014). Luxury goods not only provide the use value of goods, but also provide high value-added goods. Luxury goods are not only goods that provide tangible value, but also goods that provide intangible value(Karman, 2015).
For luxury goods, the intangible value is often higher than the visible value.
The brand charm of luxury brands is rich and luxurious. Luxury goods must be the most beautiful goods. No matter how many kinds of aesthetic consciousness people have, there is only one kind of luxury, that is, "see and praise".
Luxury brands must serve "the highest quality" products. This "highest level" must be reflected in everything from appearance to quality. Luxury brands are often proud of themselves, and they continue to raise the banner of individuality and create their own highest standards(Karman, 2015). They are masters of their own minds. It is the individualization of goods that creates reasons for people to buy them. It is precisely because the individualization of luxury goods is very different from the mass goods that it shows its noble value. Luxury brand is very specific, it is not easy to extend the use of expansion. The so-called brand positioning specificity refers to that the brand only serves a certain product or a certain kind of product, and the brand classification level cannot be changed(Shukla & Purani, 2012).
Luxury brands can't do mass brand marketing.Real luxury brands have a long history. Some luxury brands have existed for hundreds of years. After a long time of testing, its main product has been deeply rooted, at this time, it is natural to derive more products. As a luxury brand, you have to create a sense of helplessness. It is the mission of luxury brand marketing to make most people feel unattainable. In terms of market consumption positioning, luxury brands serve a few "rich people". Luxury consumers are less likely to use a product that everyone has. Therefore, to maintain the superiority of target customers, it is necessary to create a sense of distance between the public and them(Nwankwo & Hamelin & Khaled, 2014)..
Distance produces beauty. Luxury brands need to constantly put up barriers to consumption, even though mass consumers are thousands of miles away. The charm of luxury brands lies in the huge contrast between the number of people who know the brand and the number of people who actually own it(Shukla & Purani, 2012).
The cultural value of luxury brands is very high. The cultural value of a brand mainly comes from its historical reputation. The longer a product's history is, the richer its cultural connotation will be. In China, luxury consumption is still dominated by products, that is, consumers pursue the latest styles or new products(Nwankwo & Hamelin & Khaled, 2014).. Consumers in mature western markets, on the other hand, prefer experiences they Revere, such as lavish vacations or services to save time and home-delivery services(Shukla, 2012).

[bookmark: _Toc29684][bookmark: OLE_LINK2]2.2 Luxury brands’ marketing communications

There are multiple ways to help luxury brands communication with consumers, including advertising, public relations, sponsorships, event marketing, direct marketing, fashion show, celebrity endorsement and social media marketing. Luxury brand is not just a concept opposite to "necessities". It carries high prices and constitutes the ultimate yearning of consumer society.
Secondly, the cultural connotation of luxury brands has become the most shining "flash point" in the brand symbol system: a few letters, the meaning of which extends to advertising, terminals, public relations and media strategies, and spreads to become the kingdom of nobility, mystery and history(Shukla, 2012).
In such a value kingdom, all the skillful craftsmen are weaving a dream that makes people miss unceasingly: have the brand, get happiness, status and taste.
However, the expression of these noble and gorgeous symbols is to go to the extreme step by step through traditional, rigorous and even scientific marketing means.It is a cognitive process for target customers to form the enterprise brand, products and services by using various marketing strategies through marketing. Focusing on management, guiding demand and emphasizing individuality are the keys to luxury marketing(Nwankwo, 2014).

[image: P{LP[81D@KCR%3FPNNPE1HJ]
Figure 2.1 Luxury maketing Communications
[bookmark: OLE_LINK4]Luxury consumers look for taste in their favorite brands and they don't like to be called nouveau rich. However, while keeping a low profile, they also hope to make people understand the luxury implications of their consumption, so luxury marketing needs to find a balance between "highlight" and "low-key", in other words, the so-called "low-key luxury". If did not spread, brand spirit cannot be understood by the person, do not talk about sale; If spread flood, brand devalue, the effect is contrary to what one intended(Dehghani & Tumer, 2015). Top luxury goods are spread by word of mouth. Mass luxury goods are marketed in magazines and circles, while fake TV advertisements are not far away from mass brands.
For luxury goods, brand history and brand spirit are more important than the product itself(Yunnus, 2016).
Luxury marketing needs to choose a good communication channel to transfer the spirit of brand to the target group in the right way. Luxury marketing follows the principle of "public relations first, advertising second". Luxury goods are more by word of mouth, and word of mouth communication is to rely on public relations means to complete. For example, hold public wine parties, customer parties, or adopt business marketing to make word-of-mouth, a highly credible publicity strategy, become the lubricant and booster of luxury brand marketing.
If rolls Royce car is in Chinese mainland and Hong Kong area, use public relations means in great quantities, with lower cost established good publicizing effect and brand image -- this kind of promotion mode, just as it happens further consolidated the consumption circle of luxury goods, had been proved to be effective sale means(Dehghani & Tumer, 2015).
The flash point of the product itself is not familiar to consumers. If it can be distilled and categorized with other similar brands, and then spread widely, then customers can easily accept it. In the consumer is familiar with the product between, the establishment of the image store of manufacturer direct battalion is crucial. If the publicity is disconnected from the entity, the product will fall in the psychological position of consumers.Under the promotion of soft and hard combination of advertising and physical stores, sponsorship charity is undoubtedly a bonus behavior, which increases the emotional score of consumers. Investment promotion will speed up the recognition of products in the hearts of consumers, only the public recognition, broad market recognition of goodwill is really a gold brand(Yunnus, 2016). 
Advertising is the visual communication of luxury goods. According to the consumption psychology of two different consumer groups, two advertising methods are adopted. For "luxury segmentation", luxury advertising needs to focus on high-end fashion magazines, especially those that have achieved good reputation in the global market. For "conspicuous luxury," you can choose to advertise to the public. These advertisements are necessary(Asshidin, 2016). A large part of the reason why luxury products can be accepted at high prices is because of the envy of the people who admire them and the sense of distance created by their "envy" and "lack of access", which highlights the value of luxury products and thus becomes a factor to promote the purchase(Dehghani & Tumer, 2015).
The purpose of sponsorship in general is to promote understanding, enhance reputation and build image. But a specific goal is often chosen for each sponsored event. The sponsorship of the organization should be planned from the following aspects. Consider whether the sponsored activities and the product can be harmoniously and naturally associated with the public and have a beneficial impact on the product(Asshidin, 2016).
The social impact of sponsored activities should be considered, such as the possibility, frequency and universality of media coverage, who is the beneficiary, the distribution of the affected public, the duration of the impact, whether the activity itself can attract people's attention, whether it can produce "sensational effect" and so on.
Consider the opportunities for the organization to meet and communicate directly with the public at events, as well as the costs and forms of sponsorship. To consider the supervision of sponsorship, such as how to control sponsorship activities? Is sponsorship legal? What is the social reputation of the sponsor? How sponsorship fees are paid to beneficiaries and so on(Shaouf, 2016).
Sponsor activities should be examined to see if the sales of the company's products have sponsorship value. If you find it worthwhile, you can start to implement the sponsorship(Dehghani & Tumer, 2015). In the specific implementation of sponsorship should be responsible for a person, the implementation process should take the initiative to understand the preparation and progress of activities, to grasp the favorable opportunities. After the end of sponsorship activities, the effect of participating in sponsorship should also be evaluated(Shaouf, 2016).
On the one hand, according to the measurement of media reports and advertising communication, on the other hand, the whole process of participating in sponsorship should be reviewed and summarized. Sponsorship initiated by an organization should be pursued from the following aspects.
The organizer should have a good image. Sponsorship activities themselves should be attractive and well planned. The media and various authoritative public support should be sought. The specific person in charge of sponsoring activities (dealing directly with sponsors) should have a good personal image, so as to be accepted by the public in the specific process of lobbying, explanation, communication and publicity, and to influence the degree of public support to the greatest extent(Asshidin, 2016). Sponsorship activities must give visible rewards to sponsors (units and individuals).
Evidence that goodwill for charity has become a prized commodity is not hard to find. Charitable giving can be a way to attract favorable attention at a time when traditional advertising methods are not as effective as they used to be.(Dehghani & Tumer, 2015)
Similarly, as corporate behavior is increasingly closely monitored by consumer blogs, public displays of willingness to do good can greatly increase public trust in a brand.
Companies can use charitable activities to repair their poor public relations or demonstrate their initiative. In touting their sense of social responsibility, these companies realise they have to match words with deeds. Fashion show is an effective way to help luxury brands gain popularity(Asshidin, 2016).

[bookmark: _Toc29636][bookmark: OLE_LINK3]2.3 Factors Driving the growth of luxury handbag industry

Business trend is a factor which influences the growth of luxury handbag industry. Luxury handbag operation has a cyclical feature, and the cost is fixed: brand promotion, flagship store, employees, sample series, and other important elements in the operation of luxury handbag industry are not small expenses. Slower sales are likely to result in lower operating expenses, which in turn will squeeze profits, particularly price-to-earnings ratios(Dehghani & Tumer, 2015). The gap between rich and poor is not growing as fast as it once was. Luxury goods are essentially symbols of people's desire for upper class society and are often seen as a way to reflect personal wealth. Since 1970, with the widening of global income gap, luxury consumption has shown an obvious upward trend. On the contrary, income gap growth has slowed or even stagnated as marginal tax rates have been raised, which is likely to reduce luxury consumption.

Chinese surging economy has spawned a huge and high consumption crowd, their overall purchasing power In recent years the rapid growth of the gross domestic product (GDP), after 20 years of reform and opening up, China has some people to become prosperous first at present China's high-income groups already have quite a regulation(Asshidin, 2016), if the calculation is based on the 10% of the urban residents, about 13 million people belong to high income groups, equivalent to medium level in developed countries, thus formed the growing luxury consumer group. With the increase of income, this group of people has an increasingly strong demand for luxury goods, which leads to the increasingly active consumption market of luxury goods in China.

The development of IT influences people's life and the development of the world as well as the development of the luxury industry. With the advance of IT, luxury bags have added many different online and offline sales channels. Luxury brands are committed to using updated IT technologies and new media platforms to promote themselves. IT is the development of IT that can help luxury brands present more magnificent stage designs. The after-sales service of luxury bags is also full of the application of IT technology, which has penetrated into every aspect of people's life. Following the changes of The Times, paying attention to and applying new IT technologies is conducive to the long-term development of the luxury industry(Das, 2014).

