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ABSTRACT

In the context of rapid economic growth and increasing consumerism worldwide, it 1s crucial for market-
ers to understand the behaviors associated with conspicuous consumption among luxury product buyers. This
study, therefore, collected data from 457 consumers through an online survey conducted in China to inves-
tigate the mmpact of self-related traits, based on self-concept, on conspicuous consumption perception and the
purchase intention of counterfeit luxury fashion goods, with a particular focus on the moderating effect of so-
cial comparison orientation. The results showed that self-esteem, self-consistency, self-actualization, and self-ex-
pression positively influence conspicuous consumption perception, whereas self-control negatively affects it.
These effects are moderated by social comparison orientation, with individuals exhibiting a strong orientation
experiencing amplified positive effects of self-esteem and self-consistency, as well as a stronger negative impact
from self-control. Furthermore, conspicuous consumption perception positively influences the purchase in-
tention of counterfeit luxury fashion goods, with perceived economic benefits serving as a critical mediating
factor in this relationship. These findings offer valuable insights for marketers and policymakers as under-
standing the psychological drivers of conspicuous consumption can help luxury brands develop strategies that
align with consumers’ self-related traits, particularly in socially competitive markets.
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o] o]Fojx Ltk IMARC Group(202’%)°ﬂ
2, 20229 gAE A Al FREE 23709
g doen, 20239FE 2028W@7HA] AdHF 3.60%
A7Fsie] 202890+ 29479 o] o]& ALZE 4
FEth 53], obAlot BjE G AH 9 AAgATL

TEAY, FAS A5 UM 2EYE HE BAC
HIA S gie 20229 Al FEE 1,099
o] ddhH(Fortune Business Insights, 2024).
ol Ffe &HAS FUhe A5 Y, 553
I F2AQ A Aol g F8 STk 719

sel, 19808e sk 19904 Tel s F7h5 el
Re) 2712 Q) 4R30) obd ANAEAA o
F HUCE Y £ o B HES gEe
ddE HAFH(Atwal & Williams, 2009).

Veblen< "#FA]12 ZH](conspicuous consumption)”
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g HEE HA ﬂm Atk 202230 = A
A AZF A FEIE F 423 o] 23om,
a% 9F A4 AFol o 60% oS A FL
2ATHThe Fashion Law, 2023). &3], 32 A
AA 2 HE AZAA 7 & A
Ago] WEH A AA AZF FF] o
A5, ol FFS T F FEH o
125%9F GDP9] 15%% A &th(Redfearn, 2022)
olgfst Aol A, ALSA 295 HAIsH7] Sl
2H e 2 HE FE de o0t St
StHAM B2 AEAEo] olgst AH|H S F7]
of B NAL AFE JYPsy Yok 1Y
b2 M3 AFEC] HAA Ave Y99S B4
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Aol EFatal, AHAES] Aoldt e 2
el JFste] o5 Ol A1 AHle] v
= 7% dFeE AdHeE FEsitH(Melo,
Lins, & Poeschl, 2021). Eastman & Eastman
(2015)= A& FHAlsk7] A8 aHlstes AuA
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Aot g EAo] HAIH st 912

BE A AE ez nAE ¥

e AHste FooEY Aotk A 7HAAL
AT HH olHT Aob PA S 2MATF S
B AFS Addsty AHske HNA T2 9
& s, 53] FA1AH Avel AHE AEoM=
SRATE AL AANS w-SAL BRI
DA AL AE Hepl7] 9F FHeR
gAg AFES A8 7hsAol e AAkeT
wEkAd, & dFe 7€ dFEel ANNA L2
g FE ARA ALy Fo Az @I &
AE ol &HAES Aot N #E 247 3
AA s 912 "HE 7 ok mAE 9%
S AAHoE FAFOZN olgd AH] g9
AeA F7lo e Zol e olslE =R A
gk, FAACR, WE A dEE Ao o
G 5ol anjare] AAH ) QAo mA=
P& st o AN AEA Bl A
o] 2d WFEA o" JTZ steA EAIT
I FAA L] Qo] 9z HFE T ok
AE S EAG, olEd AFol LHA
Adgiel ojgA wgHe=AE W3] olsfstazt
gt HFAoE, 2 A7 ZAE wEoR A7

[e)
A AN o84 REE Ats] Bl Bolo
SlE Y ArAEAA AZe A7t o
2 AgaaA W,

(]

II. O|2& H{A 2 T MZE

1. ZHA|A AH|(Conspicuous Consumption)

FA A &M ©]29] Veblen ©]E AR
Thorstein Veblenoll & W&d jdo=, 37}
9 FEE 3 7HZ4°§ AN s ALE A 2919} o

= dFe dHse ootk 9
W, A A aHE AFE R AH2Y
S d AR dsd A9 g5 % /fAE
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9daFS WE=th(Choi & Chang, 2010). O'Cass &
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FE I AFS 9 gy es AAE 43

o] gl ol 7H4ol AR A W xR
| W&ol th(Areiza-Padilla & Manzi, 2021).

