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Introduction
In the fashion and luxury goods market, competition among brands is fierce. Creating values and 
an irreplaceable status in the minds of consumers are unique brand management strategies found 
in the luxury industry. More precisely, as luxury brands succeed in developing the consumer’s 
brand attachment, they create what is termed brand love and thus ensure continuing profit for the 
brands (Carroll & Ahuvia 2006).

Brand attachment describes the strength of the bond that connects consumers with brands. This 
attachment is critical because it affects the behaviour that fosters brand profitability and consumer 
lifetime value (Thomson, MacInnis & Park 2005). Brand attachment creates a commitment 
between consumers and brands, which can evolve into a long-term relationship between 
consumers and brands and between subsequent commitment behaviours, such as brand loyalty, 
of consumers (Ahluwalia, Burnkrant & Unnava 2000) and the unwillingness to replace one brand 
with another (Park, MacInnis & Priester 2006). The main purpose of this study was to investigate 
the relationship between brand attachment, purchase intention and the described antecedents.

With continuous, dynamic growth, the luxury market is now characterised by the provision of a 
broader availability to consumers than ever before (Wiedmann, Hennigs & Klarmann 2012). 
In recent years, there has been an increase in the consumption of luxury goods across Asia. The 
consumption of luxury goods is no longer restricted to wealthy consumers from the country of 
origin of the goods for most luxury brands. Today, nearly all global luxury brands have entered 
the Chinese market. To succeed in China, it is important to gain knowledge of the Chinese 
consumer market.

An increasing number of empirical studies have assessed the attitude and enthusiasm of Chinese 
consumers towards luxury brands. Most studies have primarily focused on consumer segmentations 
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(i.e. individual value, social influence and luxury brand image), luxury brand attachment 
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antecedents on brand attachment and purchase intention among consumers in China, Hong 
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and the consumption motives, drivers and behaviours of 
affluent consumers (Gao et al. 2009; Li, Li & Kambele 2012; 
Wang, Sun & Song 2010). As for the Chinese market, we have 
been paying attention to Greater China – China, Hong Kong 
and Taiwan. These three regions are experiencing social and 
economic development under very distinct circumstances and 
with different progress in the luxury industry. These differences 
have tremendous implications for the marketing strategy of 
luxury brands. Therefore, this study examines the influence 
of perceptive factors of consumers, such as individual value, 
social influence and brand image, on brand attachment and 
purchase intention. In addition, a multi-group analysis method 
is employed to examine group differences across China, Hong 
Kong and Taiwan to get more insights into the differences and 
provide suggestions for the luxury brand management.

Influence of brand attachment on 
purchase intention
Attachment is more than overt behaviour; it is internal and 
instinctive (Bowlby 1982). Attachment research in psychology 
focuses on interpersonal relationships, such as the attachment 
behaviour between infants and mothers, children and 
parents (Weiss 1988). In addition to the attachment between 
individuals, human beings can develop attachments to 
material objects, such as brands. Park et al. (2006) define 
brand attachment as a mental state that powerfully links 
personal emotion and perception with the brand, resulting in 
the individual viewing the brand as an extension of the self.

Conceptual properties of brand attachment can be reflected 
and measured through two key constructs: brand-self 
connection and brand prominence (Park et al. 2009). The 
brand-self connection is the cognitive and emotional link 
between an individual and a brand, which includes viewing 
the brand as a part of the self (Chaplin & John 2005). Brand 
prominence refers to the ease and frequency with which 
brand-related thoughts can be triggered in consumers 
(Park et al. 2010). When these emotions and feelings are 
highly accessible, prominence could significantly influence 
decisions and ultimately affect the consumer’s purchasing 
practices (Akçura, Gönül & Petrova 2004).

Intent is the key element of consumer attitude and can be 
applied to predict actual behaviour. Purchase intention refers 
to the possibility of consumers purchasing a given product 
(Schlosser, White & Lloyd 2006). The purchase intention is the 
evaluation of products and services made by consumers, 
which result in the possibility of a transaction (Zeithaml 1988). 
Obviously, consumers with positive purchase intentions will 
construct positive purchase commitments. The purchase 
intention is the most accurate indicator when predicting 
purchase behaviour.

