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ABSTRACT

The objective of this paper is to investigate the influence factors of Chinese college students

on luxury products’ purchase intention, especially footwear. In particular, the research aims

to find the relationship between household income and students’ purchase intention on luxury

footwear. Furthermore, the purpose of this study is to find out whether there is a relationship

between self-confidence and students’ purchase intention on luxury footwear and how it

matters. By use of the questionnaire to investigate the relationship between these two factors.

Analyze the data and find out how it matters. The result shows that there is a strong correlation

between income and Chinese college students’ purchase intention on luxury footwear. Self-

confidence is also correlated to luxury footwear. Both of them are positive related to the

purchase intention of luxury footwear. However, they are very weak which means they have

little effect on Chinese students’ purchase intention on luxury footwear.

Keywords: Household Income, Influence factors, Self-confidence, College students, Purchase

Intention, Luxury Footwear.



INTRODUCTION

China has 1.4 billion population which is one-fifth of the world population and also has the

most population in middle-class oriented (Farrag, 2017). China has a huge increase in GDP

these decades, a strong economy and government policy help Chinese people improve their

living quality and consumption levels (Cavender & Rein, 2009). One of the biggest

differences is that luxury products become more and more popular in China, especially

among college students (Zhang & Kim, 2013). Asian consumers have become the major

driver of global luxury sales (Burnasheva, GuSuh, & Villalobos-Moron, 2018). Different

ages have different preferences for luxury products (Dauriz, Remy, & Sandri, 2014). For

college students in China, luxury footwear is one kind of luxury that many students choose to

purchase. Many factors affect their purchase intention such as their parents' income, self-

confidence, and gender (Schade, Hegner, Horstmann, & Brinkmann, 2016; Summers,

Belleau, & Xu, 2006a).

Europe, Japan, and the United States used to be the largest luxury market in the

world, but the consumption of luxury is decreased these years (Cavender & Rein, 2009).

Japan had a huge negative growth in luxury sales which around 50-75% after the earthquake

in 2011 (Gao, Norton, Zhang, & Kin-man To, 2009). Although the luxury market seems to

suffer from a storm, the consumption of luxury in China was increased steadily (Plus, 2007).

China becomes one of the hugest luxury markets in the world, the consumption of luxury

goods in China had already beyond Japan and chase to America (Tie, 2009).

There is no doubt that the growth of the economy promotes the purchase of luxury in China

(Ngai & Cho, 2012). However, most Chinese college students are full-time students which

means they do not have any income except the pocket money given by their parents.

Therefore, the purchase intention of luxury footwear is influenced by the students' household

income (Song, Hur, & Kim, 2012).



Some students are not as rich as others, they still consist to buy luxury shoes. It may

cost their parents a month-salary to afford one pair of shoes, they still try to buy it. Why do

they insist to hold those kinds of purchase intentions? Self-confidence is one of the reasons

which is supported by many previous kinds of research.

LITERATURE REVIEW - BACKGROUND

Luxury products consumption become one part of the economy, living without consumption

is impossible nowadays (Richins, 1994). Luxury can be a social need or kind of waste,

depending on the people in different statuses (Dogan, Ozkara, & Dogan, 2018). For instance,

parents who buy luxury products for children is a way to show their financial ability to others

(Husic & Cicic, 2009a).

Household income

Household income is defined as individual income plus family agricultural or

business income from different sources (Gong X, Xu D, & Han WJ, 2015). Distribution of

Chinese household income changed fiercely since 2005, inequality became one of the biggest

problems in China (Xie & Zhou, 2014). However, people still hard to define who are high-

income individuals due to the lack of robust quantitative information (Saez & Veall, 2005).

Purchase intention

Purchase intention on luxury brands is mainly decided by social context rather the

role of perception, physical and achievement vanity have a huge impact when people make a

decision (Hung et al., 2011). The credibility of a brand is one of the most important factors

on purchase intention, which high brand credibility cause high purchase intention (Wang &

Yang, 2010). Ambient characteristics also have a positive impact on purchase intention,

whereas money availability controls the purchase intention (Jung Chang, Yan, & Eckman,

2014).



