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Abstract

Over recent decades, sustainable luxury is increasingly gaining attention within
the luxury industry and academic research. Luxury is linked with expensive price,
exceptional quality, hedonism, uniqueness and symbolic meanings, and luxury items
are also perceived to be enduring, which suggests the alignment of the concepts of
luxury and sustainability. The drive for a sustainable approach in the luxury fashion
market is consistent with the changed characteristics of consumers, with request for
differentiated products, gaining social approval, satisfying their emotional needs and
other intrinsic values. However, research on sustainable luxury has been focused more
on luxury goods or services than on motivational drivers and the link between luxury
values and sustainability products.

This calls for more research to develop a theoretical framework to further
understand consumers’ sustainable purchasing behavior on luxury fashion goods and
to help practitioners develop appropriate strategies especially in a booming market like
China. Owing to China’s emerging economy, the Chinese luxury market has expanded
rapidly in recent years. According to a luxury report by Bain & Company (2020),
mainland China’s share of the global luxury market nearly doubled between 2019 and
2020. Moreover, it is forecast to overtake the United States and become the largest
global market by 2025. Chinese consumers also show high levels of sustainability

awareness owing to the negative environmental effects of industries in China.



Nevertheless, sustainability has not yet been a high priority regarding Chinese

consumers’ luxury purchase behavior, and sustainable luxury consumption has received

limited and fragmented attention from academia, practitioners, and policymakers in

China. It would be necessary to investigate to what extent the driving factors of

sustainable luxury consumption in China are relevant, but no related empirical study

has been conducted.
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Therefore, the goals of the current research is

to find literature problems on luxury consumption, consumer behaviour and

sustainable luxury fashion.

to explore Chinese consumers’ understanding of sustainable luxury— whether and
in which ways luxury and sustainability are compatible among Chinese consumers.
to investigate the key influencing factors driving consumers’ attitude and purchase

intention towards sustainable luxury fashion goods.

to investigate the relationship between attitude and purchase intention towards
sustainable luxury fashion goods.

to examine the applicability and validity of theory of reasoned action and value
perceptions in explaining purchasing sustainable luxury fashion behaviour in

mainland China.

To develop and test a specific framework to help analyse and explain consumers’

behaviour regarding sustainable luxury fashion goods.

Prior literature shows that luxury consumers’ behavior varies based on subjective

perceptions of luxury and consumer’ characteristics. Scholars have posited multiple

values drive consumer purchase intent and extant research into the field of sustainable

luxury focuses on dimensions like socio-cultural, ego-centered, and eco-centered values;



intrinsic and extrinsic values; and four categories of factors influencing sustainable
luxury purchase intention—culture, personal values, social values, and economic value.
However, consumer behavior is partly driven by cultural context and, to our knowledge;
very few empirical research about the factors influencing sustainable luxury
consumption in emerging countries like China has been conducted.

In order to analyze the consumer behavior regarding sustainable luxury fashion,
this study first incorporate the modified theory of consumption values (PERVAL)
suggested by Sweeney and Soutar (2001) with the theory of reasoned action (TRA) as
the theoretical foundation of this study. The literature also shows specific contextual
factors should be added into the framework to improve the explanatory power of the
model in explaining sustainable consumption in China, so it was added to the original
value perception model of this study.

The mixed research method comprised a semi-structured interview and a
questionnaire survey. (1) A qualitative survey was carried out, aiming at building a
preliminary conceptual framework of the purchase intention, with a sample of 34
respondents from the frequent luxury consumers in mainland of China. Transcriptions
were analyzed qualitatively with NVivo Pro 12 software. Analysis of the interviews
progressed using the grounded theory approach as it has significant advantages for
theory generation in the field of marketing and consumer behavior (Goulding, 1998).

(2) A quantitative online survey (convenience and snowball sampling, the purposive
sampling) using a sample of 1037 with 935 valid respondents in total. The proposed
model and research hypotheses were tested using SPSS 26.0 and AMOS 24.0 programs.
Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) analysis
were adopted to develop and test independent measurement scales for questionnaire

survey, providing evidence of construct validation of theoretical constructs. Based on



the survey data, Structural Equation Modeling (SEM) was applied to clarify the
relationship between the variables and test the hypothesized relationships between
attitude and purchase intention of sustainable luxury products. Mediation analysis was
also adopted to check whether the causal effect of the influencing factor on the purchase
intention is caused by the mediator (consumers’ attitude).

From the qualitative result of this study, a theoretical model for the influencing
factors of sustainable luxury fashion in China has been constructed based on grounded
theory to systematically analyze the consumer behaviour. The model highlights the
interdependent relationships between values, attitude and intentions with the aim of
capturing the complexities of consumers’ purchase intentions, which provides
foundation for further analyzing the sustainable behavior of luxury consumers.

As for the quantitative research of this study, the findings indicated the direct and
indirect interactions between the variables in the final model while attitude is the
moderator in this relationship and provide insights in the determinants of sustainable
luxury fashion consumption. (1) Contextual factor including publicity, peer pressure,
the government subsidy, or regulations is the most significant determinant on purchase
attitude and intention. It further identified that government played a significant role
in offering conditions for sustainable consumption. (2) Consumers’ different
perspectives of values including value for money, social value, uniqueness value and
hedonic value all have positive effect on consumers’ attitude. However, hedonic value
and uniqueness value have no direct relationship with intention, although other two
values have a positive effect on intention. (3) The relationship between hedonic value
and intention, uniqueness value and intention were fully mediated by attitude while
the relationship between contextual factor and intention, social value and intention,

value for money and intention were partially mediated by attitude. (4) Sustainable



lifestyle has positive effect on attitude and intention of sustainable luxury fashion goods.
Attitude mediates the effect between sustainable lifestyle and intention.

From a theoretical perspective, the study contributes to the sustainable marketing
litearature by demonstrating the need to align the perceived values (hedonic value,
social value, uniqueness value and value for money) and contextual factor with
consumers’ attitudes towards, and intention to purchase sustainable luxury products or
brands. The findings also provide practical implications for industries to develop
appropriate marketing strategies in emerging country of China. This study clarifies the
contribution of contextual factor and the theory of consumption values to sustainable
purchasing intentions among Chinese luxury fashion consumers. Value for money was
found to be of highest significance of sustainable luxury attitude and purchase intention.
Thus, marketing strategies of sustainable luxury should focus on cost-benefit analysis
as consumers need to feel that they are getting utmost value by engaging in sustainable
luxury fashion consumption. The reason may be partly due to the considerable
purchasing power from the young generation and the explosion of upper-middle class,
thus generating an opportunity for luxury brand marketers to create a new sustainable
image, instead of focusing on their historical heritage of brands. Besides, marketing
campaigns should also focus on promoting sustainable luxury with social value that
meet consumers’ social approval. However, hedonic value and uniqueness value are not
significant predictor of luxury consumers’ sustainable purchasing intention despite the
positive link between hedonic value and attitude. Thus, strategies focusing on
emotional needs or need for uniqueness of consumers may not be very effective at
promoting sustainable practices.

The perceived values are multi-dimensional, but this study only tests the three

values. Future studies should conduct multi-dimensional models and investigate the



role of psychographic characteristics, such as epistemic value or other personal values.
Another limitation of the study may be the selection of samples only in different tiers
of cities in mainland China, limiting the generalizability of our findings. Future studies
should conduct empirical verification of our conceptual model across a wider array of
nations. Additionally, this study only examines purchase intention; actual behaviour
can be measured to determine whether buyers are also owners of sustainable luxury
fashion products. The intention-behaviour gap should also be taken into consideration

for future study.
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