Brand attachment accurately predicts intentions to perform 
behaviours and is a strong predictor of actual behaviours. Brand 
attachment serves as the ideal destination for the consumer-
brand relationship (Park et al. 2010). Therefore, brand attachment 
may become the motive for a consumer’s behaviour and 

function as an effective predictor of the consumer’s behaviour, 
including actual consumption behaviour, brand purchase 
sharing, need sharing and the performance of difficult behaviour 
(Park et al. 2010). Generally, brand attachment can be defined 
as the strength of the cognitive and affective bond that connects 
the consumer with the brand. Stronger attachments reflect a 
stronger connection, passion and love, and brand attachment 
should be a key factor of consumer intention. Therefore, we 
posit the following hypothesis:

H1: Brand attachment positively influences purchase intention.

Relationship of individual value 
and brand attachment
Typically, values are not fluid and flexible. They tend to be 
relatively stable and enduring. In this study, individual 
value represents the consumer’s personal view of luxury 
consumption, which can reflect self-identity, materialism and 
hedonism (Hennigs et al. 2012). Self-identity can be defined 
as the individual’s subjective perception and private thoughts. 
Consumers may develop and integrate their identity through 
luxury items (Vigneron & Johnson 2004). Materialistic value 
represents the individual’s general materialistic orientation 
and desire for possessions. Consumers with highly 
materialistic orientations will have positive attitudes towards 
the acquisition of luxury goods and assign a high priority 
to material possessions. They may treat luxury brand 
products as intrinsically more valuable (Wiedmann, Hennigs & 
Siebels 2009). Hedonism refers to sensory gratification, such 
as a feeling of pleasure and aesthetic enjoyment received 
from luxury products. In addition, the purchase and 
consumption of luxury brands may bring positive 
experiences, such as personal rewards and a sense of 
fulfilment (Vigneron & Johnson 2004; Widemann et al. 2009).

Unlike typical consumer goods, luxury brands and products 
have groups of committed adherents who possess a strong 
value identification regarding the consumption of luxury 
products. The members of this group represent the targeted 
consumers of luxury brands and the consumer group that 
every luxury brand wishes to obtain and maintain. The 
importance of values is that they generally influence attitudes 
and behaviour. In addition, brand attachment originates when 
a brand enters a consumer’s mind, creating a link between the 
brand and the consumer’s self-concept (Park et al. 2010). 
Therefore, the intimate relationship between individual value 
and brand attachment is evident and might represent a crucial 
factor that influences the formation of brand attachment. 
Therefore, we posit the following hypothesis:

H2: Individual value positively influences brand attachment.

Relationship between social 
influence and brand attachment
Human beings live in societies and, therefore, will always be 
members of a community. Personal behaviour is restricted 
by customs and regulations and constantly influenced by 
social groups, such as family, peers, colleagues and other 
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group members. Social influence primarily refers to the 
influences and restrictions of social regulations and social 
values on individuals. Often, these influences are more 
frequently observed in fashion-related industries than other 
industries. Luxury brands have always been viewed as 
representatives of the fashion industry. Therefore, external 
influence is even more notable when consumers purchase 
luxury goods. From a sociological perspective, social influence 
can be described as a social network. Mitchell (1969) defined 
‘social network’ as specific connections between individuals 
within a group. This relationship structure can be used when 
explaining the social behaviour of individuals within a group. 
During the process of transmitting ‘social network’ messages, 
the familiarity between the receiver and the sender can be 
distinguished according to ‘tie strength’ (Brown & Reingen 
1987). Based on the degree of intimacy, interaction frequency 
and durability between the message receiver and sender, ties 
can be categorised into ‘strong ties’ and ‘weak ties’. Strong 
ties are formed when the sender and the receiver are well 
acquainted, such as close friends or colleagues. Word-of-
mouth propagation occurs more easily through these strong 
ties, which exert more influence during decision-making 
(Brown & Reingen 1987; Wirtz & Chew 2002). In contrast, 
weak ties refer to ties between acquaintances or strangers. 
The information of groups with weak ties has more diverse 
origins and is more multivariate. Generally, information with 
higher heterogeneity is more likely transmitted through 
weak ties. To provide a complete description of the effects of 
social influence on consumers, in this study, the concept of 
social network strength is combined with a measure of social 
influence, including the influences of strong and weak ties.