54 ana AR JMAAE I AlEFEC
axte] AR e RS Ao 0}#
Zgsith AFS £84 54
=guTh olve x4, FA, 7P73 EEE
AHgzbel FEE A A2 =
o|pAE 7FAAL UAth(Sirgy, 1982). o]t
Aol AAAH EAg ol A
.5 | O& AIEE 9
4 AFod BAZE AlEsteAd wet 1
AMghe] olu A& ERlA HYE £ th(Belk,
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AvE wed BEE AGE WOl A8A A N9 W3S A9 F3o) w248 £ Ao
A3} ANE FHAE F2@ Fool Ak QAR APNE FAH Ll A9 2l Ao} 7
g Abole] #AE skl HAH Avlzt A9

Rrok JHe BHE SAIT BPAIR 4| 0l4 of i &Twe ol XA Aob Aol

I ME F7] FoE F Jdukr 3 th(Johnson,

B B Tariq, & Baker, 2018: Nguyen, Ngamsiriudom,
Ik g, mREESL Ol SE E2 A po & Dubinsky, 2015). ol A9l A8l @

YYo= 4 Atk Epstein, 1973). AWHO. o) Aos WL 4u Hs me Sa
FARE TS FpAZEE ARl @ % Nomg #HA AME ¥ & 9% elu@t
< X3 Jem(Myers, 2009), "ol A" Shulda(2011)= 2] A4S o0] A9 o]uA S shaF
MAe] Aol hd Azs debd o (Hong & A AR A wwo

Zinkhan, 1995). =, &¥A7F ARAle] FelA ¥ T}y 2t} Kastanakis & Balabanis(2012)= 2
W ool Rk BT ASA Bl G g oo s dme mES Aves
o} Sirgy(1982)= Ao} 7igoe] 7
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2 z% = Aol Ael A A S dEllH, Zol )
of 222Z PSR = EE A7 A Yol f A5 EHQ AFGELS BE 219 AL
#o] glom, AFEe] AE wERE b A 75 o BAL T JoE AL By
dalold Azl mef, 184 At SN g anse Aok AYH ANH 28] Aol
AFE = F YU Y ANIES A A 2 As AP o] 9SS AT}

ARE dE Te A2 5 e AFE 7 Wb, B A3E zo} P /|ure g 3o,
s olg s zﬂ%q A}%—&— e AHEAA A Aol Mdel 7AAH mA(Rel 2F7H), 7MY
Aozl AES AdstE d AHEE $ Atk F= A BT Alolo] ABA (Ao} AHA), =
Dolich(1969) &= i JE F AR Zpop e o) E ZAFe Ad (el A7), EFle] thak el
2ol zjoto] oa HFAIE F Yom, Auz 4 Aol TE (Ao} ¥E) B 2= HES

)\

oA 3o} Aeh AvS 32 §A5E e Sl FAD)0) Al 7
R ek el NBEE W 5L AF Ao B S0l A4 Lv] Q149 o
WeT aMEoRH Aol FAY BraE L,

T xddtE A2 ¢ 4 AL Spott,
Spangenberg, Czellar, & Voss, 2018). o]o| wz}
Aol e 2N AFAN FoF JTL o
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1) Apo} =37} (Self-esteem)
Ao} 2 (A S Qo] Axle] 71X} T

5 = bes| S

3 3kg n A tH(Gecas, 1982: Toth, 2014). el HE RS A 7§Z B7hE ed
i th olE Apo} Jide] 4 FHLZ AlPgEC] A

HAI A AHE ASE AAE A, &7] o]y
. ‘ . Ao R, 58 UHe F2 5 gkt A

AE 7gsid, ERloAl WS AAE7] 9%
AAS oBA HEAXZS ubed stk (Harter, 1999)
202 of A7 tH(Shukla, 2008). o= #o} 7lde) e mer '
oS y —we § A A& 3 Ve PEG, 2 ¢ B9 £F

S Z7}F % 6 3y ¥ o

43k A27 AE A e 9 53 #Ho 3 7o herst Aal® A7 Agel @] 9ot
SATH(Bharti et al, 2022). &, #AH &) BF T el
=99 A9 270 g DA J/':H]X}QJ o (Leary & MacDonald, 2003). #}o} &&7to] &=
’ o AFFe Ao =L ANFET AL 71A]
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(Kapferer & Valette-