Luxury goods has always been reviled as word in China, are all waste and corruption means united together with the large number of high-end consumer goods in succession to enter, the consumption gap between China and the world is gradually shortened, Chinese society pay more attention to promote the new consumption idea, rather than a piece of surface stress envy luxury goods already beyond waste corruption decadent unfair means, it with special material to build your personal opinion, a character, and luxury goods consumption has become a social progress and economic development(Erdil, 2015). One of the driving forces is that China's unique honeycomb social life style of population aggregation has led to the rapid growth of luxury consumption such as high-end clothing, cosmetics, perfume, watches and so on. In recent years, in the industrialization and the materialization of the western countries, luxury is endowed with new meaning, showing off a symbol of wealth is no longer a luxury, pick up and is usually rare harvest life experience, for family travel luxury goods, such as the consumer have to in order to learn the art of living in a beautiful, social factors on the development of luxury consumption plays a very important guidance role(Asshidin, 2016).


[bookmark: _Toc22313]2.4 Consumer Motivation to purchase luxury handbag

Show off to gain respect.
Conspicuous consumption refers to the extravagance, extravagance and waste that the wealthy upper class shows off and shows off their money, financial resources and social status as well as the glory, reputation and reputation brought by such status to others through their extravagance, extravagance and waste of goods beyond the practical and necessary for survival(Das, 2014).
The social status related to consumption is rooted in the fact that human beings need to be accepted and respected and need a certain status.
Express yourself. In the study of luxury goods, maslow's hierarchy of needs theory is probably the most influential( Karman, 2015).
Maslow pointed out that "human beings are driven by a number of constant, psychological rather than merely physical needs." he divided the various human needs from the lower level to the higher level into five categories: physiological, safety, emotion, self-esteem and self-realization.
RonaldInglehart pointed out that once all natural and material needs are met, people place self-expression in a higher position than pure economic benefits, which echoes maslow's "self-actualization" stage(Bian & Forsythe, 2012).

Influence of personality ego and public ego. Personality self concept and public self concept to consumers in the consumer's pursuit of consumer motivation is different: consumer personality self emphasizes the inner self(Erdil, 2015), therefore also prefers hedonic value of product or brand, the pursuit of pleasure is the value of the motivation of luxury consumption, because the enjoyment value lies in the personal enjoyment and experience; The public self-concept emphasizes the public role of an individual. The public perception of an individual is the center of self-identification, and the emphasis on face emphasizes the symbolic meaning of products rather than pleasure, especially the symbolic meaning of products.
In order to better communicate with others.
For the majority of middle-class consumers, human resources are an intangible wealth, so interpersonal communication is often an important part of their lives, and those products and services that can help them perform better in interpersonal communication become their consumption targets(Hsu & Yu & Chang, 2017).
The commodities appearing in the communication process can usually represent the taste, knowledge, achievement and value standard of the owner, which is often the motivation for consumers to choose to consume various new luxuries(Jaccard, 2012).

[bookmark: _Toc9582]2.5 Theories of planned behavior

The theory of planned behavior was proposed by Icek Ajzen (1988,1991).
Theory of planned behavior can help us understand how people change their behavior patterns.
The TPB believes that human behavior is the result of deliberate planning.
1. Attitude refers to the positive or negative feelings held by an individual about the behavior, that is, the Attitude formed after the conceptualization of the individual's evaluation of the specific behavior. Therefore, the components of Attitude are often regarded as a function of the individual's significant belief in the results of the behavior(Ajzen, 1991).
2. Subjective Norm refers to the social pressure individuals feel about whether to take a specific behavior. In other words, when predicting the behavior of others, individuals or salient individuals or groups that have influence on individuals' behavior decisions will have an impact on whether to take a specific behavior(Ajzen, 1991).
3. Perceived Behavioral Control refers to an obstacle that reflects an individual's past experience and expectation. When an individual believes that he has more resources and opportunities and fewer expected obstacles, he has a stronger Perceived Behavioral Control over behaviors.
There are two ways to influence it. One is to have the meaning of motive on behavioral intention(Ajzen, 1991).
Second, it can directly predict behavior.
4. Behavior Intention refers to an individual's judgment on the subjective probability of taking a specific Behavior, which reflects his/her willingness to adopt a specific Behavior(Ajzen, 1991).
Behavior refers to the Behavior that an individual actually takes actions.
Ajzen believes that all the factors that may influence behavior are indirectly influenced by behavioral intention.
The behavioral intention is affected by three related factors, one of which is the individual's own "Attitude", that is, the "Attitude" towards a particular behavior.
The other is derived from external "Subjective norms", that is, "Subjective norms" that will affect an individual's taking a specific behavior. Finally, it comes from Perceived Behavioral Control. Generally speaking, the more positive an individual's attitude towards an action is, the stronger his behavioral intention will be(Eagry and Chailen, 1993).
The more positive the subjective norm of a certain behavior is, the stronger the individual's behavioral intention will be. However, the more positive the attitude and subjective norms are and the stronger the perceptual behavior control is, the stronger the behavioral intention will be. In contrast to the basic assumption of rational action theory, Ajzen advocates that the individual's will control over behavior should be regarded as a continuum, with behaviors completely under the control of will at one end and behaviors completely outside the control of will at the other end. Most human behavior falls somewhere between these two extremes. Therefore, in order to predict behavior that is not completely under the control of will, it is necessary to add behavioral perception to control this variable. However, when the individual's control of behavior is closer to the strongest degree, or the control problem is not a factor considered by the individual, the predictive effect of planned behavior theory is similar to that of rational behavior theory.
The theory of planned behavior has the following main points:
(1) Behaviors that are not completely controlled by personal will are not only influenced by behavioral intention, but also restricted by actual control conditions such as personal ability, opportunity and resources to perform behaviors. When actual control conditions are sufficient, behavioral intention directly determines behaviors;
(2) Accurate perceptual behavior control reflects the actual control conditions, so it can be used as an alternative measurement index for actual control conditions to directly predict the possibility of behavior occurrence (as shown in the dotted line below). The accuracy of prediction depends on the degree of reality of perceptual behavior control;
(3) Behavioral attitude, subjective norms and perceptual behavior control are the three main variables that determine behavioral intention. The more positive attitude, the greater important other's support and the stronger perceptual behavior control are, the greater behavioral intention and vice versa.
(4) Individuals have a large number of behavioral beliefs, but only a relatively small number of behavioral beliefs can be acquired in a specific time and environment. These accessible beliefs, also known as salient beliefs, are the cognitive and emotional basis for behavioral attitudes, subjective norms and perceptual behavior control(Bian & Forsythe, 2012).
(5) Personal and socio-cultural factors (such as personality, intelligence, experience, age, gender, cultural background, etc.) indirectly affect behavioral attitude, subjective norms and perceptual behavioral control through influencing behavioral beliefs, and ultimately affect behavioral intention and behavior;
(6) Behavioral attitude, subjective norms and perceptual behavior control can be completely separated conceptually, but sometimes they may have a common belief basis, so they are both independent of each other and related to each other(Eagry and Chailen, 1993).

The theory of planned behavior not only can be used to explain and predict behavior, can also be used to intervention behavior, the theory can provide formation behavior beliefs, attitudes, subjective norms and perceived behavior control and the faith is the basis of the cognitive and emotional behavior, through the influence and intervention of these beliefs, can achieve the goal of improve or even change behavior. It should be said that practical and reliable intervention behavior is an important feature of planned behavior theory. However, it is a pity that few researchers use planned behavior theory to intervene behavior at present, and the vast majority of researches focus on explaining and predicting behavior.
[image: ]

[bookmark: _Toc12892_WPSOffice_Level1][bookmark: _Toc11888]2.7  Summary
This chapter, through the interpretation of the past literature, better understand and explain the status of the luxury bag market, understand the marketing means of the luxury bag market, and understand the factors affecting the development of the industry. Learn and understand the significance of the theory of planned behavior, compare the role of the theory of planned behavior in different literature and put forward opinions.

[bookmark: _Toc3670_WPSOffice_Level1][bookmark: _Toc24685]Chapter 3 Methodology
[bookmark: _Toc20458_WPSOffice_Level1][bookmark: _Toc10784]3.1 Conceptual Framework 
[image: X61XDQOLIW(@0XCMSCWNYYT]
This conceptual framework is mainly built by Theory of Planned Behavior (TPB), it is shown as the above figure. This framework shows the relationship between dependent variable and independent variables, the independent variables are attitude, subjective norm, perceived behavior control and functional, the dependent variable is intention to purchase luxury handbag. 

Attitude is a persistent preset position that an individual likes or dislikes a particular object. It can also be said that an individual carries out positive or negative evaluation of a specific behavior. They believe that the formation of attitude can be derived from an individual's important belief in and evaluation of the results of a specific behavior.

Subjective norm is salient individuals or groups give the people pressure about whether he could do a particular act. It is the recognition of the social pressure that individuals feel when they take a particular action.

The more resources and opportunities an individual thinks he has and the less obstacles he anticipates, the stronger his perceptual and behavioral control over his behavior will be, it is defined as perceived behavior control. Perceived  behavior control often reflects an individual's past experience or secondary information or obstacles to expectations (Ajzen, 1985).


[bookmark: _Toc17494_WPSOffice_Level1][bookmark: _Toc6648]3.2 Sources of Data
The data of this study are composed of two parts, primary data and secondary data. Raw data is data in a user database, or a variety of data stored and used by end users, and is raw or simplified data that may or may not be machine-readable. It makes up the data that physically exists. Raw data can take many forms, such as text data, image data, audio data, or a mixture of data. The primary data of the study is from the respondent of questionnaires, and then it would be used to do data analysis. About 456 were interviewed in this study because of their purchase intention for luxury handbags. Secondary data is relative to the original data, and refers to statistical data that has been collected for other purposes rather than for ongoing research. Compared with the original data, the second-hand data has the advantages of rapid acquisition, low cost, easy access and laying a foundation for further collection of the original data. In this research, secondary data is used to support the background of study, and make the study information has more reliability.

[bookmark: _Toc20105_WPSOffice_Level1][bookmark: _Toc24524]3.3 Data Collection
[bookmark: _Toc29297_WPSOffice_Level2]3.3.1 Questionnaire Development 
The questionnaire is divided into seven parts, the questions include closed-ended questions and opened-ended questions(Shah, 2012). Demographic questions and awareness questions are designed to understand the situation of respondents, they are opened-end questions. The other questions are closed-end questions to collect data by using five points as 1=strongly disagree, 2=disagree, 3=neither agree or disagree, 4=agree, 5=strongly agree. And the questionnaire is convenient-questionnaire, it will be posted on the Internet to collect data(Jaccard, 2012). 

The first part is awareness and knowledge questions to know the background of samples. The second part is five questions about attitude. There are five questions about subjective norm in the third part. Five questions are designed from perceived behavior control in the forth part. And the Fifth part is about six functional questions. There are five questions about purchase intention in the sixth part. The last part is demographic questions to know the background of samples. 

[bookmark: _Toc19488_WPSOffice_Level2][bookmark: _Toc6572]3.3.2 Sampling Frame and Techniques 
There are 20.15 million people in Guangzhou which above one million, so the sample size is determined about 384 because of the Krejcie and Morgan table in the study, they are enough to do analysis and get significant results to know the relationship between purchase intention for luxury handbags and independent variables.The target sample is the people who would like to purchase luxury handbags living in Guangzhou. 