Consumers construct identifiable social images through 
consumption. Therefore, the marketing strategies of luxury 
brands emphasise the social meaning of their products. 
For instance, certain consumers purchase luxury brands to 
satisfy social salience. In the case of luxury brands, brands 
are treated as symbols of excellence and taste that fulfil the 
need for social identification, and representation with certain 
social groups that strengthen the individual’s status within 
these groups (Sallot 2002). This phenomenon leads luxury 
brands to adopt marketing strategies that target the image 
of achievement and excellence to enhance the purchaser’s 
sociality. In addition, Vigneron and Jonson (1999) revealed 
that cognitive values associated with prestige products could 
be influenced by others. Moreover, given that communication 
technology is highly developed and information transfer is 
convenient, the element of social influence is guaranteed to 
be an influence on the affection and desire felt regarding a 
brand. Thus, we posit the following hypothesis:

H3: Social influence has a positive and direct influence on brand 
attachment

Relationships between luxury 
brand image, brand attachment 
and purchase intention
Based on satisfying the needs of consumers, detailed 
divisions of the benefits and concepts of brands are 

functional image, experiential image and symbolic image 
(Park, Jaworski & Maclnnis 1986). Functional image is 
related to actual benefits of consumption, such as products 
or services. Functional image is typically connected with 
the product’s main attributes and often the satisfaction of 
the consumer’s basic needs. In the case of luxury brands, 
functional image refers to the consumer’s perception of 
the product, such as the product’s material and design 
(Berthon et al. 2009). Next, experiential image implies the 
sensation of consumers when using products or availing 
services. Experiential image primarily describes the 
satisfaction that the product provides with respect to 
consumers’ perceptions and desires. In the case of luxury 
products, the experiential image refers to sensory pleasure, 
the feeling of happiness and joy, and the encouragement 
and inspiration that the product provides to the consumer. 
Symbolic image refers to the attached benefits that 
consumers gain when consuming products or availing 
services, primarily the satisfaction of consumers’ inner 
needs (Park et al. 1986).

Brand image is a brand association in a consumer’s memory 
that has become the foundation for further assessment and 
response (Keller 1993). In the marketing of luxury brands, 
brand image is an important asset. Its construction and 
application can create premium effects for luxury brands, 
as well as profit and competitive advantages. Therefore, the 
consumer’s attitude towards brand image is constructed 
of perceptive elements, such as the brand’s functional, 
experiential and symbolic perception. The more positive the 
consumer’s attitude towards the brand image is, the more 
positive the brand attachment and the higher the effect on 
purchase intention towards the luxury brand.

Thus, we posit the following hypotheses:

H4: Luxury brand image positively influences brand attachment.

H5: Luxury brand image positively influences purchase intention.

In summary, the formation of values and behaviour is 
primarily based on the individual’s value system and 
perception and is internalised as a belief through the reference 
and application of external information. This study uses 
individual value and social influence as the antecedent 
variables that affect brand attachment. In addition, luxury 
brand image is a key antecedent that influences brand 
attachment and purchase intention. The proposed model 
with five hypotheses is presented in Figure 1.

Method
Measurement
The research model for this study contains five main 
constructs: individual value, social influence, luxury brand 
image, brand attachment and purchase intention. The scales 
used to measure the latent constructs are provided in Table 1. 
The items used as research variables in this study were 
adapted from prior research and modified to fit the luxury 
brand context of the study to increase the reliability and 
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validity of the survey instrument. All the survey items were 
measured using a seven-point Likert scale.

Data collection
Based on a private customer database of a luxury brand, 
the survey link was sent to approximately 600 residents in 
Greater China (i.e. China, Hong Kong and Taiwan) who are 
actual consumers of luxury brands. The completed surveys 
of the respondents who had bought or received luxury 
merchandise during the previous year were retained. Of 
the 600 surveys that were distributed, 359 satisfied this 
criterion and thus were used for data analysis. Of the 
participants, 69.4% were women and 30.6% were men. In 
addition, 1.1% were younger than 20 years of age, 62.7% 
were between 20 and 30 years of age, 26.5% were between 
31 and 40 years of age, and 9.7% were older than 40 years 
of age. The personal monthly discretionary income of 
the participants averaged approximately 8700 CNY in the 
China subsample (sample size = 149), 7900 HKD in the 
Hong Kong subsample (sample size = 105) and 27 000 TWD 
in the Taiwan subsample (sample size = 105).