Luxury footwear

Luxury products not only fulfill people’s physical needs but also stand for higher

prestige (Vigneron & Johnson, 1999). Traditionally, the original intention of luxury products

are designed for display or exhibition but not for functional utility (Grossman & Shapiro,

1986). Psychological value can be more important for a person who buys luxury products.

The biggest difference between luxury products and nonluxury products is the extent of

psychological benefits (Nia & Lynne Zaichkowsky, 2000). The luxury footwear market is

matured as the clothing market now and also aimed at fashion-conscious customers (Nguyen,

2004).

Self-confidence

For centuries, people try to make themselves happy and satisfied by possessing

beautiful staff (Husic & Cicic, 2009b). Self-confidence was regarded as one of the

determinants of purchasing intention (Howard & Sheth, 1969). Self-confidence constitutes by

the impression made on others, people who receive excellent feedback by others will help

themselves to build confidence (Wicklund & Gollwitzer, 2013). Keeping and promoting of

self-confidence are considered as the fundamental human impulse, both the demand and the

supply of self-confidence are similar to the many economists' opinions of anthropology

(Bénabou & Tirole, 2002). Some experts had a survey with 1200 rich females differentiate

with personality traits, the result showed that different personality traits can explain the

females’ luxury purchase intention (Summers, Belleau, & Xu, 2006b).

STATEMENT OF HYPOTHESIS

Several previous studies had claimed that people’s income has some influence on

their purchasing decision and behavior (Leibtag & Kaufman, 2003).  Many experts had some

researches on income level and food purchase, and they found that low-income will change



the purchase behavior for food (French, Wall, & Mitchell, 2010). Furthermore, some of them

go deeper to find out the relationship between income and luxury products (Husic & Cicic,

2009b).

Based on the discussion above, this study predicts that consumers’ household income

is a factor of consumers’ purchase intention on luxury footwear.

Many previous studies worked on the effects of confidence, and find out some relationship

between confidence and purchase intention (Wicklund & Gollwitzer, 2013). One of the

studies claimed that customer’s purchase intention often be influenced by confidence,

especially high confidence will cause asymmetric purchase behavior (Yi & La, 2003).

Customer's confidence also influences the purchase satisfaction (Spreng & Page Jr, 2001).

Therefore, it is reasonable to predict that customer’s purchase intention on luxury footwear is

influenced by self-confidence, and the more confident person perform higher purchase

intention on luxury footwear.

Research Question (RQ):

1. What is the relationship between household income and Chinese college

students’ purchase intention on luxury footwear?

2. What is the relationship between self-confidence and Chinese college

students’ purchase intention on luxury footwear?

H1: Chinese college students with a high-income family background is positively

related to purchase intention on luxury footwear.

H2: Chinese college students who are more confident will have more purchase

intention on luxury footwear.



METHODOLOGY

Instrumentation Design (Quantitative Method)

This research is quantitative research which is based on the questionnaire. The questionnaire

will be distributed to Chinese college students of different gender and age randomly.

The questionnaire has 239 participants who are voluntary and 50% of participants are

females. The questionnaire has two versions which are the Chinese version and the English

version, to get more information from the students at Wenzhou-Kean University. The

participants are required to choose their opinion from five options. The questionnaire is

divided into five parts.

The items in this study are adapted from previous research. One item is measured

household income, ten items for self-confidence and five items for purchase intention. For

example, in the survey question on the self-confidence part, "capable of handling myself” is

adapted from Personal self-confidence: Towards the development of a reliable measurement

scale (Veale & Quester, 2007). In the purchase intention part, “the probability of purchasing

a pair of luxury shoes in the future is strong” is adapted from Purchase intention for luxury

brands: A cross-cultural comparison (Bian & Forsythe, 2012). This study uses a Likert five-

point scale to collect data, 1 stands for strongly agree while three stands for neutral and five

stands for strongly disagree. Age and gender are also measured at the beginning of the

survey.



