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Abstract

In the post-pandemic era, mainland China has become a major consumer market for luxury goods,
marked by continuous growth and distinct trends such as youthfulness and digitalization. Luxury
consumption in China extends beyond traditional items to encompass “affordable luxury” mass
consumer goods like high-priced milk tea. This study focuses on high-priced milk tea consumption
to investigate the motivations and influencing factors driving this “affordable luxury” mass con-
sumerism. The research objectives are twofold: firstly, to provide clarity on the definition of lux-
ury consumption within this context, thereby reassessing the notion of “mass” luxury goods; se-
condly, through cross-sectional data analysis, to uncover the motivations driving individual con-
sumption of high-priced milk tea and the underlying factors involved, thereby delving deeper into
the relationship between consumption motivations and behaviors. The findings reveal a signifi-
cant correlation relationship between face consciousness, socially-oriented purchasing motivations,
and reference groups; consumers’ personal psychological factors are intricately linked with indi-
vidual-oriented purchasing motivations and demonstrate robust predictive significance. Specifically,
emotional awareness, the pursuit of novel experiences, and the influence of idolized celebrities and
internet personalities exert notable influence on individual-oriented purchasing motivations. This
study contributes to fostering rational and moderate consumption habits among the young demo-
graphic and bears practical significance for the implementation of marketing initiatives.
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1. 3]

ey, hESF R AT R, NSRS SIS 5T 3% R R 4k S IR R
2. BIMEAE 2020 4Bk 5 T3 R 52 208 2 18 0 ih o SURIZE 40, R Hb ] Py b P 77 32 47 0080 308 ) 14 K
2 20%. DR A F](2020) 78 Hoh & A i s RE T o [5G N 2 4 A R A R S I AR E R S T . 2N
SOMEL, P B B AN S B, W e n B A AR RS [1]. M\ 2020 4 4 HRENEFE ST ETE, Fi6h
2020 Y B M A Aiik BT 3460 [ TG NIRRT, K4 48%.

FEe i A R E R 577 E FARL, T E A S A R IR, B R (2
54 2019) [2]. €2020 “=H [EZF 1% i iH 9 B AT TR ZE R R Y 48 B N B T TR AR R AR P AE 18~35
%, Hod 30 % PUN AR A 50%, 9 9 4 ik 47% [3].

] P BRI PSR BLE I . A BR AR EE MR L, FR %
KAV Pl AR, aowmE. @52, e E, PIREC ORI EN B S” o WRYIN 5
TCAEA R W R R F B 88 — ML EIREHT e, BEERSL BEE. MRS IR S S RN,
Py LM 7 HEAA T e AL SRR O, oRAh T TSR R H, BRI TEE S AT, RS
B AR AR B2 (P, 2014) [4].

AV A BT AR AR NG AN W 285 VA 9 (003 2R s A ], B AT b AR R R A DL AN 5
AR ZEAL S I BT N Z R R AR SO T 45 A B TR 12 vl 2R 3L, R
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P 1A I o b AR AR AR 2 S 2R BLIR, IR DG s i 952 S 0 B, kIR R o0 A 47 e NS
F A ITE RIS AT N AR 2R, R R AR BT 2, SRR 2, RN TR E S Eh
HA — g sz Lo

2. Xzt
2.1, BiEmEE

F o SRR T ARG, @ 58, W, HHh R SE LB AN, AT
T 1A AR A S0, OIS BE TR T 2 A A BRI R ) NIBUA A 5 e 4% B FA N A2 35 (Brun,
& Castelli, 2013) [5]. EF| 19 LRI ik Tolk Fay A T T3 2 a S “PTk T Peek & sr 1) 1457
By AR TE O 7R S I BT IS AR S (Okonkwo, 2007) [6].

XS FEMRME, FE 0 mWIFRA T Z WA E X (Ko, Costello, & Taylor, 2019) [7], Eki%&
FHERRBEmANEE, BEAEYENZHEM. Veblen (1899)#k F-7E ()1 5T The Theory of Leisure Class
HHOEHE H LR R 2 O SR AR B AN BT IE B BT 2, SR S I AR E TG OC, AT T E
TS SR S AE[8]. B ([9] Ng, 1987, [10] Berry, 1994, [11] Nueno & Quelch, 1998) & F A4 &% 24
WA A %5 12 AR E, {H Prendergast £ A (2000) I\ IR BIASBEAUR R AR A& & X A% h[12].

BribZ Ak, RTHEE G E LR 2 RS HA SRR WA (11] Nueno & Quelch, 1998, [13]
Kapferer & Laurent, 2016). ¥ 11 (Brun & Castelli, 2013) [5]. =i ([14] Phau & Prendergast, 2000, [15]
Dubois & Czellar, 2002). /% ([16] Quelch, 1987, [11] Nueno & Quelch, 1998)F1HEft14:([15] Dubois &
Czellar, 2002). {H &% & i AN [F) T E 0 10 7 i, 1 228 W S8 4% o 1) O BRLR SR 50008 v T AR T 76 oK
S8 12 S AN E AR RRE S B AL AL R—RAE T4 .