Data analysis and results
To validate our research model, a survey method was used. 
We employed a partial least squares (PLS) regression to test 
our research model using Smart PLS 3.0. Partial least squares 
regression is a second-generation regression method that 

combines confirmatory factor analysis (CFA) with regression. 
It is the preferred method for multi-item constructs 
(Chin 1998). The main characteristics of PLS regression are 
the examination of the significance of the relationships 
between research constructs and the predictive power of the 
dependent variables. Therefore, PLS regression is suitable for 
examining applicability with theory building and prediction 
(Fornell & Bookstein 1982; Fornell & Cha 1994). Other 
advantages of PLS regression are a reduced requirement for 
normal distribution with the source data (Chin 1998; Gefen & 
Straub 2005) and the ability to analyse a relatively small 
sample size (Barclay, Higgins & Thompson 1995; Chin 1998).

We adopted a two-step analysis procedure to test the research 
model. Firstly, the assessment of the measurement model 
was performed to examine the reliability and validity of the 
measurement instrument. Then, the structural model was 
estimated to test the significance of the hypotheses and the 
predictive power of the research model.

Measurement model
In this study, we proposed a concept model with a second-
order hierarchy. From the results of CFA (Table 2), all of the 
items have sufficient loading under their respective construct. 
The composite reliabilities (CR) of all constructs were above 
0.89, and the average variance extracted (AVE) for the 
constructs ranged from 0.75 to 0.80. The item loadings, CR 
and AVE of the first-order and second-order measurement 
models exceeded the effective cut-off values of 0.7 for item 
loading, 0.7 for CR and 0.5 for the AVE. This outcome 
indicates that scale reliability and convergent validity were 
adequate (Fornell & Larcker 1981; Hair et al. 2009).

In addition, to assess discriminant validity, this study 
calculated the square root of the AVE (Table 3), whereby the 
square root of the AVE should exceed the intercorrelations of 
the construct with the other constructs in the model 
(Chin 1998; Fornell & Larcker 1981; Hulland 1999). In Table 3, 
none of the intercorrelations of the constructs exceeded the 
square root of the AVE of the constructs.

Structural model
Path analysis was performed by bootstrap (i.e. individual sign 
changes) with a sample number of 5000. Figure 2 summarises 
the path analysis results for our proposed model. The 
standardised regression coefficients are shown above each 
path. Overall brand attachment is significantly influenced by 
individual value (path coefficient = 0.152), social influence 
(path coefficient = 0.338) and luxury brand image 
(path coefficient = 0.402), providing support for H2, H3 and H4. 
In addition, brand attachment (path = 0.432) and luxury brand 
image (path = 0.437) significantly affect purchase intention, and 
these results support H1 and H5. All of the hypotheses in our 
study are supported at a 0.05 confidence level.

Regarding the explanatory ability of the research model, the 
R-squared for brand attachment was approximately 0.614, 

TABLE 1: Measurement scales.

Constructs Sub-constructs Source

Individual value Self-identify value Based on Wiedmann et al. (2009)
Materialistic value
Hedonic value

Social influence Strong ties influence Based on Brown and Reingen 
(1987) and Hennigs et al. (2012)Weak ties influence

Luxury brand image Functional image Based on Park et al. (1986); 
Hung et al. (2011)Experiential image

Symbolic image
Brand attachment Brand-self connection Based on Park et al. (2010)

Brand prominence
Purchase intention - Based on Grewal, Monroe and 

Krishnan (1998)

Individual
value

Social
influence

Luxury
brand image

Brand
a	achment

Purchase
inten�on

H2

H3 H1

H5

H4

FIGURE 1: Conceptual model.
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which indicates that individual value, social influence and 
luxury brand image can explain approximately 60% of the 
variance in brand attachment. The resultant R-squared for 
purchase intention as the dependent construct was 0.643, 
which indicates that the influence of brand attachment and 
luxury brand image on purchase intention accounts for 
64.3% of the variance. In addition, the Sobel test (Baron & 
Kenney 1986; Sobel 1982) was conducted separately to 

examine whether brand attachment mediates the relationship 
between the three antecedents (i.e. individual value, social 
influence and brand image) and purchase intention. The 
results showed that all the mediating effects of brand 
attachment are statistically significant. Moreover, a partial 
mediating effect of brand attachment on the relationship 
between luxury brand image and purchase intention was 
noted (Sobel’s z = 5.2499, p < 0.01).