Survey Question on demographic

· Gender

· Age

1. Survey Question on household income (Qian & Smyth, 2011)

· HI 1 Average monthly household income.

2. Survey Question on self-confidence

This study adapted the confidence measurement from Personal self-confidence:

Towards the development of a reliable measurement scale (Veale & Quester,

2007).

· SC 1 Capable of handling myself.

· SC 2 The impression of others.

· SC 3 Stay in an unfamiliar room.

· SC 4 Feel inferior in a group.

· SC 5 Worry about self-image in others' minds.

· SC 6 Doing introduction to others.

· SC 7 Express the opinion in a group.

· SC 8 First impression.

· SC 9 Attitude to a group of strangers.

· SC 10 Dress at a party.

3. Survey Question on purchase intention on luxury shoes (Bian & Forsythe, 2012;

Chen & Barnes, 2007).

· PI 1 If I were going to purchase a pair of shoes, I would consider buying a

luxury brand.

· PI 2 If I were shopping for a shoe shop, the likelihood I would purchase a pair

of luxury shoes is high.



· PI 3 My willingness to buy a luxury product would be high if I were shopping

for a pair of shoes.

· PI 4 The probability of purchasing a pair of luxury shoes in the future is

strong.

· PI 5 I would highly recommend others to purchase a pair of luxury shoes.

ANALYSIS / RESULTS

Profile Frequency Percentage

Male

Female

119

120

49.79%

50.21%

Total 239 100%

Table 1 Demographic

According to Table 1, a total of 239 online survey questionnaire responses were

collected. 118 of them are female and the rest of them are male. All of them are randomly

selected in different ages that ranged from 18 to 24. The majority of them are aged 20 to 21

years old which is occupied 39.74% of total participants. Follow by is 21 to 22 years old, and

most of them are senior students.

Test 1

Variable Item Cronbach’s Alpha KMO

Self-confidence

Purchase intention

5

4

0.712

0.915

0.839

0.835

Table 2 Validity and Reliability

The study has the reliability test to ensure that the questions in the questionnaire are

internally related. There are five items under the self-confidence scale and four items under

the purchase intention scale. It should be ten items under self-confidence, five items are



deleted due to the reliability issue. After the adjustment, both of them have a score beyond

0.7 which means the questions are reliable (Nunnally, Knott, Duchnowski, & Parker, 1967).

Furthermore, the KMO score shows that each of the variables is beyond 0.8 which means the

relationship between these two variables is tight and appropriate to be analyzed (Kaiser,

1974).

Test 2 Correlation Test

HI PI SC

HI Pearson Correlation

P value

1 0.213**

0.001

0.173**

0.007

PI Pearson Correlation

P value

0.213**

0.001

1 0.203**

0.002

SC Pearson Correlation

P value

0.173**

0.007

0.203**

0.002

1

Table 3 Factor correlation matrix Note: ** Correlation is significant at the 0.01 level (2-

tailed).

This study adopts the correlation test to prove the correlation between variables, it

collects 239 responses to the questionnaire (N=239). As shown in the Table 3, household

income has strong correlation with purchase intention (Pearson’s r= 0.213**, p =0.001) and

self-confidence (Pearson’s r= 0.173**, p =0.007).

Test 3 Regression Analysis

Hypothesis Item R Square p β F Result

H1

H2

HI-PI

SC-PI

0.045

0.041

<0.001

<0.01

0.146

0.222

11.246

10.140

Support

Support

Table 4 Note: HI=Household Income, PI= Purchase Intension, SC= Self-confidence



This study conducts a regression analysis to improve the relationship between the

independent. In relation to hypothesis 1, the result shows that household income has positive

related to luxury footwear purchasing. As shown in Table 4, there is a very weak correlation

between household income and purchase intention on luxury footwear (R Square= 0.045,

p<0.001). Therefore, the hypothesis is supported by the test. As for hypothesis 2, the

correlation between self-confidence and purchase intension, the relationship exists but the

effect is very weak (R Square= 0.041, p<0.01). This hypothesis is also supported.