BEAE R VAR E SR, =By mgiie, A CaEmE= R TEREE Mt — P kE. “HE
B Miai A, AT T d) ) e & A 17 i (Kapferer & Laurent, 2016) [14], M E =St = 3]0
E RANETEA 1% (Brun & Castelli, 2013) [5]. Michael-Silverstein 7 2003 £F (e i M 18K 4% o fi
FERPRFE R A B O T e 88 = R AR = 7= o AKX P ILTE 2R T B 2 i W BN =R — 2Bk
J P b, AR R i T s e, AR PR T DA, 32 R DR DA R AR i A RHEAN 1R
Mo e ABGFL M IAMEF" i, X R SR RIS 20 J3 3R T0E AN A BE SR 1R il AR RS hie
Ko ZRPMBHEM KA, ARG S &, HREK T EAE LML REEM[LT].

BRI T2 i 1 S 2 — AN, (H LT ] DU R 2 35 42 i 1 5 SR 1) 5 S B 3R S
A B AR . o

Danziger (2006)1A N 2 A 5%H13 [ 5 A BE 71 7HH IR R R 25 0T BARE 8 SUNFEE e ARSC AN
Fhbit— B UCRHTE—AN =R, JA 5% I N BB AR IR N A B2 SN A2[18]. A A A3 12 it Y
AR FTRIOAELE S, BAWAE, MERER A W% S e A TEANE, T2 H ki
AR R XS I - Michael Silverstein BT Hi (1) = 285755 & i U AE A SR 9458 B 2 i Ja s N [17] .

WHAE DB AR BIR AT P, Wl e 5 oA, MY BRI R AR fh o Bl 2255 /K
SPRIEETE, AT R R, HE R R R KR . 4 T T 2020 SRR I A SR A O
KW, 1E 2932 MHBHRES R T, WA 155 N(Zh 5%)Re% 45z 20 Jubh B @ize. HEHH L 17
%~33 BIMAFENE, SR FRAA TR EEAY S, FHYO R ARG . WL
P S it — e S, RABAA 20 JCRA BRI AN A . CHR IR R URS R, &
AT AF P A TE N AE 20 JobA b, @ TAEG IR W2, (FR AN A K T8 = 2 15 Al
525 5 e BRI m AN W25 J8 T8 3 45 it
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22. HBREEBRBIN

Veblen (1899) 1A )i A& 1 2 38 W S 25 15 i (1 £ ZEZMML, fhiAAy “F 5 STl 2 e W & e 7, “ &
AHAL R, JFH “BEEMESE, EREEAFEN, MASHGHZBIEHR” [8]. MAFH
(%5 % i SEBHLEH Dubois A1 Laurent (1994) A7 52 B kb . BB HLELHE N N2 SR FIE SR AS 2L
[19]. ZJ&, Dubois #I Laurent (1996) X AEiZahHLIEH] Fsim 1 H LM 4L[20]. Vigneron H1 Johnson (1999)
FERT N b, ARSI NPRANE SR T 25 12 Il SEEhLAE SR, K438 (2 il 2R s il 7 A LR T
PSRRI [21] (WA 1) Hoth o NBRN R &R Bl 22 S 8t A0 B SBEERBER, A A B RN 2 R %2

B AR S R R 3R
AN A %5 o
BRI SHFR A
BRI 218 BEACIA LS Mk
A AH B A AR IR
R
W
BRATHR M BRI ER A

Figure 1. Framework of motivations for luxury goods purchases

Bl 1 HemlLapliEs

AR EAL AU FE 3R A T — A RIFIOREEAESE, (B2 A2 DL A VI AL, DAFE B E
BN 70 JER TN M 4 S R R A B R ST HELENY, DS s b S R R R AR e, LI SR AL
MR RSP B HFIE——X MR R ok, A RALIX — B P R, SR A E
R

2003 &, Michael-Silverstein [17]545€ T8 & TG R MR BB 2 0T, 24 FTH & A &S]
SRR B R AR A H . R AR T PUAS “iEg5ih” . — & Taking Care of Me, 5 & 212U f i [a]
FEREM T WURARSAER C 5 ek, X—RMEWEMEAN LIERE L. =& Questing, f.I%E
K, FAFEL I H R AR B & i 2 3-SR PR B SRS, JEREBIRA T 2 B A A IR
Jt. =& Connecting, BRI, @37, 4EPFIINRAE 2K R PUJ2 Individual Style, >k E {6 F17H 2 # ik 4% 1)
523 VEFNIT U RAUE B B O AR TS R I I H R IE AN NI RIS NME . SR1fT, S AN B i O T
THEX — M R 3R 3 & E & BN, BT NSRS —D0, b 7SS 2 mE)
MURAGN L5 o BRI, M PHE TS 12 I SN B 2 BT 2= B T g Ak, UETE—B 54T .
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Figure 2. Framework of luxury goods motivations formed under the influence of confucian
cultural values
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ANFEEI A 5 S ECE B R RSB A R E 2 5. KB (2006) [22]7F Vigneron F
Johnson MIHELL 2113602 &, 456 T W EREA FISCIUINE TS 5, B IEIFRH T 5 Z UM E I %
BRI AS S EIHLHESE, WL 2.