TABLE 3: Average variance extracted, square root of the average variance extracted (number in bold) and correlations among variables.
First-order constructs AVE SV MV HV SI WI FP EP SP BC BP PI

Self-identify value 0.890 0.944 - - - - - - - - - -
Materialistic value 0.838 0.865 0.916 - - - - - - - - -
Hedonic value 0.785 0.793 0.782 0.886 - - - - - - - -
Strong ties influence 0.720 0.573 0.642 0.604 0.849 - - - - - - -
Weak ties influence 0.705 0.588 0.594 0.615 0.625 0.840 - - - - - -
Functional perception 0.846 0.564 0.525 0.575 0.352 0.467 0.920 - - - - -
Experiential perception 0.761 0.636 0.606 0.624 0.556 0.567 0.775 0.872 - - - -
Symbolic perception 0.678 0.509 0.488 0.527 0.452 0.444 0.703 0.772 0.823 - - -
Brand-self connection 0.932 0.530 0.574 0.530 0.599 0.516 0.490 0.654 0.552 0.965 - -
Brand prominence 0.854 0.626 0.621 0.647 0.623 0.595 0.570 0.725 0.606 0.799 0.924 -
Purchase intention 0.828 0.599 0.582 0.612 0.544 0.590 0.647 0.758 0.587 0.634 0.770 0.910

AVE, average variance extracted; SV, self-identify value; MV, materialistic value; HV, hedonic value; SI, strong ties influence; WI, weak ties influence; FP, functional perception; EP, experiential 
perception; SP, symbolic perception; BC, brand-self connection; BP, brand prominence; PI, purchase intention.

TABLE 2: Confirmatory factor analysis results of the measurement model.
First-order Item Loading CR AVE Second-order

Self-identify value The luxury brand I buy must match who I really am. 0.942 0.942 0.890 • Individual value
• CR = 0.948
• AVE = 0.725I never buy a luxury brand inconsistent with the characteristics with which I 

describe myself.
0.945 - -

Materialistic value I’d happier if I could afford to buy more things. 0.925 0.912 0.838
My life would be better if I owned certain things I don’t have. 0.906 - -

Hedonic value Reward for hard work or that I feel I have earned or am entitled to is an important 
motivator for my luxury consumption.

0.894 0.917 0.785

Purchasing luxury brands can be seen as giving me gifts to celebrate an occasion 
that I believe significant to me.

0.863 - -

On the whole, I may regard luxury brands as gifts I buy for treating myself. 0.901 - -
Strong ties influence My friends and I tend to buy the same luxury brands. 0.832 0.885 0.720 • Social influence

• CR = 0.890
• AVE = 0.576Before purchasing a luxury brand, it is important to know what my friends think of 

different brands or products.
0.889 - -

I like to know what luxury brands and products make good impressions on others. 0.824 - -
Weak ties influence Before purchasing a luxury brand product, it is important to get information about 

what kinds of people buy certain brands or products.
0.783 0.878 0.705

Before purchasing a luxury brand product, I will search for the information about 
what others think of people who use certain brands and products.

0.865 - -

I usually keep up with style changes by searching for what others buy. 0.869 - -
Functional image (Brand Name) has the best quality. 0.925 0.943 0.846 • Luxury brand 

image
• CR = 0.946
• AVE = 0.638

(Brand Name) is sophisticated. 0.934 - -
(Brand Name) is superior. 0.900 - -

Experiential image (Brand Name) is precious. 0.854 0.927 0.761
(Brand Name) is unique. 0.857 - -
(Brand Name) is attracting. 0.886 - -
(Brand Name) is stunning. 0.891 - -

Symbolic image (Brand Name) is conspicuous. 0.851 0.863 0.678
(Brand Name) is expensive. 0.793 - -
(Brand Name) is for the wealthy. 0.825 - -

Brand-self connection To what extent is (Brand Name) part of you and who you are?
To what extent do you feel that you are personally connected to (Brand Name)?

0.965
0.966

0.965 0.932 • Brand attachment
• CR = 0.942
• AVE = 0.804Brand prominence To what extent are your thoughts and feelings towards (Brand Name) often 

automatic, coming to mind seemingly on their own?
0.929 0.922 0.854

To what extent do your thoughts and feelings towards (Brand Name) come to your 
mind naturally and instantly?