Florence, 2018). H L]'o]'7h 24 mYole ke

olFd FAH &2MIE HE 7MAEATIH, Fh]le]
el AgFst Ae BRIAIA BAF ALE A

A4S de =72 &83%F THETHCharoennan
& Huang, 2018). ©l¢} 72 A3 AAEL
TS B3 FAE Ao} EF7Fo] HAH 49}

DA sl &S BoFEth ol wet
AYATE ZAR 7H1-1S =890
7HA1-1L BE 2V B¥E Aol A 4
AA el 3N FF= Tl
A Aoln

CESNELAE % SeraT, 204 @Fe
el A 2AT Aol Aobalst 7HA
of BgskE AFol Hu2E HUPOEA B

A8 Aok AAAH AHAS FARAL Aokt

E g2 el (Sirgy, 1982). ol A2 7}
2 g wE P5aE e ?E}T% #HHo] gl
on, ol& Ea& e WA F¥F dAHAE

$A8 e,

auzke AlFe A9

Aév 5 RSN }2)]—%‘
< = 7ol tH(Chernev, Hamilton, & Gal,
2011). T3, ABAELS WE BHASE EOH 1}"]

¥ AFE
& Moore, 2009: Tsai, 2005). Wang, Yuan, Liu,
& Luo(2021)= 7050 WE A A Ab]o
Fefshs AL w4 4E /159 olng
SI47k shel, olel

dxsty 150 o
U oEge

Griskevicius(2014) & Ao} %3 2

-

9
| 259 Apolidst
AANE FA}E=
uFolgty stk Wang &
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g dEEe
@4 91%
Z
71

FAZ A3

o} O'Cass & McEwen(2004)= Ao}

e HAE Y Bas dAxto] AH|RES A9
M9 FAIH Ao JFE wjAH, AH|RHE]
TAY BHAZE Nego gy =2 2134 A9
of §gst= Aol olmAE FASEE Aol A
g FAL ol A7 AAES LHAE)
Ap219] o] 4# Q1 Afol olm A& whegstal 7Fs}s)
71 S8 WE AvE Mgy, o] FAA zpoh
Agol HA1 A Al ek 4L FAsE Hl
A ATge st FE HAFT ol u
g AYPATE TAZ 7H1-28 &3
7Hd1-2. WE &2ve} BEE Ao} AL
Al ZH] Q1M el T AR FEFe
A Aotk
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3) Ao} A3 (Self-actualization)

2o} Aol g Maslows & AlZ o]l
)\1 7Ho]94 Hx};} )ﬂ_zH_E. L}E}LHE _4/\10 ﬁ]i
dAg wAs ofn st (Maslow,
|

A =
=R AR AR1e el o

R
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IS

Ag 7ol Al , A
o, TAE ERA R sl 5HS FHAG
A s Aol Aol AL R 2
& 79 Ee wigste el i Fog
7] #o 842 QA Yt} Schouten(1991)
© AHAES A THAE ddstaa # o
159 4] dEo] Aot *a""ﬂg 75 F5A7)
= e = gt A zpob A

o)
s XoJJr Afote] ¢S
3t HAgolm, ol AT &MIF ug A
= =83 A88 5
712 243t} Siepmann, Holthoff, & Kowalczuk
(2021)& &4 "gofeA gAe Age FH7t
M) ALE A A9E Fole —’F"dr.o_i &85,
ol Aok Ade] &9k THSA AAHA 3l
2 FAA Wang, Sun, & Song(2010) =
A A S HE &M F717F AR A A9 3
I Aol Ad &7 o3 AA JF& Vv
g Wtk Egh Ryu(2015) & HA14 AU 7t
Zkot AdF AAFHo] glon, o= Aol A2l
o] 7HX e} AHE FAHOE RN ILA G &
TFoA AEAGY FEY, oz A+ Aie
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20AZe] Aok ABS F7sE AYAA A
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JENEFNEREEE S ERRCE
MA 5 e BeFT ol e AgATE

AA1-3. WE 2vlsh BER Aok AR A
¥as| o
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2] Q2o 95 9
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4) Zlo} %3 (Self-expression)