AL EaAe, AT EFERHEAERENEELNE LN . PR EEES
Michael-Silverstein (2003) [17]F12kBE#E(2006) [22](IRF T, FH454 HARSzbr, BVE M @2 im i 9 O
HRE SRS O, W0 S i W23 1 v [ A S AR (0 SE B L AT R, LIS 3

AN GXIE, IO

o R
S TE
& i 3
ZhHl

MANHEREHL R, SBUREL BRFELR, AEMIL

Figure 3. New motivations for luxury goods consumption among young chinese consumers

E 3. hEFREFHEERIEEDN

2.3. BEMHEBRINEMER

%1% ) SEBIALIR TE BCR A8 8] 2% A P S DA 2 L [RIE 4 SR . A SC A I W 2% BV 2 R N AT
WL E AR R B B B LN ST AR R, £ L HNERE DN AER, PhER. BEEE=
AN 5 THUGS 5200 DR 28 3047 450

MANEZETT L FEN DGR R RN AN NCE KR K N DS & R R RG]
R BB AT IS . WNZEK 2. Nueno AT Quelch (1998) & L4 i i & & K 2 AR T L
PR 2R [11]. BV, w25 W SEREAR A B AT T BB, 2012) [16], SR .
BRI BN, 08 K AI] SRR 2 B MR 25 . Michael-Silverstein (2003)IA A% & /KT 132 &
fENATHR ST, R ER T, FFUR 18 SR TE A B I v SRR R (07 b [17] o ] N Aththe 3 2 21 AT SRR ()42
A5V T B TR R T T

A NCEL N A LR, IR, MRS ER . Festinger (1954) K23 LU HL IR & SURAA
N5t N EE DAVEAL B C[23] . #h4x R B T A2 Fh 5 XM T #R B AN [A) 28 24 1) 25 15 i i 2 3 L (Ko,
Costello & Taylor, 2019) [7]. Ogden A1 Venkat (2001)% 75 & 8L, 7] LA & e, BPS5EGA AV, HEZH
AR, AR I 7= 1) 7 SR I AR, B ) b PR B T AR 9% [24] . Snyder Al Fromkin (1977) (1)
MEFEFR R ), ZFRUCR, A AL T AR AL B R i, AT AR 20K B Sl
NIX 53 FF[25] 0 545 dt FH A0 A% v R 23 B 52 B LA A B, A5 Ah AT TR B2 08 SRR VR N T 1) 2 % (Bian &
Forsythe, 2012) [26].

FEmME R EREME . A, B R, BERE RS EEZEE. Leibenstein (1950)7F & F)
R REIA Y O 5 WS A M B N 22, AR S, A SS9 9 BB I S [27] . Brun, & Castelli (2013) 111
R BT RX K0, ERE ST R ENFRMIEE, FFASEEMIE[E]. FR btk
P . SR W SR AR R S R 2R . R AT I R B S o R S A A
1 152 (Deeter-Schmelz, 2000) [28] . WAy Eu 4 44 F 7o 1k 2555 ) BT A 8 TS MG 5 T, S0 A J 35 48
KRR B E G SR R AT E R . MR RO SRR R SHE AR DL S 3 R
o HrPRE I T B AR R 1R 2 R SR S A0S 3 4 I S BT R

R RHE (2006) 45 A5 rh IR I SC A TS 55, R BT 2 R0 T v [ 2B 4% A 3 SR sh LA 5 248 A R I R i)
[22]. “TF” RPEKEEZEAES 2 —, BAET ZigmsE T E NS A2 BN PRI R (Yau, 1988) [29].
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TRAEBE

NT TR 55, MRS T SUZRER AR 2 2 &6 K3 HL(E 2L, 2009) [30]. FRUkbAAh, Xt
T2 R UL, SRR R SRR 5 5 A i W SE B 3L B £ (Westbrook & Black, 1985) [31].

Table 1. Factors influencing motivations for luxury goods purchases
%= 1. BEmMENNHZ0NE =

P57 Nueno & Quelch (1998) [11]
A% FES HAPE(2012) [32]
Qe HH KT Silverstein (2003) [17]
A Silverstein (2003) [17]
e thiie Festinger (1954) [23], Wiedemann, Hennigs, and Siebels (2009) [33]
1B SRR Snyder & Fromkin (1999) [25], Tian, Bearden & Hunter (2001) [34]
WM H M Shukla & Purani (2012) [35]
AR 5 24 Silverstein (2003) [17]
B RHTRLS Silverstein (2003) [17]
INSLPSES
SEIAS Deeter-Schmelz et al. (2000) [28]
it B Husic and Cicic, (2009) [36], Lu and Pras (2011) [37]
LY EEYe Belk (1984) [38], Richins and Dawson (1992) [39]
I A5 Rogers (1983) [40]
s 5 Durgee (1986) [41]
i Leibenstein (1950) [27]
5§+ Deeter-Schmelz et al. (2000) [28], Brun, & Castelli (2013) [5]
Hh Brun, & Castelli (2013) [5]
TSN 3% Brun, & Castelli (2013) [5]
A RE Zhang,& Kim (2013) [42]
RS Brun, & Castelli (2013) [5]
TR Deeter-Schmelz et al. (2000) [28]
‘ AL A AN K EE LS R IR AR A Silverstein (2003) [17]
IR
TR KB (2006) [22]
FA A T 2
HEH R i;ﬁf‘; B 2 Ogden and Venkat (2001) [24]
S I $1(2014) [43]
THT R4S

2.4, HBEBITAHEN

e 2RI T, TH AT AR (TPB) 25 & 51T NE R E R EE (I 4).Ajzen (1991)45 H,
AMEITARTRIFSE R, 2T ABRENSGER, FHETARERZESE, EME, 17 8556 =&
[44]. AR BEPAT BT A R B A% J8 5L (Fishbein & Ajzen, 1975) [45], EMMVEHEA
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TREET

AR 8 Fe—AT NIIAT NI BR A SO A, 3K 3 2252 B Ja A A B3 R 3% R 52 1 (Amjad & Wood, 2009) [46], 1T
NSRRI FE A NS PATRE B AT N X 5 R 5 PR SRR 2 (Ajzen, 1991) [44]. HRT, ZFRICIEAYTE AR
FE S FH AT AT A A NAME AN 2 00 {f )7 A %5 5 #2219 4F H (Jain and Khan, 2017) [47].