[bookmark: _Toc185_WPSOffice_Level1]3.4 Pilot Study 
Polit et al. (2001) defines the test as a major study in preparation for experimentation or small-scale testing. In accordance with De Vaus (1993), pilot testing helps to reduce risk and warns research personnel in specific areas of potential failure. Since the questionnaire survey of this study was designed on the basis of previous research, a test was conducted to ensure that the suitability problem is suitable for this study.

[bookmark: _Toc8768_WPSOffice_Level1][bookmark: _Toc10153]3.5 Data Processing and Methodology

[bookmark: _Toc17544_WPSOffice_Level2][bookmark: _Toc29130]3.5.1 Reliability Test
Reliability refers to the degree of consistency of the results of repeated measurements of the same object by the same method.
Cronbach alpha reliability coefficient is by far the most commonly used reliability coefficient, its formula is:
 alpha = (k/(k - 1)) * (1 - (∑ Si ^ 2)/ST ^ 2)
Among them, the K is the total number of item in scale, Si ^ 2 for variance in the ith my score questions, ST ^ 2 for all item of the total score of variance.
It can be seen from the formula that alpha coefficient evaluates the consistency between the scores of each item in the scale, which belongs to the internal consistency coefficient(Field, 2005).
This method is suitable for the reliability analysis of attitude and opinion questionnaire (scale). The reliability coefficient of the total amount table should be above 0.8, and it is acceptable between 0.7 and 0.8. The reliability coefficient of the subscale should be above 0.7, and 0.6-0.7 is acceptable. If the alpha coefficient of Cronbach's is below 0.6, the questionnaire should be re-compiled(Kumar, 1999).


[bookmark: _Toc25635_WPSOffice_Level2][bookmark: _Toc587]3.5.2 Descriptive Analysis
Descriptive analysis is the first step of statistical analysis of social survey. It preliminarily sorts out and summarizes a large number of data data obtained in the survey to find out the internal laws of these data -- centralized trend and decentralized trend. Single factor analysis is carried out mainly by means of statistics represented by various data, such as mean and percentage.

[bookmark: _Toc24396_WPSOffice_Level2][bookmark: _Toc25226]3.5.3 Exploratory Factor Analysis
Factor analysis refers to the statistical technique of extracting common factors from variable groups. Factor analysis can find hidden representative factors in many variables(Thurstone, 1931). Grouping variables of the same nature into one factor can reduce the number of variables and test the hypothesis of the relationship between variables. The basic purpose of factor analysis is to use a few factors to describe the relationship between many indicators or factors. In other words, several closely related variables are grouped into the same category, and each category of variables becomes a factor to reflect most information of the original data with fewer factors. With this kind of research technology, we can easily find out what are the main factors influencing consumers' purchase, consumption and satisfaction, and their influence (Ali, 1999). Using this research technique, we can also do preliminary analysis for market segmentation. KMO Bartlett's sphericity test is a factor analysis that measures whether your data is suitable for a certain index, tests and measures each variable in the model, and completes the sampling adequacy of the model. KMO must be greater than 0.6 to justify sampling adequacy measurements for construction projects(Kaiser, 1970).
In this study, if the KMO of DV is less than 0.6, some of the questions in the questionnaire need to be modified or added; if the KMO of IV is less than 0.6, and the influencing factors are wrong, the IV question should be changed (Zikmund et al., 2013). Factor loading is part of the result of factor analysis, which is a data reduction method to explain the correlation between observation variables and fewer factors. The result of each problem is greater than 0.6, if the value is greater than 0.5, less than 0.6, the problem can be deleted, the problem can be retained, if the value is less than 0.5, the problem can be deleted or modified. For the eigenvalues, the eigenvalues of each IV should be greater than 1, and if any value of IV is less than 1, the corresponding IV should be rewritten or deleted, because this means that IV is incorrect.

[bookmark: _Toc17045_WPSOffice_Level2][bookmark: _Toc12601]3.5.4 Multiple Regression Analysis
The method of multiple regression analysis and prediction refers to the method of establishing a prediction model for prediction by analyzing the correlation between two or more independent variables and one dependent variable (Menard, 2002).
When there is a linear relationship between independent variables and dependent variables, it is called multiple linear regression analysis. The formula is: Y = a + b1*X1 + b2*X2 + ... + bp*Xp. Y is dependent variable and equal to intention to purchase luxury handbags, X is independent variable including attitude, subjective norm, perceived behavior control and functional.

[bookmark: _Toc22034_WPSOffice_Level1][bookmark: _Toc18650]3.6 Summary
This chapter introduce the methods of analysis which would be used in the next chapter. It explains the details of analysis methods. The pilot test will be test firstly to check the questions whether are suitable for the study by using 30 samples. And then use reliability test, descriptive analysis, factor analysis, regression test to check the hypothesis and achieve the research objectives.

[bookmark: _Toc28505_WPSOffice_Level1][bookmark: _Toc16672]Chapter4 Research finding

[bookmark: _Toc19328_WPSOffice_Level1][bookmark: _Toc31809]4.0 Pilot test

In order to decrease the adventure of research, pilot test is necessary. Use SPSS to do reliability test after collecting 30 sample respondents which collecting from 30 consumers living in Guangzhou. According to the table, Cronbach’s Alpha is 0.919, which is greater than0.6. It shows the reliability of the questionnaire is good, it means the 26 items in the questionnaire have great persuasion, the questions are suitable for further research.


Table 4.1 Pilot test (reliability test)
	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.919
	.921
	26




[bookmark: _Toc12892_WPSOffice_Level2][bookmark: _Toc31413]4.1 Demographic Profile of Respondents
Table 4.2 Demographic Respondents
	Demographic
	Categories
	Frequency
n =385
	Percentage (%)

	Gender
	Male
	162
	42.08

	
	Female
	223
	57.92

	Age 
	Below 25
	108
	28.05

	
	26-35 
	117
	30.39

	
	36-45
	121
	31.43

	
	45-55
	39
	10.13

	Education level
	Postgraduate
	         100
	25.97

	
	Graduate
	139
	36.1

	
	High school
	65
	16.88

	
	Others
	81
	21.04

	Marital Status
	Single
	96
	24.94

	
	Married with kid
	173
	30.13

	
	Married without kid
	116
	44.94

	Annual household income(RMB)
	Less than 30,0000
	146
	37.92

	
	Between 30,0000 and 50,0000 
	148
	38.44

	
	Between 50,0000 and 10 million
	60
	15.84

	
	Above 10 million
	13
	7.79



In this study, a total of 385 valid questionnaires were obtained, of which 42.08 percent were men, 162 were men, and 57.92 percent were women, 223 were women. Among the interviewees, the people aged 36-45 are the most, 121 people in total, accounting for 31.43 percent of the total number of people aged 26-35. In the sample number, more people received higher education, with 100 college graduates and 139 graduate students respectively. Only 96 people in the sample were single and the rest were married. 37.92 percent of the sample had an annual household income of less than 300,000, and 38.44 percent had an annual household income of between 300,000 and 500,000.

[bookmark: _Toc3670_WPSOffice_Level2][bookmark: _Toc23748]4.2 Reliability test
Table 4.3 Reliability Test
	Variables
	Cronbach’s Alpha
	Number of Items

	Attitude 
(Independent variable)
	0.896
	5

	Subjective Norm 
(Independent variable)
	0.886
	5

	Perceived behavior control
(Independent variable)
	0.857
	5

	Functional
(Independent variable)
	0.871
	6

	Purchase intention
(Dependent variable)
	0.908
	5

	All Variables
	0.919
	26



Reliability refers to the degree of consistency of the results of repeated measurements of the same object by the same method. The reliability coefficient of the total amount table should be above 0.8, and it is acceptable between 0.7 and 0.8. The reliability coefficient of the subscale should be above 0.7, and 0.6-0.7 is acceptable. If the alpha coefficient of Cronbach's is below 0.6, the questionnaire should be re-compiled. In the study, all variables alpha is 0.919, the independent variables’ alpha are 0.896, 0.886,0.857 and 0.871, the dependent variable’s alpha is 0.908. Every alpha is over 0.6, the result of reliability test is acceptable even good enough. These variables are very consistent(Nunwell, 1967).


[bookmark: _Toc20458_WPSOffice_Level2][bookmark: _Toc6017]4.3 Factor Analysis

Table 4.4 KMO Test
	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.961

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	5241.057

	
	df
	190

	
	Sig.
	.000


	
It can be seen from the table that the KMO statistic is 0.961, greater than the minimum standard 0.5, which indicates that it is suitable for factor analysis, Bartlet spherical test, p<0.001, and it also shows the data is suitable for factor analysis.
Table 4.5 Communalities
	Communalities

	
	Initial
	Extraction

	ATT1 I often buy luxury goods in such a way that I create a personal image that cannot be duplicated. （我经
	1.000
	.701

	ATT2 I like to own new luxury handbags before others do. （我喜欢在别人之前拥有新的奢侈品包）
	1.000
	.742

	ATT3 I often buy luxury handbags to help me fit into important social situations. （我经常买奢侈的手提包来帮助我适应重要的社交场
	1.000
	.682

	ATT4 I only purchase luxury handbag because it suit my personality. （我只买奢侈的手提包，因为它适合我的个性。）
	1.000
	.730

	ATT5 I love to the latest design of any luxury brand. （我喜欢任何奢侈品牌的最新设计。）
	1.000
	.661

	SN1 Most people who are important to me think that I should  purchase luxury handbags. （大多数对我很重要的人认为我应该购
	1.000
	.708

	SN2 Many people around me have luxury fashion handbags. （我周围的很多人都有奢侈的时尚手提包。）
	1.000
	.749

	SN3 I feel social pressure to buy luxury handbags. （我觉得社会压力迫使我去买奢侈品包。）
	1.000
	.698

	SN4 The people who I listen to could influence me buy luxury handbags. （我会聆听意见的人可能会影响我购买奢侈手袋。）
	1.000
	.673

	SN5 I often identify with other people by purchasing the same brands they purchase. （我经常通过购买他们购买的相同品牌来与别
	1.000
	.699

	F2 I expect the luxury handbags that I buy can last a long time. （我希望我买的奢侈手袋能持续很长时间。）
	1.000
	.645

	F3 I expect the luxury handbags that I buy will perform as expected and as promised. （我希望我买的奢侈手袋能像预期的那样
	1.000
	.680

	F4 The materials used by the luxury handbags brand must be comfortable. （奢侈手袋品牌使用的材料必须舒适。）
	1.000
	.688

	F5 Styles of the luxury handbags brand have distinctive features. （奢侈手袋品牌的款式各具特色。）
	1.000
	.726

	F6 The packaging of luxury handbags is as pleasing as the product. （奢侈手袋的包装和产品一样令人赏心悦目。）
	1.000
	.560

	PI1 I will try to buy luxury fashion handbags in future. （我将会尽量去买奢侈的时尚手提包。）
	1.000
	.682

	PI2 I intend to purchase luxury fashion handbags within next year. （我打算在明年购买奢侈时尚手提包。）
	1.000
	.757

	PI3 The probability that I would buy luxury fashion brands within  the next 12 months is high. （我在未来12个月
	1.000
	.777

	PI4 If I were going to purchase a luxury product, I would consider buying luxury handbags. （如果我要购买一件奢侈品，
	1.000
	.688

	PI5 I recommend to friend and relatives that they buy luxury handbags. （我建议朋友和亲戚去买奢侈品手提包。）
	1.000
	.762

	
	
	

	Extraction Method: Principal Component Analysis.