Apob A2 AQlo]l AN Az A, NS
AREA LY Ao, EAA Ao
thekst g2 Jehd £ (Kim & Sherman,
2007). °l& 7M9le] E53 ﬂﬂ“° sy 3
o)A ztol AL 7FeA e 288 A7 §
92 AR Aaker, 1999). T3 zlo} TH
TEA o 7|3t ARIAge =93 947
FHCH(Welzel, 2010). ol2{d zpo} A 7}x
7e19) LH:qxq A ALBlE A4S

ol

R R
<A 719E st= W 2%

T

Aob ERS aulA 5 HgelN F2 o
% A

=51 (Munteanu & Pagalea, 2014), B E ]2
I A9 Avleke] AAE FEl AAA vl G
S 12 4 Ak(Eastman, Goldsmith, & Flynn,
1999: Wiedmann, Hennigs, & Siebels, 2009).
Lewis & Moital(2016) = A+32 FAAE ]
o] OFE Fal AR A ANE Axs A

2Hde EHE Aol

(Charoennan & Huang, 2018). T3, AWz}
SNSE &3t we} 223l A|7HH @Eg}
yAlelAd, 53] ~EAE F3 Ao} 3

o] HAA xwle 203} Q4T L

s <)
& Lin, 2019). ol2lgh A Ae AMA7F WE
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Zpop g 52dol A F Lvl f1x WE A FES Tzl vAs ¥

< B A7) 2dE Adsy A AR A 2HE dhe APl eH Aop FAHo

AEA AE Behs U $8% 98-S s =S AFRES oldd FEAU &M PdFe d

e AAtetH, ole FAH 2H|E FX&E FL 2 A & AT sk Vosgerau, Scopelliti,

glog &g 7hgAel E&5S HoFrh ol & Huh(2020)& Ao} FA|geo] AH|zpe] 7]4

e} AgdrsE AR 7H1-4E &S d s Al FAAA TS vHTL

ot E9, Halwani(2021) & &¥abEo] Ao 54l

7Ha1-4. WEF vk BEE 2] 2E82 A4 ge Tl 4% A9 av ARE WHoEA ¢

A 2 A4 SAAY 9% v A AFE 7 Al Aed AEe st AL 7t

Zo]t, T A stEe APl des Uitk o

g A7 mEd Aol FAHS M AEE

5) #ot &4l ¥ (Self-control) < ANe Fxe S TR Az, &

Aol EAHL tr)Hel BES Tty A7) Ae dgge=s &S 27 WHe e 7

Aol Bxe DA & A9 74 BT o AoIM FHAH AHHIE FEl= Ao ASS Ko

75 s v¥s  dEhdtH(Werner Toh ol wet APAFE AR MEIHE =
Zskslct

Ford, 2023). Funta(Z‘,Oll)E =2 Ao} EAY
7HA AARES w1 H ) ArE s |
FE& ok 3, ol AVAH oS $AIAF
7gko] glttx AFdtl Tangney, Baumeister,

& Boone(2004)= Ao} EAlHo] &2 AHES

ox
fr mo alo @0 W

74 oz L]_E},LLT;]_ 1:1:3]_
Hankonen, Klnnunen, Absetz, & Jallinoja(2014)
Aol BAGo] £& AEol § £ A7 &

SU 6 3AAY A3 A | we A9
o

#H2 AsHA #EE
A Baumelster(ZOOZ) of EAlE Ay} =
A Fue Fo dlelH, ol AH|R YF
Z FFE AT A Luo, Gu, Wang, &
Zhou(2018) = Afo} FEAlgo] ¥y FAZA 1A o]
Ee ARl 2EldA gurA Fu s
7FsAol o Eue As EAdY Wang,
Zhu, Zhao, Song, & Wang(2023) #}7] &34

gol =2 AEES RS das] fe &

rir
>4

oy
e, rl

HA1-5. A7) BAEE 344
4#Q) GBS vA ol

AF2|= H|1 O|Z2(Social Comparison Theory)

AbE] 4 Wl o] 2(Social Comparison Theory)
- JRlel Ao SEH gAS Hrtetr] Sl
BRI AAE HlwskeE AdE Awgt o] o
£ 19549 Festingerell 93] & A= o,
AbgrEe]l AAle AEE Hrtsta olsistr] flEl
BRI BN E AALHA Pty FEAT
(Gerber, Wheeler, & Suls, 2018). &, AH4le] of
g A28 Fo A2 tE AT HlwelA
HIZE W, AAES A9 ooy 58E tE
Abgrat Bladstel e Aol X T1eiek Blale &
As Hrheked 93-S "Xt (Song & Kim,
2005). AHE1A HlwE 2] {7 A7) Y Ee
A7) e A A F2 F71E FFA717] S8
AHEE Ak oleE HaE AR H]i’(‘ﬂ =
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N

2017) = AF31A W

A AFES TF A vl o] &3 Aot i ZEAH, 2 Aol FAEE AW A AR
g, 2P JHRIA 5AE Adstd ks dE ok Aol AHEEH] HwE T Aot FF F