Figure 4. TPB model
4.TPB 58!

3. ERERSMREKE
3.1. iR

I SCHR AT ER A Y o R R AR R AR 42 i B O L R R R 3R, BT TPB B2 (Ajzen,
1991) [44T@ L ASCHI B (I I 5), IFRK LI Bt FU i -

3.2. HRMRIL

Brun 1 Castelli (2013).c 45 HZ& (& S e W15 44 T H B B &, W FH I, PEREEIT[5]. w4, Mk
WIRH RN EE K2 —, W4 Lu and Pras (2011) BT, 1 12845 it 2 3 5 B0 o P AR 1 (1)
TfR[36]. BRI AN, BTN — A A A I P E RS, NP IR 5 0 A G I S AN S bR
M7, DA R TR MRS I B, AR RAI B2 0. IR DL R &

HL: 7= B RN i W9 28 M SE ST S5 35 (1 I [ 52 00 06 2R

Hla: 7™ i (AN B L2 5 1) R s 0 W0 2% ) SE BT B AR I 3 1) 1 ] 5 5

Hib: 7 AR EIAM ARG AN N T 1 1 v A 0 245 ) S S AL EL A 8 25 1) 1 1] 6

MR R B CRE S T TN T ORI 2 11 9 (Silverstein & Fiske, 2003) [17], &%
IR 25 th AR 75 1ok B 5 2 (Brun & Castelli, 2013) [5]. ¥ 2 & 1% dh 0 S5 T 22 il s 22 B 15 46 11 75 2 i
FEAENSEAT . Silverstein (2003)F5 H H T X B EWAFAF, A CRAREBE R BEENR R —
[17]. PRt o DA B i

H2: I8 2 A N0 BR IR 0 S I W23 T SE S LA I 2 1) I [ 5200 56 &R o

H2a: 9 A N\ B R 3023 5 1 1 o 0 W5 235 D SE BT B AT S0 35 (1 I [ 52

H2b: ¥ 2N NG BRER 206N N T 0] R S A 95 235 T S S LR A I 2 1) 1 [ 5200
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Figure 5. Research model on motivations and behavioral relationships of high-priced milk tea
purchases among young chinese consumers
E 5. PEFRERSNNEMENNZITAXRMRIER

BRI I SCIRES, BFFCRIEHR E, SRR TG & N BRAS 1 B 2 A (8 7R &
5%, 2006) [47], FEEE ST IHAERIE “THT” Wk AR THS0 B RIE % TH
M0, Wk B AL TCEAEAL X R IEHEE” o 1T T A DU A ANRRE S 3R NRFIE (A BUEL . W &)
345 (Ho, 1976) [48]. Kb HI DL T %

H3: TR0 i M W5 25 D SE B AL AT S35 11 I [ 52 0 6 R

H3a: THT & U0 42 ) B S W5 25 ) SE S LA 2 2 1 1 [ 5200

H3b: R XA T ) (1 = 0 9 25 0 SE BT B A 3 1) 1 ] 5

JEHR(2007) 48 Hh Z B RN B2 W LB LA R R [49]. FEMSHEREIS AWE, F—HKET
B, M1 E GRER %, FRFEEEMN: B RERENE St s T8, MiTEEs
FIFE . HEEE DL B

Ha: ZEREAT 0 W2 W SESN LA S35 1) 1E 10 FE IR 5% 2%

Hda: ZH AN 4122 T ) B SN W28 6 SE s LA 2 2 1 1E [ 5200

Hab: S5 FEARRAS NS ) 10 = 0 W5 28 0 S BT A S 35 1 I [ 52

Ajzen (1991) Y HMEAT R R IR B AE IS5 R, BN L R [44]. Ei##(2007) [50], Bk CHi(1987) [51]
(R T Fi S BN B 4 S BB AT Jy . BRI AR H DA R

H5: S @25 06 SE S AL I SEAT AT S 35 1 IE ) 52 00 0% %
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Hb5a: Fhax 5 [ SE LA S W5 25 0 AT A B 235 1 IR 1] 5% 0 s

H5b: AN N5 ) W SEBHLXS i 0 W 2% W SEAT R B 63 00 T Tm) 2 )

Veblen (1899) s 45 Hi B ¥ 52 5 AR 35 (I B B AN 22 525 5 i T 27 [8] - AR K (2006) FEBHF 7 H A HILTH 9%
F I A] SRS AT SN NS ] B SEEh LA S [17];  3R0RE (2007) [52]F1EE3H(2014) [S3]U N =
AR A ) 3 T 4L 4 3 R BT SE B2, TR R T AN N S BT ) S 3545 5 1R mT e 1 DR /s o R
B PL R R

