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[Abstract] This research examines the impacts of psychological traits (need for uniqueness, status consumption
and customer susceptibility to normative influence) on consumer purchase intention of luxury products in china.
Some limitations in past studies are revealed in the literature. This study conducts an online survey and examines
the impact of psychological and social factors on luxury consumption in china. The study bridges the gap
between psychology theories and management theories in the field of luxury industry, and generates a
psychological model for managers and marketers in luxury industry to improve the performance of luxury
brands.
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