Modern Marketing AT %754, 2025, 15(1), 18-33 Hans X
Published Online February 2025 in Hans. https://www.hanspub.org/journal/mom

https://doi.org/10.12677/mom.2025.151003

XTHEEA “BPE" BWXEESWIEIH

I ?‘E
kR, 0 AU, FEEF, ¥ EX

TRV ML K S FE A e, BT MRV
S IRIEF W K F A TP, BRI Wa IR

Weks . 2024411 H18H ;. FAHM: 202542 A5H; KA HM: 202542 H17H

R

FMARETHUER “DPE” MEREWLBEBEEREERNWESN, SERTMELHEHEFXT
FRAEA TG MW, B SCREBS WS REM T, AFAWET “HRIP - SE -BEEER” K
HEE, PSR, GRBL. HLXARERMFIFSIHNE, BEEN “DBE” WEXEE
HIRm, FEEE— 5 AR BAES B AR A A 2 BRI SE R R BT L . B iR H7508
WA REEIEHET T, AR, ARSNELEHANSENERSE, MWL E~EEER
EMBW. tboh, Bl Rl FE RS MeERE SRR LT TEMXR. HASERE
B, WEMELTER. BELTMERREL, RBEZFRINEHEN “DPE” Z—QFEEAH
BRE. AHARRRA BB E” KT RE T EIRSTHMERSE .

XK ia

WL, HHRESE, WXEE, “DPx”

Research on the Purchase
Intention and Motivation of
the New Jade “Suale Jade”

Xinming Lu?, Zhen Guo?!*, Runze Xul, Ruijie Zeng?

1School of Management, Harbin University of Commerce, Harbin Heilongjiang
2School of Economics, Harbin University of Commerce, Harbin Heilongjiang

Received: Nov. 18", 2024; accepted: Feb. 5™, 2025; published: Feb. 17", 2025

EIREE .

SCEF| M B, B, VEERE, AR RTRA S AW R R SIS D] BUR TS E H, 2025,
15(1): 18-33. DOI: 10.12677/mom.2025.151003


https://www.hanspub.org/journal/mom
https://doi.org/10.12677/mom.2025.151003
https://doi.org/10.12677/mom.2025.151003
https://www.hanspub.org/

R R 45

Abstract

This study focuses on consumer purchase intentions and motivations for the emerging gemstone,
“Suale Jade”, to explore how personalization trends are impacting the traditional gemstone market.
Based on a literature review and a theoretical model, the study establishes a “Motivation Attitude
Purchase Intention” framework that investigates the influence of identity, self pleasure, social in-
teraction, and uniqueness motivations on the intention to purchase “Suale Jade”. Additionally, cog-
nitive and emotional attitudes are introduced as mediating factors to further clarify the mechanism
behind purchase intentions. Through the analysis of 508 valid survey responses, the study finds that
different motivations significantly affect purchase intentions by influencing cognitive and emo-
tional attitudes, with individual factors such as gender, age, and profession modulating these rela-
tionships to some extent. The findings suggest that positioning “Suale Jade” as a product that meets
personalized needs and embodies social value can increase consumer acceptance. The results offer
theoretical support and practical guidance for the market promotion of “Suale Jade”.
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Figure 1. Research framework
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Table 2. Consumption attitudes scale
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Table 4. Model suitability test
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M 1
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PI 0.617" 0.676"™ 0.643"™ 0.667" 0.727" 0.684" 1