In the study, the communalities are between 0.560 to 0.777, it shows that these  factors can reflect the vast majority of the original index variables.

Table 4.6 Result of Factor Analysis
	Items 
	Factor Loading

	
	F1
	F2
	F3
	F4

	

	Attitude
	
	
	
	

	I only purchase luxury handbag because it suit my personality.
	0.749
	
	
	

	I like to own new luxury handbags before others do.
	0.702
	
	
	

	I often buy luxury handbags to help me fit into important social situations.
	0.695
	
	
	

	I often buy luxury goods in such a way that I create a personal image that cannot be duplicated.
	0.683
	
	
	

	I love to the latest design of any luxury brand.
	0.671
	
	
	

	Variance (percent of explained)
	19.860
	
	
	

	

	Purchase Intention
	
	
	
	

	The probability that I would buy luxury fashion brands within  the next 12 months is high.
	
	0.757
	
	

	I intend to purchase luxury fashion handbags within next year.
	
	0.756
	
	

	I recommend to friend and relatives that they buy luxury handbags.
	
	0.744
	
	

	If I were going to purchase a luxury product, I would consider buying luxury handbags.
	
	0.666

	
	

	 I will try to buy luxury fashion handbags in future.
	
	0.627
	
	

	Variance (percent of explained)
	
	18.666
	
	

	

	Functional
	
	
	
	

	I expect the luxury handbags that I buy will perform as expected and as promised.
	
	
	0.780
	

	The materials used by the luxury handbags brand must be comfortable.
	
	
	0.775
	

	Styles of the luxury handbags brand have distinctive features.
	
	
	0.769
	

	I expect the luxury handbags that I buy can last a long time.
	
	
	0.726
	

	The packaging of luxury handbags is as pleasing as the product.
	
	
	0.634
	

	Variance (percent of explained)
	
	
	17.643
	

	

	Subjective Norm

	
	
	
	

	Many people around me have luxury fashion handbags.
	
	
	
	0.717

	I often identify with other people by purchasing the same brands they purchase.
	
	
	
	0.630

	The people who I listen to could influence me buy luxury handbags.
	
	
	
	0.602

	I feel social pressure to buy luxury handbags.
	
	
	
	0.584

	 Most people who are important to me think that I should  purchase luxury handbags.
	
	
	
	0.582

	Variance (percent of explained)
	
	
	
	13.871

	

	Total percentage of variance                                                                          70.04
	
	
	
	



The percentage of variance explained to measure how much of the total variance is explained by these factors. Explained variance is a simple measure that shows how useful the original total variance of all variables represented by this factor and the percentage statistics of explained variance are useful to evaluate and explain a factor. 70.04 percentage of variance can be explained by four factors.

Table 4.7 Reliability Test (Factor Analysis)
	Variables
	Cronbach’s Alpha
	Number of Items

	Attitude 
(Independent variable)
	0.896
	5

	Subjective Norm 
(Independent variable)
	0.886
	5

	Functional
(Independent variable)
	0.853
	5

	Purchase intention
(Dependent variable)
	0.908
	5

	All Variables
	0.952
	20



In the last factor analysis, perceived behavior control factor was deleted, and then I redid reliability test to analyze the reliabilities of the rest of independent variables and dependent variables. As the table shows, all variables’ alpha are over 0.8, they are very reliable and have strongly consistency.

[bookmark: _Toc17494_WPSOffice_Level2][bookmark: _Toc6395]4.4 Multiple Regression Analysis
Table 4.8 Regression Result
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	 
	B
	Std. Error
	Beta
	 
	 
	Tolerance
	VIF

	(Constant)
	0.283
	0.137
	 
	2.070
	0.039
	 
	 

	Attmean
	0.466
	0.048
	0.487
	9.645
	0.000
	0.335
	2.988

	SNmean
	0.268
	0.052
	0.271
	5.194
	0.000
	0.313
	3.195

	Fmean
	0.173
	0.041
	0.152
	4.207
	0.000
	0.655
	1.526

	 
	 
	 
	 
	 
	 
	 
	 

	R Square 
	0.675
	
	
	
	
	
	 

	Adjusted R Square
	0.672
	
	
	
	
	
	 

	Durbin Watson
	1.704
	
	
	
	
	
	 

	F-Test 
	263.560
	 
	 
	 
	 
	 
	 



As shown in the figure, sig<0.05 is significant, indicating that the explanatory or predictive power of the self-variable X to the dependent variable Y is positively correlated. Independent variables functional, attitude ,subjective norm have positive correlation with dependent variable purchase intention. In the first table model summary table, R represents goodness of fit, which is used to measure the fitting degree of estimated model for observed values. The closer it gets to 1, the better the model is. The adjusted R squared is more accurate than that before the adjustment. The final adjusted R squared in the figure is 0.675, indicating that the independent variable can explain 67.5% variance of the dependent variable in total. From the perspective of F value: the value of F is the significance test of the regression equation, which indicates whether the linear relationship between the explained variables and all the explained variables in the model is significant in general. If F>Fa(k,n-k-1), the null hypothesis is rejected, that is, all explanatory variables included in the model combined have a significant impact on the explained variable; otherwise, there is no significant impact. The sig T test value, both in the table is less than 0.05, shows that the independent variable on the dependent variable has a significant effect, each independent variables in the regression equation coefficient B said, negative IPGF said the independent variables had a significant negative effect on the dependent variable, but differ as a result the dimension and value range of each independent variable, based on B does not reflect the size of the extent of each independent variable on the dependent variable, this time we will be using the standard coefficient. Beta the larger the value is, the greater the impact on the independent variable will be. The equation for the regression line is: Y =0.283 + 0.466(Attitude) + 0.268(Subjective Norm) + 0.173(Functonal).

[bookmark: _Toc20105_WPSOffice_Level2][bookmark: _Toc16939]4.5 Summary
Table 4.8 Hypothesis Summary
	Hypothesis
	Hypothesis Statement
	Result

	H1
	[bookmark: OLE_LINK5]Attitude has a significant influence on consumer purchase intention of luxury handbags in China.
	Fail to Reject

	H2
	Subjective norm has a significant influence on consumer purchase intention of luxury handbags in China.
	Fail to Reject

	H3
	Functional has a significant influence on consumer purchase intention of luxury handbags in China.
	Fail to Reject

	H4
	Perceived behavior control has a significant influence on consumer purchase intention of luxury handbags in China.
	Reject



According to the result of methodology, three hypothesis are fail to reject, one hypothesis is reject. It means, attitude, subjective norm and functional have significant influence on consumer purchase intention of luxury handbags in Guangzhou of China. Perceived behavior control doesn’t have a significant influence on consumer purchase intention of luxury handbags in Guangzhou of China.

[bookmark: _Toc11398_WPSOffice_Level1][bookmark: _Toc13748]Chapter 5

[bookmark: _Toc185_WPSOffice_Level2][bookmark: _Toc26110]5.1 Overview
In this chapter, findings will be discussed with more details by understand the result of data analysis. And then, discuss recommendations according to these findings and consider the direction of future research. At last personal reflection will be come up with.

[bookmark: _Toc8768_WPSOffice_Level2][bookmark: _Toc27613]5.2 Findings and discussin 

In the study, the main target is find out the relationship between purchase intention of luxury handbags and TPB factors and functional. Purchase intention is the dependent variable. Attitude, subjective norm, perceived behavior control and functional are the independent variables which could influence purchase intention of luxury handbags. Data analysis result which data collect by designed questionnaire and get respondents from the consumers of luxury handbags in Guangzhou will show the relationship between dependent variable and independent variables.

RO1: To determine whether attitude influence consumer purchase intention of luxury handbags in GuangZhou of China.
RO2: To determine whether subjective norm influence consumer purchase intention of luxury handbags in GuangZhou of China.
RO3: To determine whether functional influence consumer purchase intention of luxury handbags in GuangZhou of China.
RO4: To determine whether perceived behavior control influence consumer purchase intention of luxury handbags in GuangZhou of China.

It is found that the theory of planned behavior is effective in predicting the purchase intention of luxury leather bags. The results show that, in general, the purchasing tendency will be positively affected by the degree to which an individual likes the behavior, the degree to which the social environment supports the implementation of the behavior and functional organization(Lekprayura, 2012). At the same time, these factors also have mutual influence on each other. This result is another evidence that the theory of planned behavior can be widely applied.

H1: Attitude has a significant influence on consumer purchase intention of luxury handbags in China.
H2: Subjective norm has a significant influence on consumer purchase intention of luxury handbags in China.
H3: Functional has a significant influence on consumer purchase intention of luxury handbags in China.
H4: Perceived behavior control has a significant influence on consumer purchase intention of luxury handbags in China.

In China, attitude plays a more important role in influencing behavioral tendency and is positively correlated with subjective norms and functional functions. Organizations and organizations can promote the public's concern and support for products through online MLM(Morwitz, 2014). News and comments can be passed to the public through mass media, in terms of the income level of ascension potential consumers, from the perspective of organization, power co., LTD. However, we can see clearly that the income level of China is rapid ascension, China still need some time to level up to the developed countries, in contrast, luxury companies can by opening more stores, branches and distribution channels to decrease the difficulty of customer purchase to enhance the propensity to buy. But perceived behavior control was rejected in this study(Nasution, 2016).

Overall, three hypothesis were accepted, they are about attitude, subjective norm and functional, only perceived behavior control was rejected, it means perceived behavior control doesn’t have significant influence on purchase intention of luxury handbags in the research and among these samples(Chen, 2013).

[bookmark: _Toc22034_WPSOffice_Level2][bookmark: _Toc12224]5.3 Recommendation

The study already find out attitude plays a more important role in influencing behavioral tendency and is positively correlated with subjective norms and functional functions. In order to improve purchase intention of luxury handbags in Guangzhou, there are three recommendations would be come up with.

Firstly, improve the quality of brand service including sale service, after-sale service, experiential activity and so on. Consumers pay more attention to enjoy good service, the products are only a part of attitude. The evaluation of old customers will influence the attitude of new customers(Liu, 2014). Word of mouth, being more visible and specific, can make customers abandon many unrealistic expectations and make it easier to take action. There are many uncontrollable factors for customers' expectation in advance, so it is necessary to work hard on the post-evaluation, optimize the customer experience, form a good post-evaluation, exceed the customer's expectation in advance, so as to make the service in the quality service layer (Chen, 2013).