0.919 - -

Purchase intention I have a strong possibility to purchase (Brand Name) product. 0.898 0.951 0.828 -
I have high intention to purchase (Brand Name) product. 0.927 - -
If I will purchase a luxury product, I will consider buying (Brand Name’s) product. 0.907 - -
I’m likely to purchase (Brand Name’s) product. 0.908 - -

CR, composite reliabilities; AVE, average variance extracted.
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Multi-group analysis
Table 4 summarises the results of the structural model 
evaluation for the three subsamples. Specifically, the analyses 
per subsample show that all indicators exhibit loadings 
above 0.7, and AVE values of the variables are above 0.5 
except the social influence of Hong Kong (AVE = 0.464). 
In addition, all constructs achieved high CR values of 0.8 

and higher. In addition, the discriminate validity of the 
constructs for the three subsamples were assessed by 
examining the cross-loading of indicators (Hair, Ringle & 
Sarstedt 2013) and Fornell and Lacker’s (1981) criterion. 
Overall, these results indicate that the constructs exhibit 
sufficient reliability and construct validity.

From Table 4, in the Taiwan subsample, it can be observed 
that individual value does not display statistical significance 
with respect to brand attachment, and the path coefficients 
of other path relations are all significant. Among these 
coefficients, brand attachment is substantially influenced by 
luxury brand image, and brand attachment has a significant 
influence on purchase intention. Regarding the Hong Kong 
subsample, brand attachment and purchase intention are 
mainly affected by luxury brand image. Interestingly, 
individual value and social influence do not significantly 
influence brand attachment. The influence of brand 
attachment on purchase intention in Hong Kong is the lowest 
of the three areas. Regarding the China subsample, individual 
value and social influence have significant effects on brand 
attachment, and luxury brand image did not exhibit a 
statistical influence on brand attachment, although it appears 
to directly influence purchase intention.

Furthermore, we compared the area-specific path coefficients. 
The results reveal that individual value has the strongest 
effect on brand attachment in the China subsample; the 
estimated coefficient is 0.285 and displays statistical 
significance. Next, social influence displays significant 
influence on brand attachment throughout the Taiwan and 
China subsamples. China displays the highest positive 
influence, with a path coefficient of 0.431. Subsequently, 
luxury brand image displays a significant influence on brand 
attachment in the Taiwan and Hong Kong subsamples, with 
the path coefficient being the highest in Hong Kong (0.480). 
In addition, the elements that influence purchase intention 
include two antecedents: brand attachment and luxury 
brand image. All the three subsamples display positive 
influence, whereby brand attachment has the strongest effect 
on purchase intention in the Taiwan subsample and the 
weakest effect on the Hong Kong subsample. Regarding 
the influence of luxury brand image on purchase intention, 
the path coefficients of the Hong Kong and China subsamples 
are similar (0.531 and 0.530, respectively) and are much 
higher than that of the Taiwan subsample (a path coefficient 
of 0.251).

Furthermore, the mediating role of brand attachment was 
evaluated for each subsample using the Sobel test (Baron & 
Kenney 1986; MacKinnon, Warsi & Dwyer 1995). The results 
indicated that in the Taiwan subsample, brand attachment 
has a partial mediating effect on the relationship between 
brand image and purchase intention (Sobel’s z = 3.3992, 
p < 0.01). Moreover, the relationship between social influence 
and purchase intention is mediated by brand attachment in 
both the Taiwan (Sobel’s z = 2.5583, p < 0.05) and China 
subsamples (Sobel’s z = 2.5269, p < 0.05). Finally, the results 
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FIGURE 2: Partial least square regression results for the proposed research 
model.

TABLE 4: Subsample-specific assessment results.
Latent variables Reliability 

and validity
Taiwan Hong Kong China

Individual value CR 0.942 0.943 0.942
AVE 0.700 0.704 0.700

Social influence CR 0.869 0.838 0.886
AVE 0.528 0.464 0.567

Luxury brand image CR 0.941 0.935 0.923
AVE 0.616 0.589 0.548

Brand attachment CR 0.923 0.917 0.921
AVE 0.750 0.736 0.744

Purchase intention CR 0.961 0.907 0.930
AVE 0.859 0.708 0.769

n - 105 105 149
Path relationships - - - -
Individual value → 
Brand attachment

- 0.192 0.130 0.285***

Social influence → 
Brand attachment

- 0.278*** 0.099 0.431***

Luxury brand image → 
Brand attachment

- 0.409*** 0.480*** 0.123

Brand attachment → 
Purchase intention

- 0.594*** 0.172** 0.354***

Luxury brand image → 
Purchase intention

- 0.251*** 0.531*** 0.530***

R2 - - - -

Brand attachment - 0.590 0.377 0.546
Purchase intention - 0.623 0.419 0.594

CR, composite reliabilities; AVE, average variance extracted.
*, Significance at 0.10; **, significance at 0.05; ***, significance at 0.01.
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showed that the relationship between individual value and 
purchase intention is mediated by brand attachment only in 
the China subsample (Sobel’s z = 2.0050, p < 0.05).