#E: p<0.05, "p<0.01,
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FERLRY 2 rprids 5 B S ) S i AR B Oy F AR R, {8 “IMP K7 WS e R AR &, [
AECEREN . MR RECR AT LA S, [ RECN 0.498, X BEHIH 24 (10 5 LA HLEE X “ A%
ESN D0 SV Yae SR E i DN 2 IR SRRV RO 177 2 S AP0 SV INE R IVATE P b o > W M
BT BLE BN B AR R, LR 7 ISR O AR R I H R A 0. RER T
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790.488, fEFEE N 48.8%, [RIAVE IR Ml . WU Hb /3 3I500IE . FEBAY 3 it AR SHLAIE
B RN A AR, R EEBIENRARRN, , FIHREGZEEN . WA RER S LU F,
[ RECN 0.252, X Ui T 283 (AL S A SIHLRE T “ROAP K7 WS I8 A: B i E s, Btk4s
ORIy | o7 70 Sl S DN A=V AT 5w D S 1 = 7 VIS R P D o ek ekl | e ) = s PR U
R TR A BRI E A R EAN 0. R R 7N 0.507, fRREEEN 50.7%, [EIVAYE iRt
WAL B TR Hlc 1 RS0 IE . fEREAY 4 o S 3eiE SRR ZD LN ) S i AR R oy B AR e, 48 “ROP £
WS RN AR BT, A REOR B E N . MR REER BT ULE R, HHRECH 0.065, X P T
(B SRIFFSIHLEEBE ST AP K7 WL~ B IR Fem, RLESRAEESIHL “B R LR
M EFSNE . @ P EEIES A DUESRMREIUN AR &, DL “D R LRI N AR &1
[ RERE RN 0. fRFE R 5N 0.522, RSN 52.2%, [BIVAVERIMERE AT . BF 70 HId 3 2156HE .

Table 6. Regression analysis of consumption motivation and purchase intention of “Suale Jade”

F 6. JHEINE ‘WX WIXEREFSH

T T AR & B AR ARMELRAK B EEM HABERT F
() 1.915 0.262 0
P -0.105 0.067 -0.055 0.118
1 S -0.082 0.051 -0.057 0.111 0.386 80.609
HRL, —0.058 0.032 -0.065 0.068
M 0.641 0.037 0.606 0
(&) 1.079 0.253 0
P51 -0.073 0.061 -0.038 0.233
5 Rt -0.027 0.047 -0.019 0.572 0488 o7 529
KR -0.03 0.029 -0.034 0.294
M 0.281 0.049 0.265 0
SPM 0.498 0.05 0.473 0
(&) 0.963 0.25 0
531 -0.073 0.06 -0.038 0.225
R -0.029 0.046 -0.021 0.523
3 ROl —0.034 0.028 -0.038 0.231 0.507 87.806
M 0.173 0.054 0.164 0.001
SPM 0.388 0.054 0.369 0
SCM 0.252 0.056 0.237 0
(&) 0.809 0.249 0.001
P51 -0.072 0.059 -0.038 0.225
Rt -0.025 0.045 -0.017 0.586
KR -0.036 0.028 -0.041 0.197
0.522 80.016
M 0.115 0.055 0.109 0.036
SPM 0.306 0.057 0.29 0
SCM 0.164 0.059 0.154 0.006
UM 0.266 0.065 0.234 0
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4.5.2. HEINS AU TSE

Table 7. Regression analysis of consumption motivation and cognitive attitudes

F 7. HEINSAMMESERFS R

it it Az & B AR AR REL B BEM WHSE R F
(HH) 1.548 0.217 0
5 -0.054 0.055 -0.03 0.329
1 L -0.115 0.042 -0.084 0.007 0.538 148.352
HROl, -0.029 0.026 -0.034 0.275
M 0.73 0.031 0.722 0
(&) 0.757 0.204 0
5 -0.024 0.049 -0.013 0.621
g -0.063 0.038 —0.046 0.095
2 0.638 179.568
ROl -0.003 0.023 -0.003 0.906
M 0.388 0.04 0.384 0
SPM 0.472 0.04 0.469 0
(F&) 0.599 0.193 0.002
PE5I -0.024 0.046 -0.013 0.602
Rt -0.067 0.036 —0.049 0.06
3 ERL -0.008 0.022 -0.009 0.723 0.678 178.886
M 0.242 0.042 0.24 0
SPM 0.322 0.042 0.32 0
SCM 0.344 0.043 0.339 0
G 0.467 0.191 0.015
5 -0.023 0.045 -0.013 0.61
G -0.063 0.035 —0.046 0.072
ROl -0.01 0.022 -0.011 0.658
4 0.690 162.410
M 0.192 0.042 0.19 0
SPM 0.25 0.044 0.249 0
SCM 0.268 0.045 0.264 0
UM 0.229 0.05 0.211 0