Secondly, personal values and opinions will be influenced by the surrounding environment. If an individual is more encouraged to complete an action, he is likely to have a positive attitude towards the action to a large extent(Ling, 2014). On the other hand, more individuals have a positive attitude towards the behavior, and the environment will support the behavior more. Therefore, encouragement from society and other individuals can improve customers' purchase intention. This requires the luxury bag brand to improve its social image, form a good social reputation, so that the brand has a good social image, more people will want to buy luxury bags of the brand(Lu, 2014).

Lastly, improve the quality, function and design of luxury handbags. Consumers are concerned the quality, function and design of luxury handbags, it means quality, function and design are important factors to influence the aspiration of consumers, they are functional for consumers(Liu, 2014).

[bookmark: _Toc28505_WPSOffice_Level2][bookmark: _Toc22151]5.4 Limitations of research

This study has some limitations in identifying test and analysis results.
For example, the time for quantitative research is limited and the time for questionnaire distribution is short. In addition, this study is also faced with resource and time constraints to complete the large sample target. The 385 samples were used as representatives of customers who wanted to buy luxury bags.
In this study, there are also some deficiencies in problem design. In previous studies, TPB has been proved to influence behavioral intention, but in this study, perceived behavior control is deleted in subsequent data analysis, which is inconsistent with previous studies. The lack of problem design may lead to this result. In addition, this study did not study the relationship between dependent variables, which was proved to exist in previous studies.

[bookmark: _Toc19328_WPSOffice_Level2][bookmark: _Toc29201]5.5 Future Research

According to the result, attitude is the most important factor which influence purchase intention of luxury handbags in Guangzhou. But the factors influence intention are multiple. The research about different factors are limited, so future researchers can do research in this direction. And the relationship between attitude, subjective norm and perceived behavior control are also lack of research which aimed to relative with purchase intention.

[bookmark: _Toc11398_WPSOffice_Level2][bookmark: _Toc31300]5.6 Conclusion

Human behavior patterns are affected by three internal factors :1) personal behavior attitude,2) subjective norms, and 3) behavioral control cognition.
But so far,TPB has rarely been used to predict the purchase motivation of consumers in the luxury market. In order to better understand the consumption behavior of luxury consumers, this study tested the applicability of planned behavior theory to predict the purchase motivation of luxury handbags. The results showed that, in general, buying intentions were positively affected by the extent to which individuals liked the behaviour and by the funtional behaviour. Perceived behavior control is not acceptable in the situation of the study.
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[bookmark: _Toc1014]Appendix 1: Research Questionnaire
[bookmark: OLE_LINK16]Determinants of purchasing luxury handbags among the consumer in GuangZhou, China


The questionnaire is a significant part of final project at Inti Internetional University, which is in order to study the determinants of purchasing luxury handbags among the consumer in GuangZhou, China. The questionnaire is aim to collect data as primary data for this study. 

The questionnaire will take you time about 15 to 20 minutes.

Your rights and privacy:
Participating in this questionnaire is voluntarily, and the respondent is sure to be confidential, and anonymous, the respondent has the right to retreat from the questionnaire at any time. The study is only focus on purely academic and will focus on the meanings of results, rather than self-interest. Data analysis will be conducted in an ethical way, considering account the interests of all parties involved. Data will not be disclosed or sold to third parties for commercial purposes.

Thanks for your participation.













[bookmark: _Toc4686][bookmark: OLE_LINK17]Section A-Awareness and knowledge
Instruction: Please read the following question carefully and answer all  questions by tick ( ) in the appropriated box.

1. Do you buy luxury fashion branded products, such as Versace,  Armani, Gucci, Chanel, Prada, Calvin Klein, Hugo Boss, Christian Dior,  Ralph Lauren, Hermes, Giorgio Armani, DKNY, Tommy Hilfiger, Louis  Vuitton, Escada, Givenchy, Elizabeth Arden, Diesel, Benetton, Guess,  Coach, etc.?
 Yes       No

2. Do you possess any luxury handbag?
 Yes       No

3. How often do you purchase luxury brand handbags?
Often      Sometimes    Seldom

4. Reasons for buying purchase luxury handbags?
High quality                     Best Design & Aesthetic
To fit in with friends              Esteem of Brand
Follow the trend                 Brand Name
To differentiate myself from others  Show Off
[bookmark: OLE_LINK18]Value for Money  Representation  of celebrities  associates with  luxury brand  product  

5. What is the source of information about luxury handbags for you?
[bookmark: OLE_LINK6]Television       Online Adds     Newspaper    Fashion magazine 
[bookmark: OLE_LINK19]Friends         Videos         Online communication tools

6. [bookmark: OLE_LINK7]Name the factor which influenced you in the purchase of luxury handbags?
[bookmark: OLE_LINK20]Friend  Relative  Colleague/mates  Media  significantly  
[bookmark: OLE_LINK21]No influence

7. When do you prefer the most to buy luxury handbags?
[bookmark: OLE_LINK22]Festive offers   Seasonal offers   Special day offers   At any time

8. What are the ways through which you want to buy luxury handbag?
[bookmark: OLE_LINK23]Online shopping  offline store  Act as purchasing agency  Others

Section B-Attitude
	      1
	       2
	       3
	      4
	      5

	[bookmark: OLE_LINK24]Strongly disagree
	Disagree
	Neither agree or
disagree 
	Agree
	Strongly agree



	[bookmark: OLE_LINK8]No
	Statement
	Choice

	1.
	I often buy luxury goods in such a way that I create a personal image that cannot be duplicated.
	

	2.
	[bookmark: OLE_LINK25]I like to own new luxury handbags before others do.
	

	3.
	I often buy luxury handbags to help me fit into important social situations.
	

	4.
	I only purchase luxury handbag because it suit my personality
	

	5.
	[bookmark: OLE_LINK26]I love to the latest design of any luxury brand.
	



[bookmark: OLE_LINK27][bookmark: OLE_LINK9]Section C-Subjective Norm
	      1
	       2
	       3
	      4
	      5

	Strongly disagree
	Disagree
	Neither agree or
disagree 
	Agree
	Strongly agree




	No
	Statement
	Choice

	1.
	Most people who are important to me think that I should  purchase luxury handbags.
	

	2.
	[bookmark: OLE_LINK28]Many people around me have luxury fashion handbags.
	

	3.
	[bookmark: OLE_LINK29]I feel social pressure to buy luxury fashion handbags.
	

	4.
	[bookmark: OLE_LINK30]The people who I listen to could influence me buy luxury handbags.
	

	5.
	I often identify with other people by purchasing the same brands they purchase.
	



[bookmark: OLE_LINK10]Section D-Perceived behavioral control
	      1
	       2
	       3
	      4
	      5

	Strongly disagree
	Disagree
	Neither agree or
disagree 
	Agree
	Strongly agree




	No
	Statement
	Choice

	1.
	[bookmark: OLE_LINK31]Increases of luxury handbag price not hinder me to purchase.
	

	2.
	[bookmark: OLE_LINK32]The brand of luxury handbag provides goods value for money.
	

	3.
	[bookmark: OLE_LINK33]I generally shop around for lower prices on the luxury handbag, but they still must meet quality requirements before I buy them.
	

	4.
	The price of a luxury handbag is a good indicator of its quality. 
	

	5.
	[bookmark: OLE_LINK34]The luxury handbag make me feel like I am getting my money’s worth.
	





[bookmark: OLE_LINK35]Section E-Functional
	      1
	       2
	       3
	      4
	      5

	Strongly disagree
	Disagree
	Neither agree or
disagree 
	Agree
	Strongly agree




	No
	Statement
	Choice

	1.
	I expect the luxury handbags that I buy look good for me.
	

	2.
	I expect the luxury handbags that I buy can last a long time.
	

	3.
	I expect the luxury handbags that I buy will perform as expected and as promised.
	

	4.
	[bookmark: OLE_LINK36]The materials used by the luxury handbags brand must be comfortable.
	

	5.
	Styles of the luxury handbags brand have distinctive features.
	

	6.
	[bookmark: OLE_LINK37]The packaging of luxury handbags is as pleasing as the product.
	




[bookmark: OLE_LINK38]Section F-Purchase intention
	      1
	       2
	       3
	      4
	      5

	Strongly disagree
	Disagree
	Neither agree or
disagree 
	Agree
	Strongly agree




	No
	Statement
	Choice

	1.
	[bookmark: OLE_LINK39]I will try to buy luxury fashion handbags in future.
	

	2.
	I intend to purchase luxury fashion handbags within next year.
	

	3.
	[bookmark: OLE_LINK40]The probability that I would buy luxury fashion brands within  the next 12 months is high.
	

	4.
	[bookmark: OLE_LINK41]If I were going to purchase a luxury product, I would consider buying luxury handbags.
	

	5.
	[bookmark: OLE_LINK42]I recommend to friend and relatives that they buy luxury handbags.
	




Section G - Demographic Information
Please tick (√) in the appropriated box and fill in the blank.

1.  Gender
[bookmark: OLE_LINK11]Male   Female

2. Age
[bookmark: OLE_LINK12]less than 25   26-35   36-45   above than 45

3. Annual household income(RMB)
Less than 300000   Between 300000 and 500000   Between 500000 and 10 million   Above 10 million

4. Marital status
[bookmark: OLE_LINK14]Married with kids   Married with no kids   Single

5. Education
Postgraduate   Graduate   High school   Others

[bookmark: _Toc27102]Appendix 2: Statistic Analysis Result
2.1 Pilot Test

	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.919
	.921
	26




2.2 Reliability Test

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.919
	26




	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.908
	5




	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.871
	6




	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.857
	5




	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.886
	5




	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.896
	5



2.3 Factor Analysis

	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.961

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	5241.057

	
	df
	190

	
	Sig.
	.000




	Component Matrixa

	
	Component

	
	1
	2
	3
	4

	ATT2 I like to own new luxury handbags before others do. （我喜欢在别人之前拥有新的奢侈品包）
	.799
	
	
	

	SN1 Most people who are important to me think that I should  purchase luxury handbags. （大多数对我很重要的人认为我应该购
	.796
	
	
	

	PI1 I will try to buy luxury fashion handbags in future. （我将会尽量去买奢侈的时尚手提包。）
	.787
	
	
	

	PI3 The probability that I would buy luxury fashion brands within  the next 12 months is high. （我在未来12个月
	.785
	
	
	

	ATT1 I often buy luxury goods in such a way that I create a personal image that cannot be duplicated. （我经
	.779
	
	
	

	PI5 I recommend to friend and relatives that they buy luxury handbags. （我建议朋友和亲戚去买奢侈品手提包。）
	.775
	
	
	

	PI4 If I were going to purchase a luxury product, I would consider buying luxury handbags. （如果我要购买一件奢侈品，
	.770
	