CONCLUSIONS AND PRACTICAL IMPLICATIONS

The objective of this study is to find out the relationship among the household income and

confidence to purchase intention on luxury footwear. All the results above prove that both

hypotheses are supported, and the correlation exists.

With the development of economy in China, more and more people can afford luxury

products. Luxury shoes are more popular for college students, even the effect of household

income is not so strong for purchase intention, it has a weak positive relation to purchase

intention which means the students who have high-income backgrounds will have more

intention to purchase luxury footwear. There are some extent researches also demonstrates

similar opinions, high-income affect people on the food purchasing that people with high

income prefer organic vegetables and beef (Sepúlveda, Maza, & Mantecón, 2008). Similar

research found that rich people take fewer calories than poor people in New York, people do

different choice on food selection due to their affordability (Elbel, Kersh, Brescoll, & Dixon,

2009). For example, to buy a piece of pizza cost 2 dollars, but if you try to buy a salad, it will

cost around 12 dollars. Therefore, it depends on the affordability of different people. There is

a similar phenomenon existed that a person who has a high-income background prefer to

invest their money to purchase health insurance more than others (Bundorf, Herring, &



Pauly, 2005). Thus, all the researches above can be evidence to support the result of this

research question.

Self-confidence is quite an important concept in college students' life. It has a strong

correlation in terms of luxury footwear purchasing. Compare to the hypothesis, it supported

that Chinese college students who are more confident have more purchase intention on luxury

footwear. The more confidence they are, the higher purchase intention they have. Confidence

has a direct effect on purchase intention while brand formality has an indirect effect on it

(Laroche, Kim, & Zhou, 1995). Self-confidence has positively related to purchase intention,

whereas anxiety has negatively related to purchase intention (Keng & Liao, 2013). Either

research shows that self-confidence or confidence has an influence on purchase intention.

For implications level, the result of this study can help enterprises know more about their

market segmentation. To realize that people's purchase intention will around by household

income and confidence, the company such as LVMH, GUCCI, and Christian Dior can focus

on their advertisements. Particularly, change the content of the advertisements. For example,

change the concentration from the features of their products to the effect that will be provided

after customer purchasing. Companies need to invest more to build customers' self-

confidence that builds awareness of the brand value. On the other hand, students’ income

background level does not affect their purchase intention on luxury footwear. Therefore,

luxury companies can keep their brand value while they develop new kinds of products that

target college students.

LIMITATIONS AND FUTURE RESEARCH

The results of this study seem interesting, some limitations exist among the whole research.

First, the majority of the participants are college students, which means they might have a

vague concept of household income and confidence. Because most students in China do not



work until they graduate, therefore, they might have an ambiguous understanding of their

property background. It is also an indirect factor of misperceiving the self-confidence.

Second, household income does not mean rich for a student. For instance, some rich parents

give little money to children in order to avoid their children to waste money. In that way, the

errors occupied.

Not only household and self-confidence affect the purchase intention of luxury

footwear, but also many other factors. Therefore, more research can be done in the future on

this topic. What's more, future research can try to come up with a measurement that is more

accurate to measure confidence. This study measures self-confidence from a single

dimension, in the future, it may have multi-dimension measurement instead of it.
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APPENDIX

选项 Options 小计 Subtotal 比例 Proportion

男 Male 119 49.79%

女 Female 120 50.21%

本题有效填写人次 Valid person-times 239

选项 Options 小计 Subtotal 比例 Proportion

18- 5 2.09%

18-19 2 0.84%

19-20 28 11.72%

20-21 95 39.75%

21-22 73 30.54%

22+ 36 15.06%

本题有效填写人次 Valid person-times 239

选项Options 小计Subtotal 比例Proportion

0-3000 10 4.18%

3001-6000 11 4.6%

6001-10000 33 13.81%

10001-15000 51 21.34%

15001-30000 56 23.43%

30001+ 78 32.64%

本题有效填写人次Valid person-times 239

题目\选项Options 非常不

同意1
不同意

2
一般3 同意4 非常

同意5
我觉得自己在大多数社交场合都能应

付自如。 I feel capable of handling
myself in most social situations.