H6: ] SCACHON 2 ik — D 38 S R e B AR i I W 25 D S BT D SEAT A () R o

4, gt
4.1. )&t

ZR BRGNS B R iR, FEE NS N RS IR &, Bl RS
S5 20 76 PA BRI WAE 7 bRt 55 A0 A 0t v [ AR R A A s 0 WA 2R AL s D] 2K 5 T SE Bl
LB G ZR &, AFE DY J7 T O S R ATME . H R D NOHER R I 2R ASERIEEW). 5
= X R AR S N DR G S AL &, A2 T A A A 1A I SE S LA T T s 2R
VY8 53 A2 A SR N 25 % ot U S AT 24 £ U8 755 4 FH DL R s 9 255 D ST BTG s A 90 25 D) S AT 9 1) 5% &
M. 552 F R E N DSt &, B8, YT e X . goloR LS B3 B 38 /.
EEX 18 % ~30 B AERRIEAR, %0 4G 3 W AT KGR IRA S AR R O E RPN &, —R
SRR, WA AR IS IE R B 5 R AR S BN L2 R R S AT RO . AR I (2017)
[54]. X875 (2017) [G5)Z M 7C e BRI . RIFEMIE — . =, PUBS KM Likert 1o S REE:, B 1
Fon “AEFEAFTFE” 28R “WEMFE” . 3FR “WEAKFE” . 4FR “WEFE” - 5 RR “5%
BRFE”

4.2. BIRWIER

ASCLL 18~30 % HIAER I e AU %, FERERSCE RIS RKEENE. HERER
B R NA R R T8 SCEE B S ATERI RS, A2 R EW A T AR RS A A FAT
Ol AR A . AR 2021 4 4 HER AT, — 8 APPERAE KR AT, 8R0S A
J BB R 5 B — R 4 s 3 e A T8 R o VI 1) 35 L R B 574 4y, B 2% [ 481 443, [ % 83.80%
SRR W S5 20 oL BRI 42 43 a1 45 DL KR e AL 45 39 iy, A JEiE A T AW A R S 400
o

5. SCUERASR
5.1. iR

IS {E FH SPSS.23 Xt 400 437 R AT R MEGE M (0% 2), BIXS R EREAT GBI . AR
Ol AEVETRAWON) s PAR IR 3 M3k 47 20 4

TS SR BRI S A L 2 A, EE RS 2 80%. — 7 &Ry MR AR i)
T R, HH B T B GG, 2020) [56]; 57 I N IR R BT Sk 2 BN
g 2021 S RFEAB N 22, LR Z U NE. TR 18 ©~24 1A 90.75%, 25~30 %
Wi 9.25%, TEERIAAERAILIERINRZ 33%, H2EAERRIAESFR4EH7E 1001 J6~2000 stt 2001
J6~3000 76, TEHRA i H W NSEH7E 3001 76~5000 sl 5001 JG~7000 JG o

HREAER . MR kSR, AR5 TIN5 B0 E A X 2 45 i I S Bh LR S AN 553
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Table 2. Descriptive analysis results
=2 WS IER

FEA TR NH 5 43 (%)
. L 40 10%
53] I 360 90%
- 18%~24% 363 90.75%

25%~30% 37 9.25%

266 66.5%

10007 &% AR 17 6.39%

1Ei% 1001 7%~20007¢ 152 57.14%

200176~30007C 74 27.82%

B B IO 30017 /b I 23 8.65%
134 33.5%

30007C K LA R 9 6.72%

TEIR 300176~50007G 53 39.55%

50017G~70007G 50 37.31%

700170 &% LA | 22 16.42%

U W 386 96.5%
23] 14 3.5%

5.2. [REMME S

331 PEE 2 M T AT B 1) 26 B P B 0 T L A Bk siRe e k. A3 IE Cronbach’s: Alpha
IR RAS 36 7] & (K5 5 . AR¥E Cronbach $2 1 FOHUEARE, (5 R B0, UEH 36 9l — Bkl
Rt . 5 RRBKT 0.7, WFRERERY: A RHAE 0.35 2 0.7 Z[a2 7 M HEH, 15
FERKA AL 0.35, NGB AT SEEA . 4 3 2 B HIE ALK

Table 3. Reliability analysis results
=3 EESMER

B3

Cronbach’s Alpha

ol

0.932

B _F7 3 W%, ®fyinl 4 Cronbach’s Alpha 4 0.932, Inl#&A B 1A #— 8k, A RGFMEE.

JEIE KMO {f AT UKL i) 5 R 2 AN ARAE R G &R, BRI 45 350 IR 6

# KMO {E X7 0.9,

YEHZ A G R RIS A 1RGP IR0 s a2 KMO {E7E 0.6 £ 0.9 2 [8], Ui Wi B IR R T2 /0 47
NT 0.6, BULRATHEZ A N 4 TR, B4y 45K KMO {579 0.893, #3i 0.9, KB M8 R RERUT .