Table 5 shows the differences among the path coefficient 
estimates (Taiwan vs. Hong Kong, Taiwan vs. China and 
Hong Kong vs. China) and provides the results of the multi-
group comparisons based on a parametric approach (Keil 
et al. 2000). Firstly, there is no significant difference in the 
relationship of individual value and brand attachment 
across the three subsamples. Secondly, the results indicate a 
significant difference between the Hong Kong and China 
subsamples in terms of social influence and brand attachment 
relationship. The difference between the two path coefficients 
is 0.332. Thirdly, regarding the path coefficients in the 
relationship of luxury brand image and brand attachment, 
there is a significant difference between the Hong Kong and 
China subsamples.

Regarding the path relation of brand attachment to 
purchase intention, Taiwan’s path coefficient of 0.594 is 
significantly higher than Hong Kong’s 0.172. In addition, 
regarding the relationship between luxury brand image 
and purchase intention, the path coefficient of the 
Taiwan subsample significantly differs from that of the 
Hong Kong and China subsamples. The path coefficients 
of Hong Kong and China subsamples are similar and 
indicate no significant difference.

Discussion
For consumers in Greater China, the research constructs 
in this study (i.e. individual value, social influence and 
luxury brand image) positively influence brand attachment. 
In addition, brand attachment and luxury brand image 
positively influence purchase intention, which confirms the 
research model and hypotheses proposed in this study. 
In addition, the R-squared of both brand attachment and 
purchase intention is above 0.6, thus providing a high degree 
of explanatory power.

The following is a multi-group comparison analysis of 
path coefficients among the three groups in Greater China. 
Firstly, main differences between China and Hong Kong can 
be observed in the path relations between social influence 
and brand attachment. The path coefficient of the China 
subsample is significantly higher than that of the Hong Kong 
subsample. However, a significant difference can be observed: 
the strongest influence of luxury brand image on brand 
attachment was witnessed in the Hong Kong subsample. 
Based on our results, it can be inferred that consumer 
attachment to luxury brands in China is more likely to be 
influenced by external information. In contrast, the formation 
of brand attachment among Hong Kong consumers is 
primarily caused by consumers’ perception of the brand 
because the brand image is mainly constructed by the rational 
perception of a brand’s functional, experiential and symbolic 
aspects.

When Taiwan is compared with Hong Kong, purchase 
intention was strongly influenced by brand attachment in the 
Taiwan subsample, whereas in the Hong Kong subsample, 
luxury brand image exerts the primary influence on purchase 
intention. The results reveal that the affection for a luxury 
brand is the dominant factor with respect to purchase 
intention among Taiwan consumers, whereas the purchase 
intention of Hong Kong consumers is less affected by brand 
attachment. Finally, in the comparison between the Taiwan 
and China subsamples, luxury brand image is a significant 
element that influences purchase intention for Chinese 
consumers. The purchase intention of Taiwanese consumers 
is less affected by luxury brand image.

The reasons for the preceding results are considered as 
follows. Firstly, Chinese culture is group-oriented, and the 
Chinese tend to believe in collectivism. In addition, vanity is 
a major motivator to purchase luxury brands, and the social 
function of luxury is even higher among Chinese consumers; 
thus, the establishment of brand attachment is strongly 
influenced by the views and opinions of others. Moreover, 
the rapid development of e-commerce and the prevalence of 
the Internet enhance the reference to and the use of external 
information among Chinese consumers.

Within Greater China, Hong Kong is a metropolis wherein 
many luxury brands have emerged, producing a mature 
luxury market. Notably, Hong Kong consumers tend to have 
a more rational attitude towards luxury consumption, and 
their brand cognition and affection are primarily founded on 
the brand image perceived by consumers themselves. As for 
Taiwan, the luxury market is very active, and Taiwanese 
consumers are familiar with luxury brand consumption 
(although the history and number of luxury brands 
introduced in Taiwan are far shorter and smaller than in 
Hong Kong). Overall, the purchasing preferences of 
Taiwanese consumers are prone to specific major luxury 
brands. Thus, their attitudes towards luxury brands are more 
heavily based on the familiarity and trust associated with a 
brand, which has led to the relatively high influence of brand 