3 t}h. Perera, Samarakoon, & Wanninayake 7158 EAstste] 8N A FHOE oloF
(2021) = AH3] Wl o] &, Ao} 7id o]& B A} T Aee AU g =2 Aot FAYS
3] AA4d olEo] AgE o] AnjARE] A AL 7 ARlel f5& JAstE HFAME FHH
34 A9 S FAsty Astetr] sl FAA A o7 BAE A6, ol &9 vEEe 9
£ dte P o Z o F UEE EoEn A= F2 291ds AxskthH(Hofmann,
2 FA3AT Morse & Gergen(1970) & AF3 4 Luhmann, Fischer, Vohs, & Baumeister, 2014).
H W 7F 7fRle] Abo A, AR, B Aol A wheba] AFS] HlW AdEFo] E2 AM[AE UE Ab
of QT wAH, F Hwe FEe JYo= #e] A5 A9l o F FIFS ol FAH &
W18l Aot ol Eebgald 4 Avka A HE st Aol AR FA w2 Aol A
o Song(2021)& 7HAEC] AAE oA o] A = 7H 7AS WAy Bxe 49E FAE A
RAE HE o AlgEHe HIE Sl Al 3] MaE Qla LAstE HAAH AH FEe B
st dA% sEe Frsity FEEr olg o ERH R FAT F Us ZOE oJifdE
St vlale JHQle] Aol S FXEAL Ao A oy g AF= AMSA HlWTE N1 Aol EF

SRS P kHeteE A5 F dve Aol A3, A7 x4, A7) Ad, A7) FA

Aoltt. Demir wE ALY A g3 22 Aop #E SA4H FAAH 4] Q12 A}
71 28 g vAE T8 2%, tE ole] #AE XHste FLI 9L F AL=E
AbEERE] MW E F3l iQlol AHAle] AdtiA € dZHt} oo wet AYATE IAR H2E
ks °1’<5‘HE§ Rk opyet Al qEH Fd A TEch
s A ASA A o & H3sta A
219 A}ﬂﬁ A9E =Y F dor AFHAG 7 2. A A Wl AEE WE Ave A
Baucum(2017)& &¥|AFE0] HAE FAIE 53 H Aol #AH A (ot EF7, Aof
A ] ALE A A 91E m¥eE e ATl doH A, A7 AE, Aot ¥, Aot F
ol& A3 A HIAE Fall ZskE 4 vy Ao A A A ] Q1A 7R A
oy g AF=5 Tl AMSIA Bl A o] s g 24 Aol
Aot Tk, Aot A, Aok A B Aot & 7Hd2-1. AHE1A BlaL Aol BEE HE &
s A F des HAFr mEkA A vl o} AHE Aol TFFte] HAIH &
A Ha o] gk JHAES Aot #HE 8 4AE H] Q1Ao] mjx& FAA 3ol o
o H B FE& s, o]F B3 AN AL == Aolth
A AU JIAEE Folele Aol A ALE 7Vd2-2. AHE1A BlaL Aol AEeE HE &
o SHth Ma Aol wEW, AR vl A g vl o} #AHE Aol Aol FAH &
ek 2vAE gele dE 3 A9l oS Ritst H] Ql2jo] mj]= FAAQ Gl H
A wEgsE, olE g Aol FAA AHE HS =& Zolth
st Ao Z o] WtH(Chernov & Gura, 2024). 7VA2-3. AFS1A BN Aol s HE &
39, Song, Jang, & Kim(2009)2 Ao} A& o] Hj o} AHE Aol AFo] HAIF 4]
g v 2@ A e FAFA ARBAE Al mAE A Gl ¥ =

- 188 —



Zpop g 52dol A F Lvl f1x WE A FES Tzl vAs ¥

2 Rolth, W, oleld 2ASS ¥E BACY IS
z-a AEA T ARl ATEE WE 2 el A0 A8A A9 EevEE o
Mk BelE Aol dol A 28 B AT ATH(Ting et al, 2016). o]l weh A
Aol PAE FAH Gl B ¥ AATE AR AEIS EEIYT
& Ron
b2, AEA WL Al FBFE Aot § M3 AR 2n) A4S 9% BF Y 3
Aol HAH 2] Q4o v P Fo) ToleEe] 919 JFS )3
459 gl ¥ L Aot el
4 DIAIE| 28| OIAT} 9T HE HM ME AZE BAH AGe suAE] 9xd BE
T o= 2 Azt ZHE o s PhgoEA 4 & At Aqshs AAA
G Te AEsl el mudos gy O TE U ldT dde F2 a4
O AEes Helte Audos mag e O HEREL £MAES dE nasg v
o T wsaa S B el g Feel )
et A7 A A ‘q’%‘]i TH de $12FS Agshs Aol ArH(Cordell
% v .