Table 4. Validity analysis results
=4 BESRER

Bartlett BRI BEAG I8
A KMO - :
ERR df Sig
EoAEE 0.893 5757.130 496 0.000
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5.3. XM

5.3.1. S IHZFEMEINHF N E R SEEN K ES S

B2 5 RN s 0 W 2 0 SE BN ML R 36 (7 B RN TH 2R A DR R L T R IR S H ik
SM) AL 2 S AN N SR B 2 G KB LR 3 IEAR DS . Foh S AN A & S 1 I SE LA B
[ IE Al AH DG, AH DG R E05) 1 0.500. 1 9 O BER 3R 5 A N T 10 B3 42 i ) SE S AL B0 IR IEAH DG,
FHR RN 0.487.

Table 5. Analysis results of factors influencing motivations for high-priced milk tea purchases and their correlation
= 5. BINMEWENFIE R SANEX TS ITER

77 RN A MR E PPN T EiR SRR

Pearson 1 {: 0.356** 0.349** 0.490** 0.500**
HERAWEGN  BEER) 0.000 0.000 0.000 0.000
M1 400 400 400 400

Pearson AH>c M 0.463** 0.487** 0.294** 0.462**
MANRAEEHH BEERE) 0.000 0.000 0.000 0.000
M1 400 400 400 400

5.3.2. BMIBFEMIHSWELITHEX S
MARSRIE 73 H 45 RRAE (WA 6), A2 T RIS N T 17 (0 i W 5y SR B 5 W AT O 2 3% IR 5%
Hr AT B SIS W SEAT A B BRI IEAR S, AHR R 80N 0.637.

Table 6. Analysis results of correlation between motivations and purchase behavior of high-priced milk tea

6. SNMMEMENEMEITARKEIRER

25 S B O NCACTSEZILIN
Pearson #H G 0.474%* 0.637**
MW SEAT A BEER) 0.000 0.000
R 400 400

5.3.3. AIXERWANSENINRMERNYRITAEX S

A SIS AN W2 W SE B AT AR A T 5 R W3 7, s W2 M AT N A SE L. W]
TECMIN Z AR E A, MR R B BN 0.627 F1 0.401. it W2 W SEEh LS T S BE RN 22 1) S B H
SR IEA G, AHOC R ECN 0.592.

5.4. EYIS4T

5.4.1. SMIHFEMEHFEIE RS FEMIRINEEYT 55

EHAH DRI A A 4 BT 0, 7= AN T 2B OB E . 1T BRI S E R 5T
] s A W2 M SE I BN AL IE AR 5% . BRI, 438 PR X AR BAE N B R E, 2 RRNE S 0IEEE)
MUE R &, H SPSS.23 HEAT A/, 459 W4 8. Hr R2 4 0.364, %5 R2 4 0.357, 44K
BUH BT G
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Table 7. Analysis results of correlation between disposable income and motivations/behavior of high-priced milk tea purchases
= 7. XN SESNDHREEZNRZITHREXE ISR

A W SEAT N ELE ATV ARSI Al SZ RN
- Pearson A
VA KAT A —
B2 MENUR)
Pearson <14 0.627** 1
FE I L
B2 MENUR) 0.000
Pearson #H < 0.401** 0.592** 1
EE3 WON
BEHEGUE) 0.000 0.000
HE 6.445 37.3025 4,9875
Ptz 2.06704 9.27043 1.97283

Table 8. Regression analysis results of factors influencing motivations for high-priced milk tea purchases and social-
ly-oriented purchase motivations

= 8. BMIMFEMEHNEEERSHSSEWEHEIS LR

U NN FrUELL R 3L n

RPN WEMN
B PR IRZE Beta

(F &) 0.445 1.011 0.440 0.660
P BN 0.064 0.045 0.069 1.433 0.153
W LHE R 0.219 0.064 0.158 3.444 0.001
[ER=a 0.361 0.055 0.305 6.584 0.000
SRR 0.349 0.064 0.269 5.481 0.000

A& HxFmsl.

HEY Sig EH/hT 0.05 i, FEAEDTEEEALR, BAESITE . B MR mEn Sig N
0.153, & KF 0.05, iZBAZAEANEE BEM, KEMERiIZEE, SEEHHTBIE, 4RI FE9:

Table 9. Regression analysis results of factors influencing motivations for high-priced milk tea purchases and social-
ly-oriented purchase motivations (Adjusted)

#= 9. BERSNIMZFMINEEERSHSSEMEHEISTER

FERUELL BB kUl R B »
RN t o
B FrifEiR 2 Beta
() 1.060 0.917 1.156 0.248
W LR &R 0.250 0.060 0.181 4.202 0.000
=R 0.373 0.054 0.315 6.875 0.000
ZHERHE 0.370 0.062 0.286 5.970 0.000

a iR IRl

fEIEJA K R2 79 0.361, %S R2 04 0.356, PRIEFHBAFIIILG L. BIEJE [0l LW 2 ¥
FLLEEE R 7 IR SRR 54 2 T [ B KB L (A7 R B A R R R &
PR B H2: i 938 A G BR300 e i W9 2 W SRS B 835 B IR TR R 58 R RAL ;i H2a: 9
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PE N NO B ZO A 2 T 7 B S D2 M B LR AT 2 2 A IR RN RROT s fBCBE H3: i1 SRR s
YR SEANHLA B3 I IR MR ¢ RAROL: R H3a: 1 U0 2 S I s W 245 0 SESh LB A 5
FH WL RO B Hae: SRR s i 9o I LB LA 25 1 IR U OQ R ROT s BB Ha: 2
AR A 2 S 170 B0 e A W3 2R A S AL LA S 28 1 I 0 S BT

5.4.2. SN IHFEMEHFEIE RSN A FEMEZRILE EYT 545

EHAH DRI 2 A 45 BT 0, 7= AN (B T 2B AN NO BN E L T IR S E R 50 AT
IF) 4 e A W 2 D SR R B AE [ AH DG o 26 T SRt — AR B0 AT, 47 R B v 2 8 AN D BRI 3R
BRI ERARERENEEE, PASHEESGELHPNEARAL R, FHERN L 10, K
" R2 24 0.368, W JE(1 R2 M 0.362, MEMHLA BT .