	
	

	SN3 I feel social pressure to buy luxury handbags. （我觉得社会压力迫使我去买奢侈品包。）
	.764
	
	
	

	PI2 I intend to purchase luxury fashion handbags within next year. （我打算在明年购买奢侈时尚手提包。）
	.764
	
	
	

	ATT3 I often buy luxury handbags to help me fit into important social situations. （我经常买奢侈的手提包来帮助我适应重要的社交场
	.759
	
	
	

	SN5 I often identify with other people by purchasing the same brands they purchase. （我经常通过购买他们购买的相同品牌来与别
	.758
	
	
	

	ATT5 I love to the latest design of any luxury brand. （我喜欢任何奢侈品牌的最新设计。）
	.756
	
	
	

	ATT4 I only purchase luxury handbag because it suit my personality. （我只买奢侈的手提包，因为它适合我的个性。）
	.754
	
	
	

	SN2 Many people around me have luxury fashion handbags. （我周围的很多人都有奢侈的时尚手提包。）
	.734
	
	
	

	SN4 The people who I listen to could influence me buy luxury handbags. （我会聆听意见的人可能会影响我购买奢侈手袋。）
	.723
	
	
	

	F5 Styles of the luxury handbags brand have distinctive features. （奢侈手袋品牌的款式各具特色。）
	.649
	.529
	
	

	F6 The packaging of luxury handbags is as pleasing as the product. （奢侈手袋的包装和产品一样令人赏心悦目。）
	.624
	
	
	

	F4 The materials used by the luxury handbags brand must be comfortable. （奢侈手袋品牌使用的材料必须舒适。）
	.574
	.564
	
	

	F3 I expect the luxury handbags that I buy will perform as expected and as promised. （我希望我买的奢侈手袋能像预期的那样
	.572
	.593
	
	

	F2 I expect the luxury handbags that I buy can last a long time. （我希望我买的奢侈手袋能持续很长时间。）
	.500
	.579
	
	

	Extraction Method: Principal Component Analysis.

	a. 4 components extracted.




	Rotated Component Matrixa

	
	Component

	
	1
	2
	3
	4

	ATT4 I only purchase luxury handbag because it suit my personality. （我只买奢侈的手提包，因为它适合我的个性。）
	.749
	
	
	

	ATT2 I like to own new luxury handbags before others do. （我喜欢在别人之前拥有新的奢侈品包）
	.702
	
	
	

	ATT3 I often buy luxury handbags to help me fit into important social situations. （我经常买奢侈的手提包来帮助我适应重要的社交场
	.695
	
	
	

	ATT1 I often buy luxury goods in such a way that I create a personal image that cannot be duplicated. （我经
	.683
	
	
	

	ATT5 I love to the latest design of any luxury brand. （我喜欢任何奢侈品牌的最新设计。）
	.671
	
	
	

	PI3 The probability that I would buy luxury fashion brands within  the next 12 months is high. （我在未来12个月
	
	.757
	
	

	PI2 I intend to purchase luxury fashion handbags within next year. （我打算在明年购买奢侈时尚手提包。）
	
	.756
	
	

	PI5 I recommend to friend and relatives that they buy luxury handbags. （我建议朋友和亲戚去买奢侈品手提包。）
	
	.744
	
	

	PI4 If I were going to purchase a luxury product, I would consider buying luxury handbags. （如果我要购买一件奢侈品，
	
	.666
	
	

	PI1 I will try to buy luxury fashion handbags in future. （我将会尽量去买奢侈的时尚手提包。）
	
	.627
	
	

	F3 I expect the luxury handbags that I buy will perform as expected and as promised. （我希望我买的奢侈手袋能像预期的那样
	
	
	.780
	

	F4 The materials used by the luxury handbags brand must be comfortable. （奢侈手袋品牌使用的材料必须舒适。）
	
	
	.775
	

	F5 Styles of the luxury handbags brand have distinctive features. （奢侈手袋品牌的款式各具特色。）
	
	
	.769
	

	F2 I expect the luxury handbags that I buy can last a long time. （我希望我买的奢侈手袋能持续很长时间。）
	
	
	.726
	

	F6 The packaging of luxury handbags is as pleasing as the product. （奢侈手袋的包装和产品一样令人赏心悦目。）
	
	
	.634
	

	SN2 Many people around me have luxury fashion handbags. （我周围的很多人都有奢侈的时尚手提包。）
	
	
	
	.717

	SN5 I often identify with other people by purchasing the same brands they purchase. （我经常通过购买他们购买的相同品牌来与别
	
	
	
	.630

	SN4 The people who I listen to could influence me buy luxury handbags. （我会聆听意见的人可能会影响我购买奢侈手袋。）
	
	
	
	.602

	SN3 I feel social pressure to buy luxury handbags. （我觉得社会压力迫使我去买奢侈品包。）
	.506
	
	
	.584

	SN1 Most people who are important to me think that I should  purchase luxury handbags. （大多数对我很重要的人认为我应该购
	
	
	
	.582

	Extraction Method: Principal Component Analysis. 
 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 7 iterations.




	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.896
	5




	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.908
	5




	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.853
	5




	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.886
	5


2.4 Regression Test

	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.821a
	.675
	.672
	.55680
	1.704

	a. Predictors: (Constant), Fmean, attmean, SNmean

	b. Dependent Variable: PImean




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	245.134
	3
	81.711
	263.560
	.000b

	
	Residual
	118.121
	381
	.310
	
	

	
	Total
	363.254
	384
	
	
	

	a. Dependent Variable: PImean

	b. Predictors: (Constant), Fmean, attmean, SNmean




	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Correlations
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Zero-order
	Partial
	Part
	Tolerance
	VIF

	1
	(Constant)
	.283
	.137
	
	2.070
	.039
	
	
	
	
	

	
	attmean
	.466
	.048
	.487
	9.645
	.000
	.788
	.443
	.282
	.335
	2.988

	
	SNmean
	.268
	.052
	.271
	5.194
	.000
	.754
	.257
	.152
	.313
	3.195

	
	Fmean
	.173
	.041
	.152
	4.207
	.000
	.568
	.211
	.123
	.655
	1.526

	a. Dependent Variable: PImean



[bookmark: _Toc5202]Appendix3: Ethic Form
[bookmark: _Toc5820]UNIVERSITY OF HERTFORDSHIRE

FORM EC1A: APPLICATION FOR ETHICS APPROVAL OF A STUDY INVOLVING HUMAN PARTICIPANTS 
(Individual or Group Applications)

Please complete this form if you wish to undertake a study involving human participants.


Applicants are advised to refer to the Ethics Approval StudyNet Site and read the Guidance Notes (GN) before completing this form.

http://www.studynet2.herts.ac.uk/ptl/common/ethics.nsf/Homepage?ReadForm

Use of this form is mandatory [see UPR RE01, ‘Studies Involving Human Participants’, SS 7.1-7.3]

Approval must be sought and granted before any investigation involving human participants begins [UPR RE01, S 4.4 (iii)]

If you require any further guidance, please contact either hsetecda@herts.ac.uk  or ssahecda@herts.ac.uk

Abbreviations:  GN = Guidance Notes	UPR = University Policies and Regulations

[bookmark: _Toc2717]THE STUDY

Q1	Please give the title of the proposed study

	Determinants of purchasing luxury handbags among the consumer in GuangZhou, China

[bookmark: _Toc31820]THE APPLICANT


Q2	Name of applicant/(principal) investigator (person undertaking this study)

	Ma Shuxin

	Student registration number/Staff number	

	I17013641

	Email address

	I17013641@student.newinti.edu.my

	Status:
	☐Undergraduate (Foundation)

	☐Undergraduate (BSc, BA)


	☒Postgraduate (taught)
	☐Postgraduate (research)


	☐Staff

If other, please provide details here:

Click here to enter text.


	☐Other



	School/Department:
	Faculty of Business, Communication and Law

	If application is from a student NOT based at University of Hertfordshire, please give the name of the partner institution: INTI International University

	Name of Programme (eg BSc (Hons) Computer Science):	MAMS

	Module name and module code: MGT7998


	Name of Supervisor: Dr. Phuah Kit Teng	Supervisor’s email: kitteng.phuah@newinti.edu.my


	Name of Module Leader if applicant is undertaking a taught programme/module:

	Dr. Syriac Nellikunnel

	Names and student/staff numbers for any additional investigators involved in this study

	Click here to enter text.


	Is this study being conducted in collaboration with another university or institution and/or does it involve working with colleagues from another institution?

	☐Yes	☒No

	If yes, provide details here:

	Click here to enter text.



[bookmark: _Toc17213]DETAILS OF THE PROPOSED STUDY

Q3	Please give a short synopsis of your proposed study, stating its aims and highlighting where these aims relate to the use of human participants (See GN 2.2.3)

	Sales growth in the global luxury market will continue to accelerate, Chinese consumers already accounting for a third of the global luxury market. In the future, with the continuous growth of people's income level and purchasing power, Chinese luxury consumption market has great development potential. However, in 2018, there is a drop in designing luxury handbag and there is increasing in counterfeits luxury handbags and ethical issues such as animal welfare, working condition or images. Therefore, this research aims to determine the factors that influence consumer purchase intention towards luxury handbags in GuangZhou, China. 

The following objectives should be achieved:
· To determine the significant relationship between attitude and consumer purchase intention towards luxury handbags in GuangZhou, China.
· To determine the significant relationship between subjective norm and consumer purchase intention towards luxury handbags in GuangZhou, China.
· To determine the significant relationship between perceived behavioral control and consumer purchase intention towards luxury handbags in GuangZhou, China.
· To determine the significant relationship between functional and consumer purchase intention towards luxury handbags in GuangZhou, China.
· 



Q4	Please give a brief explanation of the design of the study and the methods and procedures used. You should clearly state the nature of the involvement the human participants will have in your proposed study and the extent of their commitment. Ensure you provide sufficient detail for the Committee to, particularly in relation to the human participants. Refer to any Standard Operating Procedures SOPs under which you are operating here. (See GN 2.2.4).

	TPB model is used in this study to determine in general what the factors are influencing consumer intention to purchase luxury handbags in GuangZhou, China. In this study, the independent variables are four dimensions of TPB model which are subjective norm, attitude, perceived behavioural control and functional, the dependent variable is consumer intention to purchase luxury handbags.

The design of this research is quantitative research and this study mostly uses primary data which will be gather directly from the respondents using online and hard copy questionnaire. Moreover, the other information will be obtain from various sources of information such as the library at INTI International University and the internet. Other relevant information about the concept are review from journals, seminars, conferences, observation, magazines, articles and published papers. In order to achieve the objectives of this study questionnaires will be distributed to the consumer who stay in GuangZhou, China. A five point Likert scale from ‘Strongly Disagree’ to ‘Strongly Agree’ is used in this study. The questionnaire will consist of the statements that addressed and measured the components of TPB model.