e 7 AR BRAER 1 P B ARSI UNIE A S s AT AR O A AR R, AR A R
PRIAZ R, [FARBRREN. MERRERPATLUES, USRS E &R, PUARTESEN
PRI AZ B 1 [ JH AR 0 0.730, SR 0T 2% 2 1 S A A R S LRE NS X Ho A Sk 25 B A2 8 25 ) AR [l s, D
S N [R BIALRV B AN R RS B O B N 2 o I DA B R B At DAE Bl R B E AR
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B, PLARIPES SRR 8 H R BCRE Ay 0. R R 758 0.538, ffRESEDN 53.8%, [mlIHA{E HIfERE
T BEFUIR B H2a SIS0 IE. FERIH 2 it B JEUE SN B S AR B A N B AR, JEIPERS
FEME N RS, B RERE R MR RECR T UE R, DRSO E R, DoARE
SN R R R R KO 0.472, IXUEHITH 2834 19 B RIS HLRE 0 HOARIPE RS B = AR IE R i, R
H BB SN T B R A B Y B RN 25 o I PA B DA B A DAE B S H AR
B, DOARMWERS AR A B R H R E A 0. R R 754 0.638, fRFEREY 63.8%, [aIA1EHI ik
WAl BT FUIBBE H2b 19 2U0AIE. AEARZ 3 At 2 SR SN IE B S AR B Oy B AR, JEIIPERS
FEAE NIRRT, A RBREE N MR RBCRPATUE R, UMy E R, Bl
SEENHAZ R AR KO 0.344, IX UL 2835 AL S ARSI HLRE 0 HOARIPE RS B = AR IR R0 i, R
2 SAEBIHURHE P2 RIS B BN R 25 o il DA BB DO SRSy B AZ
B, LTSN B BRI RIHRECRE AT 0. B R 778 0.678, fREEREN 67.8%, [mIIA1E IR
Ao B FURE B H2e 73 B9 TE. (ERERY 4 rRaiB SR SHHUATIE B S5 f i AR Aoy B AR, JEINFITERS
FEME AR R, BIHREGE R E R AR RECR T RS, DUESRMRFSIIUN A R, BOARIE
SRR EH R B0 0.229, 3K Ui BT 9 (I SRS SHHL RE IS 0 HAA Rk 25 5 AR B 2 I IE 17 7
Wi, B IESRAAF SO 2 A RPE &S I B RO 0 2 S8 DA B RIS 3 A f5 e BOESRARr 3L
NEARE, CUANPESEOVRAZ B ETRBRE AN 0. R R J508 0.690, fRFEEDY 69.00%H] )1
PR AT o BT FUAB B H2d 45 3 9IE

4.5.3. HBRINSBRIETE

e 8 pMra RN, AL 1 HAE S N FZIHUI R S i AR B A N B A, JERR AR
NRAEER, PARBAERZER . MERRECRPATEER], DS MNFASIPUY AR, PSR IESE
NPRAZE IR R BON 0.637, XTI 2724 1 S 03 D[R] S ALAE 0% X LA bk 2 87 A 8 2 I I [ 5 i
B 5 O3 AN RIS BRI 238 B 15 IR RS FE A BB R 3 . i A B RN A3 . DB il RSN E
A, DUMHEEASE AR EH RECRE AN 0. R R 778 0.509, fEREREH 50.9%, [BVA1EHfi#
FeMml . BT FUBi H3a G 2I%AE. R 2 fpdlt B BRI S LAY ) S 2 il AL A oy B A, A ek
SENHEAZER, FAREGZEREER. MERERERTATUED, CERRIYy B E, DU
PERS 0 D AZ B K (B VA AR 0 0.422, SX Ui IV 2% 1) B BRI S HLRE 6 X JL A I 25 5 7 28 8.3 (1 1E )
son, B E SIS 2 (K e A B I B AN 2 . I BL BRI MR i DL BRI Eh
UM EAR R, DAL S OV AR S 1 B R B AN 0. iR R 508 0.608, fEREE N 60.8%, [H114
VEFIARRE M TT o BT H3b FRIHIE . AR 3 gk SRS ) SR A A F oy B A, 42
RIS AN AR, FIHRECEREN . WERRBRP USR], DALy A& R,
DTS B 25 2 D R AR B 1) [ VA 2R 80 0.377, SR Ui BV 9 (R Ak 2 SC AR S ALRE 8 X LA Tk 2 R AR B 2
RIIE R, B ARSI P S IS M BN B 25 . i A BRI g i Dk
SEAEFIHL Y A AR, DA RS B RS & (4 [ 5 R EUR 2 A8 0. iR R J74 0.668, iR N 66.8%,
(] V=3 AR 1 7T o AT FEABRRE H3 e A5 BIIRAIE - AERERY 4 vhEiE SRR S LA 3l S5 4 ) AR B o B AR &
R BES A N R, FARER RE . MR RBCERPATBUE 2, DUESRMEFSINIY B2 &,
DU R AR BN R AR B[R] U AR B0 0.168, 3X Ui WVH 2 2 B SR AR S AL RE 6 0 S AR B S I 7 A B 2
MIIE 2, BB SRARF SIS 9238 (5 IS M BN R 2% . i BB RS BUESKR
MAFBINL Y B AR, DU EE S PR & 1 [ A R R 25 A8 0. iR R J5 0.676, fiFREE N 67.6%,
(B 7 YR 1 AT T FER B H3d 73 3148 E
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Table 8. Regression analysis of consumption motivation and affective attitudes