Wongtada, & Kieschnick, 1996). Z-& AFAE
o] EAF G HAA 4] Atole] WHE AAE
74%3 2 (Chacko, Prashar, & Ramanathan, 2018:
Dev, Podoshen, & Shahzad, 2018: Podoshen &

F4o] "HojAtH(Jang & Choo, 2015)
AESE TF AFE BT AHE A ZW]
Q=

o

O

Quintanilla, 2010) gy ’\H]X}Eg OI—E‘ =3l
o]

=
L&
3
¥ BESS AL WRREL OZJ /\)\j Andrzejewski, 2012: Zakaria, Wan-Ismail, &
;Wif: xg_ng &éz;(ﬁiﬁ O}iolj] :;;; Abdul-Talib, 2021). Zafirovski(2003) = 2279
4 BES KL UG B8, o9, B E3
A% ol 02 ANA Aok AR AT o ey e ay os g
Gowed B Ramd AxEe awemA o S D L e e
AQAA Aok ABE TASE ASCRFAA A oo e e e
i 548 FE AR A2 A s TN e v ses o
(A 42 Fo WAL Ve 715 ATD :
W A4S Wele A3 49 Ax AF
7 SAEH(Wieox et al. 2009). W 9% nAL ooke eagel YA,

Zhang(2019)< WE YzF9 FHANZFH EAo)

- e Gentry, Putrevu, & Shultz(2006) 3} Hieke(2010)
avAel ASlE A BEd AL 4RE T e e e 2y g
_ _ - A=) = O Ti'm
A, ol @ Wt WE AZFE U AN F o o e gw gzl
a =T TT
o SRR = AL urAsA
2% 9% 3“:}1 _e %EO}%‘:}.OChen, Zchu dlel Edo] i Wold 2 oA W we A
Le, & Wu(2014)= ]Uj 9’]};]0] =2 AE| 73}—"2’1 Feoz o 9% %o N5 ahe A EEO
of Tlaaw= Al = 6o =
Z HES P g7 ave 2AE 44
;}E} o ;_Lj] A}; }] 154 jo] EAM; . B.Qth(Ang. Cheng. Lim, & Tambyah, 2001:
o v SO T® YT Phau & Ng. 2010). @, 2¥MAES 714 oy
S dlEgel BES 2R A0 AT A Lo e anil ais wow oln wa
Ay = T - == , = i
AT aMAEe A ANE RPN L T g s e st 4
A7) S8l 9z WEL Foete APl Ao T I



Rl 257445 6%
L AFIE 92 AFS Aes PHETHTing I oAHEr
et al, 2016). Ndofirepi, Chuchu, Maziriri, &
Nyagadza(2022)= $1& AF Foje) 4414 &9 [l st
o U Bt AF HA-F FES 92 A
- _ ) TZ5 A7/HS wEgoE B oo drn
g 7ol % Alolel @A WA HE, €8 d37hdd goZ £ 494 97
o b
e AT AR awAEel 9z BEe gy oo Fe DI AR
A F Ae AAA Y T8 8RIeE <
Al S 5l & el o) % 3L ] =2 o 2. jy'—l':-?gl
Aate, olgfgk slEo] xF ) AAd F I
gs MHte AE HAFo ol HAIH 4 B AZoAE 7 EES M A7E xat
A4} 91z HF o) ok 7he] AN Azt o] 7 2018 2R ¢ AFAEE 54 2 A
@ A el RAHA WA ALE FES ahgan Aol 234 342 N9 Legere &
3.0 5 5 = o
B s ool wek AYATE AR pangon ) 97E Rz sie 2Row
HIE =S ATSHEOH, Aoh QBy 24 9 Siray
et al(1997)¢] A+E wEgoer & F4 4%
7 40 AZE AA A FEE HA]FH 4] 9l =71ete] 47) B3O 7 FASATE o AFL
Aol S1= BEAE PN F g9 sae Guo & Xiao(2023)9 ATE Az
S T el o #4 % F/s 1) BYOR ATYIHAIL,
Self-related traits ocial comparison
orientation
Self-esteem i j
Perceived
economic benefits
Purchase intention o
counterfeit luxury
fashion goods

Conspicuous
consumption
perception

Self-consistency

Hi-3

Self-expre

Self-control
{Fig. 1> Research Model
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o Al AR ATEAGH EHS BN
AT AW PR B 1697 (36.98%). o1 288