Table 10. Regression analysis results of factors influencing motivations for high-priced milk tea purchases and personal-
ly-oriented purchase motivations

# 10. SMINFEWIHNENERZS DA EWIHIEVFSHER

AAREREL FruEfL R B »

IR WEE
B iR Beta

(H =) 0.242 1.807 0.134 0.894
SRR 0.575 0.114 0.248 5.054 0.000
HF &R 0.090 0.098 0.042 0.921 0.358
Wk LR 0.735 0.113 0.296 6.481 0.000
FE AN A 0.350 0.080 0.210 4.390 0.000

a2 MNFREIL.

R Sig H/hF 0.05 I, ZEA BA S E . (HAH TEIRM Sig {84 0.358, [KizE A EA
HAEEE. MRz EHEIERR, &RILTE 11

Table 11. Regression analysis results of factors influencing motivations for high-priced milk tea purchases and personal-
ly-oriented purchase motivations (Adjusted)

F 11 RERSNINEABIMINEZNERS N ASEMLEIEEYI S HE

FARHEIL R B FrRUELL R »
RPN o
B iR E Beta
(H ) 0.336 1.803 0.187 0.852
SR 0.616 0.105 0.265 5.875 0.000
W E DK R 0.735 0.113 0.296 6.478 0.000
P BN 0.362 0.079 0.217 4,585 0.000

a2 HMANFREIL.

BIEER R2 4 0.367, SR R2 4 0.362, ARG . BIEESHEFE. HE OHER
FILE T GBI AR AN N3 17 R 28 A5 it ) S BN AT AR B R R AR OE &R o

S R 2R AR 7 RN A RS BT TR B RN A S A E BN T SN B, T P S D EE
R R A FEIE SR FT AR AE 2 i, SRR T GLHE [F) 22 I A HEFE RS AR B i . Dy T — 20 B B L A
MR R 2R, B PRI R R 54N T M 003 & 50 LS LT EA b, £32085 Fan & 12:
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Table 12. Regression analysis results of factors influencing motivations for high-priced milk tea purchases and personal-
ly-oriented purchase motivations
= 12. aMINEBLEHNEWERE N ASEBEHHAIEITFHER

KA R B FRiEL R B
t WEE
B FrifEiR 2 Beta

(&) 1.469 1.890 0.777 0.438

mi A (L 0.199 0.199 0.046 0.999 0.318
JiEAE 0.674 0.166 0.189 4.063 0.000
TE G E 0.169 0.171 0.046 0.988 0.324
TR 0.744 0.169 0.193 4.399 0.000
18 ROFT A 0.744 0.162 0.197 4597 0.000
[ 2 ACHE A 0.172 0.277 0.027 0.621 0.535
TG 2L 0.747 0.131 0.262 5.706 0.000

a iR MANFHEIHL.

TR RN R2 4 0.378, ARSI R2 4 0.367, MEAUCHRCUF LA FE . AR A St AN A, J%
FIFRITE S B AN 5] 22 I AHERE 1K Sig B T 0.05, ARAREMGIEE L. M ZEX =A B A T
Bk, 45 R W% 13:

Table 13. Regression analysis results of factors influencing motivations for high-priced milk tea purchases and personal-

ly-oriented purchase motivations
#* 13. EMINFEBIENEMERS N A S WL EYITHE

FArHELL R H FrRAELL R »

s t o
B bR 2 Beta

(H &) 2.982 1.649 1.808 0.071
FEINE 0.762 0.158 0.213 4.837 0.000
EE Y 0.801 0.164 0.207 4.875 0.000
SER LN 0.792 0.159 0.210 4.980 0.000
A% IH 2 X 2L 0.816 0.123 0.286 6.657 0.000

BIEE R2 4 0.373, %S R2 2 0.367, A HIHA BERLAT . (Rl A 25 SR /s B e 1) o 4 1
TG RN BRI B IA B S5 N NS ) 8 LS B R R R G R .

g LAk, HFREIRSSHERARN S5 2 S NS0 PR E LA BEwm, Hhmr
BRI . T R #F QR RSN T M E I LA SR, B E A BRI
RXFR. Gt — DA E =R, 1HERIRSEHEH RSN NS WS 0 LA
SRR G R, (G HE WL AR, RECN 0.816. 1T BEZ KA AR 32 B0 GAR & H 223
s, Bk T IR — R RIS

5.4.3. BMIBFEMINSHELT R EYRSH
MRIGAH NS HT AT #4518, AR S VRIS N3 0 O D SRS B 5 vt i W 2 RO SEAT N 2 ) 4 I 25
MR . T, 32— DB AT, R PIE AN B AR, S IR AT NV R AR B, SR LR 14:
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Table 14. Regression analysis results of motivations for high-priced milk tea purchases and purchase behavior
= 14, SMIHERBEHEBEITANEYIFHER

FArHELL R H FrUELL R B n
IR o
B iR 2= Beta
(H &) 1.103 0.333 3.315 0.001
12 5 ) W SE B AL 0.046 0.030 0.080 1531 0.127
NG HMSLERL 0.187 0.017 0.583 11.146 0.000

albAE: LT N.