8. HEIN S HRMSERES

T T Az g B AR ARMELRAK B EEM HABERT F
() 1.771 0.201 0
5 -0.096 0.051 -0.059 0.062
1 g -0.061 0.039 -0.05 0.118 0.509 132.296
ROl -0.018 0.024 -0.024 0.459
M 0.637 0.029 0.702 0
(FH) 1.064 0.19 0
PE 51 -0.069 0.046 -0.042 0.133
R -0.015 0.035 -0.012 0.672
2 0.608 158.244
HRL, 0.005 0.022 0.007 0.813
M 0.332 0.037 0.366 0
SPM 0.422 0.037 0.466 0
(i) 0.89 0.176 0
5 -0.069 0.042 —0.042 0.103
g -0.019 0.032 -0.016 0.555
3 ROl 0 0.02 -0.001 0.985 0.668 171.145
M 0.172 0.038 0.189 0
SPM 0.257 0.038 0.284 0
SCM 0.377 0.039 0.414 0
(F ) 0.793 0.176 0
P —0.068 0.042 —0.042 0.102
R -0.016 0.032 -0.013 0.613
HRL, -0.002 0.02 -0.002 0.933
4 0.676 152.267
M 0.135 0.039 0.149 0.001
SPM 0.204 0.04 0.226 0
SCM 0.321 0.042 0.353 0
UM 0.168 0.046 0.173 0

454. HESES “BBE” WEEE

e O IMTEE RN, FERERY 1 A A R B S AR A AR, B R R L
B NRAZER, FHREEEEN. MR REERPTUER, DUAMESE AR, Bl WP
7 SRR R AR R EERECH 0.753, X BT P TS FE R T R R KRR AR
REMIERFEN, BMMESES WP £ WEERMEEMNEE . @l EEES RS LU
MMESENEER, “WDPE” WEREARDERNEERIEEZEARN 0. ERER TN 0.529, MR
52.9%, [AIA1E FARRE AT . BIF T Ha f5RII0AE . ORI 2 ob 23 i B 25 B A0 Sl 4542 ) A8 B A Ay
HAR, {0 WS WLERENNBEN, BIHABGZEER. WER R Pl UE R, USRI
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BERBZE, DLW E” WL EE AR SRR RECN 0.347, X ULIHTH 238 175 28 B2 R g Xt
R E” W SE R A R IE R, RIS RS B P A R SR ) B RN
Fo WL EREIASE . DSBS AEEE, ‘DR WL RE R R EE R E
0. fEFER J5N0.564, FRFEFEN 56.4%, [RIVAERHERM A . B0 HS 15 215610E

S
> R

Table 9. Regression analysis of consumption attitude and purchase intention of “Suale Jade”