A Uebsth i Ake] " Bxe 20~29Hl
7} 187‘:3’ 40.92%), 30~3941 120%8(26.26%), 40~
4947+ 959 (20.79%), 50M1°1”¢el 559 (12.04%)
SR M w2 WES AT A¥U= 20~2941
o] 7%(1.53%),
s ol 1007 (21.88%), H&th
¢ 1339(2910%), thsta =% 1659 (26.11%),
3 5 o= veuth 4% #
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T 367(7.88%), A9 6978 (15.10%), 71Ek 35%
(7.66%) 2= ZA}Q"iE‘r 4 25 MEEs 5000
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4 (4343%), 15000~20000 <$1<F(SF 3,000,000~
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) o’ 319 (6.78%) 22 A AT

72 0.898, Apof Eli]"égl Cronbach's a#te

o\

&

%@%%‘91 Q%E}%E L T&‘%EP%E% !
7] Sl& &13 208 (Confirmatory Factor
Analysis) = AAIBHATE Q14 2R1EA 9 =Y
AL s x*=1204.333, df=1044, CMIN/DF =
1.154(p=.000), NFI=919, RFI=913, IFI=.988,
TLI=.987, CFI=.988, RMSEA=018% UE}stc}
NFI, RFI, IFI, TLI CFIgte] 712Xl 0.9 o)L

2 ZAMEeH, RMSEA el 71EX 06 °]3t
0.882, Aol A&l Cronbach's a#t< 0879, #hof = Ut AgE osd e Mel®y 9tkHu
£ Cronbach's aghs 0017 % Aok BAHA ¢ poye 1909). YFEPE AZAIKTable 1
Cronbach's agte 09852 Websth £ AT o yauazzg(AVE)Sl 0516~07102 712
AbSlA Wl AJEFel 74§, Cronbach's a %> A 05 ooz Uty A¥AEEZ(CR)o]
0941011tk #A14 2:H]Q14 ] Cronbach’s aft=> 0805~09452 ZAbEo] 70| ¥ 07HTH
0845, 91= =i ®EF Fvie %9 Cronbach's a A Gt BRRaEsga AUAss) 2
G 08612 SAAUD. o) AFD AHE A g 128 geegens 2Rl Yre
A% #He) Cronbach's o 2 08022 574413 =7 GREAEFS Uebdth(Fornell & Larcker,
o 2SS4 Mgl Cronbach's kel ZIEARN yga)) wa wa ge) gmmA B4 A Aol
07 ol4OR MEtonE B ATNN ASE i 0oz ag maes 449
24 EFES FRE UHNEE guA9LL B
Table 1> Results of the Convergent Validity Analysis
Factor Ttem 1;(:1:125 AVE| CR
I feel more confident when I wear luxury clothes. 0.779
I can communicate better with others when I wear luxury clothes. 0.808
e?teel i;n I feel like a more competent person when I wear luxury clothes. 0.825 0.632 | 0.895
I think it is important for me to wear luxury clothes. 0.803
I strive to purchase luxury products that make me feel attractive. 0.757
I think the image of luxury fashion brands aligns with my own image. 0.718
_— I believe the image of luxury fashion brands can reflect who I am. 0.756

I think purchasing luxury fashion products is closely related to my identity.

0.732 | 0.557 | 0.834

consistency

I can use luxury fashion products that match the image I want to show

to others. 0.779
I think using luxury fashion products can promote my personal growth. 0.751
I feel closer to my dreams and ideal self when I use luxury fashion products. ’
Self- I feel a sense of accomplishment when I use luxury fashion products. 0.733 0550 | 0.830
actualization | ] believe using luxury fashion products reflects my pursuit of personal 0732
progress and development.
I think using luxury fashion products can promote my personal growth. 0.749
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{Table 1> Continue