TABLE 5: Multi-group comparison test results.
Relationship Comparison Path Coefficients-

diff (| diff |)
t (Parametric)

Individual value → 
Brand attachment

TW versus HK 0.062 0.348
TW versus CN 0.093 0.537
HK versus CN 0.155 1.000

Social influence → 
Brand attachment

TW versus HK 0.179 1.258
TW versus CN 0.153 1.131
HK versus CN 0.332 2.447**

Luxury brand image → 
Brand attachment

TW versus HK 0.071 0.527
TW versus CN 0.286 1.618
HK versus CN 0.357 2.164**

Brand attachment → 
Purchase intention

TW versus HK 0.423 3.477***
TW versus CN 0.241 1.582
HK versus CN 0.182 1.117

Luxury brand image → 
Purchase intention

TW versus HK 0.280 2.284**
TW versus CN 0.279 2.324**
HK versus CN 0.001 0.007

TW, Taiwan; HK, Hong Kong; CN, China.
*, Significance at 0.10; **, significance at 0.05; ***, significance at 0.01.
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attachment on purchase intention. In summary, the attitude 
of consumers towards luxury brands in the three areas of 
Greater China can be characterised as follows: Hong Kong 
consumers are the most rational regarding luxury brand 
consumption; Taiwanese consumers are more influenced by 
affection for the luxury brand and Chinese consumers mainly 
depend on external references.

Conclusion and implication
In conclusion, a brand image can strengthen a consumer’s 
purchase intention, and the creation of brand attachment 
would obtain long-term profits and avoid losing customers 
to competitors. In addition, a brand attachment represents 
an effective connection between customers and brands. In 
contrast, a brand image concerns the rational perception of 
a brand. In practical terms, a marketing suggestion for the 
Taiwanese market would be to improve brand image 
by optimising quality, design and service to effectively 
strengthen the brand attachment. Furthermore, we could 
infer that Taiwanese consumers have relatively higher 
loyalty to familiar and beloved brands. Therefore, for luxury 
brands, maintaining a relationship with regular and existing 
customers will make profits sustainable. Regarding Hong 
Kong consumers, their purchase behaviours are strongly 
affected by the perception of luxury brand image. We 
recommend that brands should seek to attract this more-
rational group through enhancing brand image by providing 
originality and superior quality. Regarding the Chinese 
market because consumers are more likely influenced 
by external references, investing resources in marketing 
programmes, such as by intensifying social community 
operations and enhancing word-of-mouth marketing, may 
benefit the building of brand attachment. This approach may 
also be beneficial with respect to acquiring new customers for 
brands.

Unlike regular consumer goods, luxury brands and their 
products have groups of enthusiasts with strong value 
identification regarding their consumption. Earlier studies 
primarily examined luxury brand types, consumer 
segmentation and the consumption behaviour of consumers 
(Dubois & Duquesne 1993; Gao et al. 2009; Li et al. 2012; 
Wang et al. 2010). The aim of this study was to fill the gap in 
the literature by evaluating the mediating effect of brand 
attachment and examining this influence from individual, 
social and brand cognition perspectives. Another contribution 
of this study is that it provides a comparative analysis of the 
Chinese market, thereby enhancing the understanding of 
consumers’ perceptions and behaviours related to luxury 
brands in China, Hong Kong and Taiwan (‘Greater China’). 
For Chinese consumers, traditional Chinese culture causes 
social influence to have a more powerful effect on luxury 
brand consumption than individual values such as self-
identity and material needs, thereby differentiating them 
from Western consumers (Wong & Ahuvia 1998). Furthermore, 
the knowledge of luxury brands, and familiarity with them, 
can increase consumers’ rationality regarding luxury brand 

consumption, counteracting social influences and enhancing 
their decision-making, particularly in developed markets. 
This indicates that, in addition to its social and cultural 
effects, the degree to which the luxury brand industry has 
developed plays an important role.

In this study, we examined the effects of individual value, 
social influence and brand image on brand attachment and 
purchase intention towards luxury brands. However, future 
research can explore the moderating effect of constructs 
in the proposed model (e.g. individual value and social 
influence as moderators of the relationship between brand 
image and brand attachment). Moreover, the results of 
the present study are based on a comparative analysis of 
consumers in Greater China; future research should extend 
its samples to other emerging markets of luxury brand 
consumption in Asia (e.g. Southeast Asia) to identify 
and understand the characteristics of diverse consumers.
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