5(2.09
%)

21(8.79
%)

100(41.
84%)

90(37.6
6%)

23(9.6
2%)



我很少担心我的行为会让别人看低我

。I seldom fear my actions will cause
others to have a low opinion of me.

6(2.51
%)

27(11.3
%)

89(37.2
4%)

90(37.6
6%)

27(11.
3%)

我不介意进入一个其他人已经聚集在

一起谈论的房间。 It doesn’t bother me
to have to enter a room where other

people have already gathered and are
talking.

11(4.6
%)

40(16.7
4%)

74(30.9
6%)

95(39.7
5%)

19(7.9
5%)

在小组讨论中，我常常觉得自己的观

点很差。 In group discussions, I usually
feel my opinions are inferior.

33(13.8
1%)

113(47.
28%)

64(26.7
8%)

21(8.79
%)

8(3.35
%)

我给人的第一印象不是很好。I don’t
make a very favorable first impression

on people.

40(16.7
4%)

106(44.
35%)

77(32.2
2%)

12(5.02
%)

4(1.67
%)

面对一群陌生人，我的第一反应总是

害羞和自卑。When confronted by a
group of strangers, my first reaction is
always one of shyness and inferiority.

38(15.9
%)

75(31.3
8%)

88(36.8
2%)

33(13.8
1%)

5(2.09
%)

不小心穿错衣服去参加聚会让我感到

非常不舒服。It is extremely
uncomfortable to accidentally go to a

party wearing the wrong thing.

13(5.44
%)

17(7.11
%)

69(28.8
7%)

115(48.
12%)

25(10.
46%)

我不会花太多时间担心别人对我的看

法。 I don’t spend much time worrying
about what people think of me.

10(4.18
%)

67(28.0
3%)

88(36.8
2%)

59(24.6
9%)

15(6.2
8%)

在群体中，我很少表达自己的观点，

因为我害怕被嘲笑。When in a group,
I very rarely express an opinion for fear

of being laughed at.

31(12.9
7%)

101(42.
26%)

77(32.2
2%)

26(10.8
8%)

4(1.67
%)

当我被介绍给一个我不认识的人时，

我从来不会手足无措。I am never at a
loss for words when I am introduced to

someone I don’t know.

10(4.18
%)

52(21.7
6%)

82(34.3
1%)

69(28.8
7%)

26(10.
88%)

题目\选项Options 非常不

同意1
不同

意2 一般3 同意4 非常

同意5
如果我考虑买一双鞋，我会考虑买一

个奢侈品牌。If I were going to
purchase a pair of shoes, I would
consider buying a luxury brand.

17(7.11
%)

69(28.
87%)

104(43.
51%)

40(16.
74%)

9(3.77
%)

如果我正在逛一家鞋店，我买一双奢

侈品鞋的可能性很大。If I were
shopping for a shoes shop, the likelihood
I would purchase a pair of luxury shoes

is high.

31(12.9
7%)

82(34.
31%)

87(36.4
%)

33(13.
81%)

6(2.51
%)



我会很乐意去选择购买一双奢侈品鞋

子。My willingness to buy a luxury
product would be high if I were shopping

for a pair of shoes.

24(10.0
4%)

66(27.
62%)

99(41.4
2%)

41(17.
15%)

9(3.77
%)

我购买奢侈品鞋子的欲望很强烈。The
probability I would consider buying a

luxury shoes is high.

45(18.8
3%)

84(35.
15%)

86(35.9
8%)

21(8.7
9%)

3(1.26
%)

我会很强烈的推荐他人购买奢侈品鞋

子。I will highly recommend others to
buy a pair of luxury shoes.

54(22.5
9%)

94(39.
33%)

72(30.1
3%)

15(6.2
8%)

4(1.67
%)
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