Convenient sampling is used in this study. The total sample size required is 384 whereby the unit of analysis are consumer who stay in GuangZhou. However, a pilot study which is the preliminary trial of the research will be carried out in this study to ensure that the questionnaire is acceptable and easy to understand by the respondents. A sample size of 30 will be used to measure the general viability of the survey questionnaire.

Q5	Does the study involve the administration of substances?

☐Yes	☒No

[bookmark: _Toc20125]PLEASE NOTE: If you have answered yes to this question you must ensure that the study would not be considered a clinical trial of an investigational medical product. To help you, please refer to the link below from the Medicines and Healthcare Products Regulatory Agency:
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/317952/Algothrim.pdf

To help you determine whether NHS REC approval is required, you may wish to consult the Health Research Authority (HRA) decision tool: http://www.hra-decisiontools.org.uk/ethics/

If your study is considered a clinical trial and it is decided that ethical approval will be sought from the HRA, please stop completing this form and use Form EC1D, 'NHS Protocol Registration Request'; you should also seek guidance from Research Sponsorship.


Please type your name here: Click here to enter text.	

Date: Click here to enter a date.

Q6.1	Please give the starting date for your recruitment and data collection: As soon as Ethics Protocol Is approved


Q6.2	Please give the finishing date for you data collection: 		31 December 2018
	(For meaning of ‘starting date’ and ‘finishing date’, see GN 2.2.6) 
Q7	Where will the study take place?
The study will take place in GuangZhou, China. For identifying which TPB variables strongly influence consumer intention to purchase luxury handbags in GuangZhou, China. Both online questionnaires (sent through email and wechat) and hard copy questionnaire will be distributed to the consumers. The self-administered questionnaires will be used in this study, and the questionnaires in electronic form will be placed on the network platform by the respondents fill up by themselves. Before handing over the questionnaire to respondents a brief description of the questionnaire will be given. 

	Please refer to the Guidance Notes (GN 2.2.7) which set out clearly what permissions are required;

[bookmark: _Toc12119]	Please tick all the statements below which apply to this study

	☐	I confirm that I have obtained permission to access my intended group of participants and that the agreement is attached to this application


	☐	I confirm that I have obtained permission to carry out my study on University premises in areas outside the Schools and that the agreement is attached to this application


	☐	I confirm that I have obtained permission to carry out my study at an off-campus location and that the agreement is attached to this application


	☒	I have yet to obtain permission but I understand that this will be necessary before I commence my study and that the original copies of the permission letters must be verified by my supervisor before data collection commences


	☐	[bookmark: _Toc23114]This study involves working with minors/vulnerable participants. I/we have obtained permission from the organisation (including UH/UH Partner Institutions when appropriate) in which the study is to take place and which is responsible for the minors/vulnerable participants. The permission states the DBS requirements of the organisation for this study and confirms I/we have satisfied their DBS requirements where necessary.
[bookmark: _Toc12536]NB If your study involves minors/vulnerable participants, please refer to Q18 to ensure you
comply with the University's requirement regarding Disclosure and Barring Service clearance.


	☐	Permission is not required for my study as:

Click here to enter text.






[bookmark: _Toc10635]HARMS, HAZARDS AND RISKS

Q8.1	It might be appropriate to conduct a risk assessment (in respect of the hazards/risks affecting both the participants and/or investigators).  Please use Risk Assessment Form EC5 if the answer to any of the questions below is 'yes'.

If you are required to complete and submit a School specific risk assessment in addition to Form EC5, please append it to your completed Form EC5.


Will this study involve any of the following?

Invasive Procedures/administration of any substance/s?	☐YES                ☒NO

Are there potential hazards to participant/investigator(s)	☐YES	 ☒NO
from the proposed study? (Physical/Emotional)

Will or could aftercare and/or support be needed by participants?	☐YES  	  ☒NO 

[bookmark: _Toc113]IF 'YES' TO THE ABOVE PLEASE COMPLETE EC1 APPENDIX 1 AND INCLUDE IT WITH YOUR APPLICATION

Q8.2	Is the study being conducted off-campus (i.e. not at UH/UH Partner?)	☒YES	  ☐NO

It might be appropriate to conduct a risk assessment of the proposed location for your study (in respect of the hazards/risks affecting both the participants and/or investigators) (this might be relevant for on-campus locations as well).  Please use Form EC5 and, if required, a School-specific risk assessment (See GN 2.2.8 of the Guidance Notes).

If you do not consider it necessary to submit a risk assessment, please give your reasons:
Questionnaires will be distributed in public area places such as shopping mall in Guangzhou. While approaching the potential participants, a brief introduction will be explained to them letting them know the type of research. The participants have the choice of rejecting to take part hence it’s all based on their will to participate and their experiences on buying luxury hand bags. There is no physical or emotional risk the respondents only need to fill in a questionnaire that measure their intention to purchase luxury handbags. Therefore, Risk assessment is not necessary in this research.




ABOUT YOUR PARTICIPANTS


Q9	Please give a brief description of the kind of people you hope/intend to have as participants, for instance, a sample of the general population, University students, people affected by a particular medical condition, children within a given age group, employees of a particular firm, people who support a particular political party, and state whether there are any upper or lower age restrictions.
	Respondents who will take part in this study will be any consumer who stay in GuangZhou, China. The respondents participating in this survey will be above the age of 18 years.

Q10	Please state here the maximum number of participants you hope will participate in your study. Please indicate the maximum numbers of participants for each method of data collection.
The numbers of participants that are required are 384 to make this research successful. For pilot study, the sample will required 30 respondents to ensure that the questionnaire was acceptable.


Q11	By completing this form, you are indicating that you are reasonably sure that you will be successful in obtaining the number of participants which you hope/intend to recruit. Please outline here your recruitment (sampling) method and how you will advertise your study. (See GN 2.2.9).

		In order to successfully complete this research, participants from Guangzhou shall be approached by using convenient sampling methods. The participants will be approached and upon receiving their consents to take part in the survey, each individual will be informed and thoroughly explained the purpose of the research and how to take part in the survey. The language that shall be used in the questionnaire will be English and Chinese that shall enable the respondent to clearly understand the questions. To achieve the target of 384 respondents, convenience sampling will be applied.


[bookmark: _Toc22159]CONFIDENTIALITY AND CONSENT


(For guidance on issues relating to consent, see GN 2.2.10, GN 3.1 and UPR RE01, SS 2.3 and 2.4 and the Ethics Approval StudyNet Site FAQs)

Q12	How will you obtain consent from the participants? Please explain the consent process for each method of data collection identified in Q4

☒	Informed consent using EC3 and EC6 (equivalent)
☐	Implied consent (e.g. via participant information at the start of the questionnaire/survey etc)
☐	Consent by proxy (for example, given by parent/guardian)

Use this space to describe how consent is to be obtained and recorded for each method of data collection. The information you give must be sufficient to enable the Committee to understand exactly what it is that prospective participants are being asked to agree to.

A copy of the Consent Form is attached at the end of this document. For every participant that agreed to participate in this study will need to sign at the end of the consent form indicating that they understand the content of the consent form. The content of the consent form basically indicates that the participant agrees on giving their information such as nationality and educational level in this study.
In addition, participants’ information sheet is also given to the participants explaining particulars of the study, including its aims, methods, and design, the names and contact details of key people,as appropriate, the risks and potential benefits, and any plans for follow-up studies that might involve further approaches to participants.
Besides, if in the event of any significant change to the aims or design of the study, the participant will be informed and asked to renew their consent to participant in it. Participant will also be informed that their information will be kept confidential. Upon agreeing to all these, only then the participant will sign the consent form. After the participants finish the consent form, the data will be entered and stored in a computer and no one can access it and meanwhile the data file will be encrypted.

If you do not intend to obtain consent from participants please explain why it is considered unnecessary or impossible or otherwise inappropriate to seek consent.

Click here to enter text.

		

Q13	If the participant is a minor (under 18 years of age) or is unable for any reason to give full consent on their own, state here whose consent will be obtained and how? (See especially GN 3.6 and 3.7)

	The research is focusing on determinants of purchasing luxury handbags among the consumer in Guangzhou of China. All participants for this study will be selected from individuals above 18 years old.

Q14.1	Will anyone other than yourself and the participants be present with you when conducting this study? (See GN 2.2.10)

☐YES	☒NO

If YES, please state the relationship between anyone else who is present other than the applicant and/or participants (eg health professional, parent/guardian of the participant).

	Click here to enter text.


Q14.2	Will the proposed study be conducted in private?


☐YES	☒NO

If 'No', what steps will be taken to ensure confidentiality of the participants’ information. (See GN 2.2.10):

	The data will be entered and saved by SPSS software and the file recording results will be encrypted by the researcher. No one else will have any kind of access to it. The online data will be saved in the cloud, in other words safety is ensured, and no one other than the researcher would have access to the data in the cloud.


Q15	Are personal data of any sort (such as name, age, gender, occupation, contact details or images) to be obtained from or in respect of any participant? (See GN 2.2.11) (You will be required to adhere to the arrangements declared in this application concerning confidentiality of data and its storage. The Participant Information Sheet (Form EC6 or equivalent) must explain the arrangements clearly.)

☒YES	☐NO


If YES, give details of personal data to be gathered and indicate how it will be stored.

	The data will be gathered using a questionnaire where the following personal information would be included: 
 1.	Gender 
 2. Age 
 3.	Education level 
 4. Income per month 
The personal information question will be addressed only it is relevant to the study. The respondents’ personal information will be secured with the researcher and used for this study only, it will not be revealed to any other parties or for any purpose other than this study. The research data will be saved in the cloud while the offline data will be stored in the researcher’s computer with the file being encrypted. None of data will be stored in paper copies and  the backup data will be in the cloud storage

Will you be making audio-visual recordings?

☐YES			☒NO


If YES, give details of the types recording to be made and indicate how they will be stored.

	Click here to enter text.


State what steps will be taken to prevent or regulate access to personal data/audio-visual recordings beyond the immediate investigative team, as indicated in the Participant Information Sheet.
The data will be entered and saved by SPSS software and the file recording results will be encrypted by the researcher. No one else will have any kind of access to it. The online data will be saved in the cloud, in other words safety is ensured, and no one other than the researcher would have access to the data in the cloud.

Indicate what assurances will be given to participants about the security of, and access to, personal data/audio-visual recordings, as indicated in the Participant Information Sheet.

The data will be entered and saved by SPSS software and the file recording results will be encrypted by the researcher. The online data will be saved in the cloud, in other words safety is ensured. No one else will have any kind of access to it. After the study, the data will be deleted permanently in order to prevent the leakage in data to the third parties. In between the collecting period and data analysis, researcher’s laptop is shield with antivirus to prevent attack from interested parties and spams. Password will be set in the document file, to increase the protection level. Therefore, the security level should be enough to secure the respondents’ information.