FO. HESHES “BMSE” MIXEBERES

LAY it A & B AR AR REL B BEM WHSE R F
(HF &) 1.145 0.237 0
5 -0.083 0.059 —0.044 0.158
1 aa 0.001 0.045 0.001 0.985 0.529 143.278
HRL -0.04 0.028 —0.045 0.148
CA 0.753 0.032 0.72 0
(&) 0.699 0.238 0.004
531 -0.053 0.057 -0.028 0.351
aa -0.003 0.043 -0.002 0.942
HROl, -0.039 0.027 —0.044 0.147 0-364 132044
CA 0.514 0.049 0.491 0
EA 0.347 0.054 0.298 0

5. R4t

AW FAT S, W RE RS INFE BRI A2 SR SRR RSN B R B A AR £
I K R IR A R IE RN, XS HLAMY e B T SE R, 3 AT LIS I A S 25 R AN K
PEZSBE MR AR I E— 2D R Ml SE PR IR R W S AE e 4% “ AP K7 I AU o S i AN AL (1
ok, ARG T IR WA TR R BRI M. BRAh, ASHEFUACELME R AR RS R A
PRZR 2 X BN S8 2 I R 2 A — e P R . DRI, ShBLATZS R BRAR N 3% 8 AT N 1 G B A
o NERRAEESL R R R T Z oo AR AR T

6. XIIREEIWN

MR EA W R R, EERETHN LA ENEI AR Y, S I N &

(1) 205w 5L HE

B AN SR 7 T8, St SR AR HE) S o X SN RIS A 98, R “RY
WE” BISCHAMEM GAE R S, DAHHURY AR it 5 352 56 0 S 1) b LA 67 o 278 B4 v ] SR IR B
AURRIRFR A, SR TH™ S AR SR ASOGRU B, DA 2 IX AV 2 B I B N R =R R eah, X T EALA
I AT e, LB 2 M a7 ot R AR SC RN P AR, FTRAN SR AN, ki B 4
Ve SN FRAF I G 2 o BERTIBSR AR AR T 903, T LMBEAT E LR 55, eV 1 2 57 i
et BTSRRI AT R TR

(2) 55 b R AR AN (B

st A TR A A S ST RE S AT 28R THH B RS IS B, I it M SR e . BT, ) DA o
® R E” B RIE. SO SRS R AL SRR . T AR AL SR A, KA G A
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7 AHRM P LS G L 2RSS, AR — R, RS . [, @A
aIESIEE A A AE, AL ST TR R R R, Bl S RALEE, I RNEH TSR,
B SRR AT 2 TG R o 18 BB BRI 5T BT V8 2 28 0T st = A A SRy, AT IR e S

(3) FRFALASANMA S it W 1 44

TEH A BRI RRE RN, “WE” ol I EIE N A M E M7 S S RgnT DUs R 44
MNE - A BRI ST IR T A H AR ABE R A B o 3T EMAL S ME I P, BRE AN
Aetfilh, FERIUE APRCRIALY . B a LT — RAI B G RAEE LK) “RBE” 7=, JLHIE
A AL S AR ALACRE SR o [RIE, SRR A] RF AL AC AR AT 28 B28 T Bl BURH A EA A A L
Iy EARFEARLS, 8 H BN TE S R SR B B RLER, DA R 9 2 A sE oK

(4) ZRHEiSrEmIt R

TR SK A SRR AL [ FRER A BT 9 0 75 5K, R T DUIE I 7= B 22 A e T SR 5 X o T 2. 49l
an, HEHFRAIR R BRE R EARKERA FEMER ™, RIESRA Y e et L Bk £ K R
WE” PR L s SRR T ARZE &, AT G i i B RSO IR T . [, 7ERK
L. B, TZ EAKARE, #0=MrEMms 2G5 T 1 LR ks . dhsh, TR S
HRHF LSS 2 H B RS, BN SMR R P S 5K, ARG U R i, R
JE RS (A1 R0 RS

(6) MM ESHERE R

EM I, SR LLEE R B E G 3, R E E AT T AR W R AR kb 5
wn, IR FLRRIEENER B R MIFRERE . I T T ERERRAESE, OB LRy SR B
Yl HE5mIE S BRI R EREAEIE U nE o 3 A B ik “R8 57 o IS i 2 il
&, FIOABATTE [ b B AN = e BOE AU PR T, I8 RT BAS| 598 28 %) AR 1 o 5 AN 56 2 1)
R, ARARAIE “W K7 HIREIFFS B QARSI RAE.
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