HorR2 4 0.409, A%L)5 ) R2 4 0.406, [a1HFR BB UFFIHNA T . oNA2 T m e SEShFLE Sig
90127, i kT 0.05, AEAEZENS =X, B, sHA7EAUEIE(N % 15). BIEE R2 A
0.406, A%EfEHI R2 N 0.404.

Table 15. Regression analysis results of motivations for high-priced milk tea purchases and purchase behavior (Adjusted)
= 15. BERSNINRBEHNEMEITANEYIFHER

U NN FrUELL R 3L .
I, t WEM
B PR 2 Beta
(H ) 1.188 0.329 3.614 0.000
A NG R S 0.204 0.012 0.637 16.488 0.000

SRR N A W S HLS = W% B SRAT N IR AE AR B8 MIROG &, DR HS:
W Y20 LRI AT A 825 I IE RIS OC R BRAL s B HBb: AN AT A R i A 5 24 D S S BT L ox i S
AT N BA B35 R IE 17 FE M BRAL o

5.4.4. A XEAS S M IHEE LRI S ET R RTER
KAl SCRCNAE AR G, AT i B i W 2% W SEENHLAIAT A SR RN 52 . ] SPSS.23 %
A SR B AT LI 2 W S AT SCRCON) EAT 70 A, A5 B R H 162

Table 16. Stepwise regression analysis results of disposable income on motivations and purchase behavior for high-priced
milk tea

= 16, AIXEWAXM SN INEMEISMLIT A LHEIFNTER

LAY B BEM R2 PG R2 SENF LR

(H &) 1.228 0.000

M1 — 0.393 0.392 0.000
B AT ADWIY]N 0.140 0.000
(H&E) 1.214 0.000

M2 FAL LB 0.134 0.000 0.395 0.392 0.344
O3 WON 0.048 0.344
(&) 2.731 0.000
FL SIS 0.092 0.000

M3 0.402 0.397 0.030
3 W ON —0.285 0.078
2 H. I 0.009 0.030

TE: SZHI = F R I SKBIH LTSRN -
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M1 ST 2 I W A S BRI AT 9% &, R2 =0.393, &Pk F AL &/ T 0.05, B=0.140, p
/NT0.05, PRIk AN W 2R SES LT N (B AR AE B R DG R . M2 78 ML IR B8 in ) SCRCH
MENETARE, REREEN FABLELRT 005, AEAEFEME. £ M3 7E M2 KL BN 5
Uit AT 00, BEE F AL E/NT 0.05, 38 H I /N 0.05, {H2 AT SRS I K
T 0.05. A8 HIG (% i LB T SCRCHRON) S 2 15 B AT S OISO 6T 2 0 W05 45 W SE BRI AT R ok R 1
RS, PSRN B3 B AR ] T B AR BRI S R E AN R, R
RUNAFAE” o RUMAR AL HE: W] SCBCYSON 22 33— A0 8 S AR e AR = 0 W 2% Y SR BT D SEAT A () B M B o

6. iR L KRR
6.1. FARLIL

AL N G B oa B, WHIT T AR A 2 S BILRAT NG R e B el I A SOk
FROARE B P A B v P S AR A 2 Y 2 ) S L, A ST, OF (R R PR R BB, e AT 1) B R
R TR, BEILLT g

it W PRI SKENHLE N A R S AR S A NS R SEEhHLE AR 5. 2 — 2 ml A
S B T EAR S A& R A MW BN EAT BOGRM R R, T 938 OB M S A 5 4
NI B SEE L2 (A AR AR B R I R SC &, Herp RN BN (B S48 a0l 8RR . R IE
X 2L R T 6T A N3 i D) SIS ATLAT A5t 1 T 44 1

i A R NS BIE AT S S i G W SAT N E G E AR G, (H A A R [ 1 3K
ENHLS R WA BT SEAT 9 A AE B35 LR DG A, BN N3 10 D SE S ATL6S I AT O B A ORI T 7=
o

g = WS FERBA RO IR KL ST R R A AR, ER AT SRR
FEREH] T B AR AN A UL 5 AR AN 22

6.2. WL

IR e A R B B ST ORI T, K AR ML AT A AP T3 T A

1) MEEELREAAMERRTE R, IWF G AT # Al B2 2 AR RN B i B EIRNE 2, (] S
EEFACBTIIA R IR WI R PR LS [ O SK B Ly 3, TN 7 i i A2 Herp — A L
MR, HAZBERR AR . AT A8 FR L RENR 51 5E 2 T S BT 3%, IOV EER N
fE TR A OB Sk . AN, VIR RZ T RS A MR R R LA AE A HERE P, RCR
FL I I Ty 2 ) 0 SE TR i o

2) WA B AR MR RGZ B IR BT — DRIV it A AR 2 b, NAZE R 2%
{ERREVH 2, FEVEE H CAHZE 1 RN th 20 AR
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