State as far as you are able to do so how long personal data/audio-visual recordings collected/made during the study will be retained and what arrangements have been made for its/their secure storage, as indicated in the Participant Information Sheet.


	Data retain period will be approximately for 2 year period in offline environment. Reason for this is because examiners might request to show proof of the data in order to confirm that the data is accurate and not of self-filled results. Moreover, the data retained will also be encrypted and saved securely under the high level of security process.


Will data be anonymised prior to storage? ☒YES                        ☐NO
Q16	Is it intended (or possible) that data might be used beyond the present study? (See GN 2.2.10) ☐YES                        ☒NO
If YES, please indicate the kind of further use that is intended (or which may be possible).


	Click here to enter text.

If NO, will the data be kept for a set period and then destroyed under secure conditions? ☒YES	☐NO
If NO, please explain why not:

Click here to enter text.


Q17	Consent Forms: what arrangements have been made for the storage of Consent Forms and for how long?

	The data would be retained for approximately 2 year as examiners might request the data as a proof to confirm that the data is accurate and not of self-filled results. The data will be encrypted with password to ensure the safety of the data.


Q18	If the activity/activities involve work with children and/or vulnerable adults satisfactory Disclosure and Barring Service (DBS) clearance may be required by investigators. You are required to check with the organisation  (including  UH/UH  Partners  where appropriate) responsible for the minors/vulnerable participants whether or  not they require DBS clearance.

Any permission from the organisation confirming their approval for you to undertake the activities
with the children/vulnerable group  for  which  they  are  responsible  should  make  specific reference to any DBS requirements they impose and their permission letter/email must be included with your application.

More information is available via the DBS website -
https://www.gov.uk/government/organisations/disclosure-and-barring-service



[bookmark: _Toc11697]REWARDS

Q19.1	Are you receiving any financial or other reward connected with this study? (See GN 2.2.14 and UPR RE01, S 2.3)

☐YES	☒NO

If YES, give details here:

Click here to enter text.

Q19.2	Are participants going to receive any financial or other reward connected with the study? (Please note that the University does not allow participants to be given a financial inducement.) (See UPR RE01,
S 2.3)

☐YES	☒NO

If YES, provide details here:

Click here to enter text.


Q19.3	Will anybody else (including any other members of the investigative team) receive any financial or other reward connected with this study?

☐YES	☒NO

If YES, provide details here:


Click here to enter text.
[bookmark: _Toc7691]	OTHER RELEVANT MATTERS

Q20	Enter here anything else you want to say in support of your application, or which you believe may assist the Committee in reaching its decision.

	This research paper can provides some relevant guidance to others INTI students who would love to know more about retail industry (luxury handbags) in GuangZhou, China. 

	

[bookmark: _Toc9518]DOCUMENTS TO BE ATTACHED

Please indicate below which documents are attached to this application: 
	☐ Permission to access groups of participants from student body


	☐Permission to use University premises beyond areas of School

	☐Schools Permission from off-campus location(s) to be used to conduct this study

	☐Risk Assessment(s) in respect of hazards/risks affecting participants/investigator(s)

	☒Copy of Consent Form (See Form EC3/EC4) Copy of Form EC6 (Participant Info Sheet)
☒ Copy of Form EC6 (Participant Info Sheet)

	☐A copy of the proposed questionnaire and/or interview schedule (if appropriate for this study). For unstructured methods, please provide details of the subject areas that will be covered and any boundaries that have been agreed with your Supervisor


	☐Any other relevant documents, such as a debrief, meeting report. Please provide details here:

Click here to enter text.





[bookmark: _Toc6882]	DECLARATIONS


1	DECLARATION BY APPLICANT


1.1 I undertake, to the best of my ability, to abide by UPR RE01, ‘Studies Involving the Use of Human Participants’, in carrying out the study.


1.2 I undertake to explain the nature of the study and all possible risks to potential participants,

1.3 Data relating to participants will be handled with great care. No data relating to named or identifiable participants will be passed on to others without the written consent of the participants concerned, unless they have already consented to such sharing of data when they agreed to take part in the study.

1.4 All participants will be informed (a) that they are not obliged to take part in the study, and (b) that they may withdraw at any time without disadvantage or having to give a reason.

	(NOTE: Where the participant is a minor or is otherwise unable, for any reason, to give full consent on their own, references here to participants being given an explanation or information, or being asked to give their consent, are to be understood as referring to the person giving consent on their behalf. (See Q 12; also GN Pt. 3, and especially 3.6 & 3.7))


	Enter your name here: Ma Shuxin	Date 10/07/2018




2 GROUP APPLICATION

	(If you are making this application on behalf of a group of students/staff, please complete this section as well)

	I confirm that I have agreement of the other members of the group to sign this declaration on their behalf

	Enter your name here: Click here to enter text.	Date Click here to enter a date.


	DECLARATION BY SUPERVISOR (see GN 2.1.6)

	I confirm that the proposed study has been appropriately vetted within the School in respect of its aims and methods; that I have discussed this application for Ethics Committee approval with the applicant and approve its submission; that I accept responsibility for guiding the applicant so as to ensure compliance with the terms of the protocol and with any applicable ethical code(s); and that if there are conditions of the approval, they have been met.

	Enter your name here: Dr. Phuah Kit Teng	Date 10/08/2018

[bookmark: _Toc7238]Appendix 4: Turnitin Result
[image: 360截图1641120396129121]
[image: 360截图164912125711281]
[bookmark: _Toc14562]Appendix 5: Record Meetings
[image: 11]
[image: 12]
[image: 13]
[image: 14]
image7.png
1%

18%

22%

= REA = BFEA
EMA = HREMEROA « EMZMERIA





image8.png
Advertising

Public Relations

VARKERNG Sponsonshi
AONICAT ONS| "

Event Marketing





image9.png
Attitude
Towards the

Behaviour

Normative [ Subjective

Beliefs Norm Intention





image10.png
Attitude

(individual ~ Dimension ~ of

Luxury Value Perception)

Subjective Norm

(social Dimension of Luxury

Value Perception) Intention to purchase Luxury

Handbag

Functional

(Functional

Luxury Value Perception)

Perceived behavior control

(Financial Dimension of Luxury Value
Perception)





image11.png
254931879488072893.txt

ORIGINALITY REPORT

[ 19 O

SIMILARITY INDEX INTERNET SOURCES ~ PUBLICATIONS

PRIMARY SOURCES

6%

STUDENT PAPERS

1 Submitted to Mont Blanc Palace
Student Paper

1%

Submitted to Queen Mary and Westfield
Colleae

(£




image12.png
LLuuciit rapcl

]

Submitted to Leeds Beckett University

Student Paper

1%

Submitted to Top Education Institute
Student Paper

1%

B B8

Submitted to University of Southampton
Student Paper

1%

Submitted to Queensland University of
Technology

Student Paper

1%





image13.png
SECTION C. RECORD OF MEETINGS

“The expectationis that students will mest ther supervisars upto seven tmes an

recorded.

Mecting 1

"Dute o Mciing

e

Progrss Made

e P Ty

Rgreed Action

Submited PP o sapervior o 5 commentand commamicted ow o
fimprove.

Student Sgnature

Sapervisors
Sigpature

A
¥

Mecting 2

Datcof Vicing

BTy

Progrss Made

Tmend pajest

Rgreed Action

DT cied cless e, add more et i Chapte 1. Changed oy,

Suden Sgm

Sapervisors
Sigpature

—t

Mecting 3

“Datcof Vicing

Progrss Made

T check

Rgreed Action

K The PPT Torthe it defonss.

Suden Sgm

Supervimors
Signature

=





image14.png
Mecting 4

Dt of Meciig ToweT

Progress Made Chock questionmaire

pr=yey Chock and correet questiommaie, dte wmmeaning questons.

Student Sgnature

Sapervisors
Signature

et

Mecting 5

Disteof Meciig Bl

Progress Made D check

Rgreed Action Chock the ot 1t ot Ememarged o comtmae soecting rspondents.

Suden Sgm

; 1
e i

Signature

Mecting s

Ditcof Meciing T

Progress Made [Taching SPSS

Rgreed Action ISapervisorteach Fow To & reabiiy et By SPSS and cepln e Sgraicanee
liabily tes.

Suden Sgm

Sapervisors
Signature





image15.png
Mecting 7

Dt of Vcing

TS Noveaer 018

Progress Made

Factor analyss 3nd egression

“Agreed Action

o (o & Bctor analyss 3nd Rgrsion

Sdent St

Supervsors
Sigmture

Meeting 8

—t

Datcof Meciing

5 November 018

Progress Made

ook dn

“Agreed Action

Fivihed i collecting and amabyss daia by SPSS. Then sabmi 1o saperviar o

Stdent Sgmature

Supervisors
Signature

Meeting 9

Fheck.
"

Datc of Mecing.

T Novambe TTE

Progress Made

Check project comert

“Agreed Action

Chock chapier Tro S snd ot

Stdent Sgmature

Signature

=t





image16.png
Meeting 10

‘Date of Mesing e
Frogres Made Fralize

Agesd Acton T Tt check and sz
Suden i gtire

Superviors I

Section D. Comments on Management of Project (o
be completad a the cnd of the disserttion process)
‘Student Commens.

Learn very much.

‘Supervisor Comments

Overall, she is an average student and there is stilloom for improvement.

S o e
St

Sigutu o e

Sopein 14122018
s e

Contimed





image1.png
INTI

INTERNATIONAL UNIVERSITY
LAUREATE INTERNATIONAL UNIVERSITIES

N





image2.png
LUXURY TOP 10

Brand Brand Value

Value 2018 Brand % Change

$ Million  Contribution 2018 vs. 2017

1 Louis Vuitton " 41,138 5 +41%
2 Hermes () 28063 5 +20%
3 Gucdi () 2244 5 +66%
4 Chanel () 10383 5 -6%
5 Rolex © s 5 +8%
6  Cartier () 7040 4 +20%
7 Burberry g 4483 5 +5%
8  Prada () 395 4 1%
9 Dior () 3602 3 +54%
10 Saint Laurent/Yves Saint Laurent () 3,316 3 NEW

Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
Brand Contribution measures the influence of brand alone on earnings, on a scale of 1 (lowest) to 5 (highest)





image3.jpeg
The global luxury market worth ~860Bn€ in 2016,
experiential growing faster than personal luxury

Global luxury goods market (B€)
@ Rotail valuo.
cAGR

0913 1316 t623F

S )
()i ol

623
: i !
2000 2010 201 2012 2013 2018 2015 2016 20237

Ml Personar’ Il Experiential

wARRRS Eft e

BCG @




image4.png




image5.png
w— R (LD —— K (%)

3000 20%

2000 10%

1000 0%
-10%

2010 2011 2012 2013 2014 2015 2016 2017





image6.png
— I (L) —— R (%)

1500 30%
20%
1000
10%
500
0%
0 -10%

2010 2011 2012 2013 2014 2015 2016 2017