Fact
Factor Item AN L AVE | CR
loadings
I think I can effectively show my hobbies and style through luxury fashion 0.741
products. ’
I believe 1 can reveal my values to others through luxury fashion products.| 0.777
Self I think I can show my own image and identity through luxury fashion 0.751
ST | products. B 0.590 | 0.896
expression
I believe I can express my individuality through luxury fashion products. 0.777
I think I can convey information about myself to others without words
. 0.764
through luxury fashion products.
I strive to use luxury fashion products to convey the image I want to others. | 0.797
I pay close attention to my spending. 0.837
I strive to effectively achieve my long-term financial goals. 0.843
I carefully consider what I really need before shopping. 0.848
Self-
cofltrol I consider all possible outcomes before making a purchase decision. 0.835 | 0.710 | 0.945
I can resist temptation to achieve my budget goals. 0.852
I think setting goals related to spending is very important. 0.841
I take responsibility for my spending behavior. 0.842
I often compare my achievements in life with those of others. 0.782
When [ want to learn something new, I try to find out what others think. | 0.784
I am always very interested in comparing the way I do things with the 0.797
way others do. ’
I often compare the behavior of my loved ones (e.g., boyfriend, girlfriend, 0.813
or family members) with the behavior of others. o
I want to know how others would act in similar situations. 0.800
Social I am not the type to frequently compare myself with others. (reverse 0.769
comparison |item) ’ 0.595 | 0.942
orientation | When I want to know how I am doing, I compare my behavior with 0.720
that of others. ’
When I face similar problems as others, I often explore their ways of
. 0.766
thinking.
I enjoy sharing opinions and experiences with others. 0.711
I do not compare my situation with others.” (reverse item) 0.756
I often compare my social behaviors (e.g., social skills, popularity) with 0.780
those of others. ’
Before purchasing luxury fashion products, I need to know my friends’
. . 0.701
opinions about the brands or products I am considering.
) The type of people who buy the luxury fashion brands or products I am
Conspicuous L . - 0.729
] considering influences my purchase decisions.
consumption - - - 0.530 | 0.818
. What others think about the luxury fashion brands or products I use is
perce ption . . . 0.726
very important to my purchasing decisions.
I might buy certain luxury fashion brands or products to make a good 0.754

impression on others.
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{Table 1> Continue

Fact
Factor Item AN L AVE | CR
loadings
I might consider counterfeit products when choosing luxury fashion items.| 0.714
) Purghase I have a certain inclination to buy counterfeit products when selecting
intention of .. 0.690
7 |luxury fashion items.
counterfeit - — - - -
luxury There is a possibility that I will purchase counterfeit luxury fashion 0718 0.516 | 0.810
. products in the future. ’
fashion
goods Even if I buy genuine luxury fashion products, I have an open attitude 0.749
towards counterfeit ones. ’
I think purchasing counterfeit luxury fashion items is a financially
o 0.758
Perceived | Wworthwhile investment.
economic |l believe counterfeit luxury fashion items offer high value for money. 0.744 | 0.579 | 0.805
benefits |1 am generally satisfied with the price of these counterfeit luxury fashion 0.750
items. .
2HAAE A BE A el G(+)9 79 2. A7t BS
vk AdAACE FEEAY B gEEE 9
° g I8 EXF FA)A Znjelxle]
S S8 WS el AVEQel Ao A D Aok AR AR S AAF 24 DA
A%2 H2e A Table 2), BE W59 AVE Aol @ 549l 5 291 Aok EF4 A
el AF2ol ABAFRT 2A vehdr) 9 °ob A4, Aol Ad, Aok EH % Aok SAH
o] B BYwst HARS seld & gt of A 2wl HA= = ]
(Fornell & Larcker, 1981). 3 OF3AEAE AAET ol e A=
{Table 2> Results of the Discriminant Validity Analysis
M SD 1 2 3 4 5 6 7 8 9
1 3675 1.074 0.795
2 3631 1108  0.425** 0.746
3 3392 1160 0.366%*  0.531%* 0.742
4 3473 1161  0.357*%  0523%*  0.524** 0.768
5 3.605 1.138 -0.076 0.030 0.148** 0.048 0.843
6 3647 1.015 0.148**  0.263** = 0.406%*  0.384**  0.143%* 0.771
7 3840 0.982  0.521%*  0469**  0.402**  0451**  -0.101*  0.280** 0.728
3550  1.095  0.379**  0.567**  0.484**  0.496™* 0.109* 0.390**  0.493** 0.718
3565  1.087  0.295%%  0.353**F  0430%*  0.362%*  0.182**  0.379**  0.337**  0481** 0,773

Note: 1) Self-esteem, 2) Self-consistency, 3) Self-actualization, 4) Self-expression, 5) Self-control, 6) Social comparison
orientation, 7) Conspicuous consumption perception, 8) Purchase intention of counterfeit luxury fashion goods, 9)

Perceived economic benefits

*1X0.05, **1X0.01

The square root of the AVE value is expressed in bold in the table.

- 194 -



7ot id Aol HAIA Anlet Ax HE A AES] P wXE G
(Table 3> 2t} tF3 AL S AAS A% F 2) 7ol A AR £33 FAH &n] <Aste]
e 58.582(p=000) 2 Fo)a F3o0)olA AR A A 45‘ A e =dast
2 A9 ZoR yeut AR AR B AT Aol A 54N AA A 4] 4
= 39 AFL 5 A AR A5LE ALFEAT el BANA ALS A HlW Aol 2E AT
=9 Bo® ?%’3% Aol #AH 57499 57 89 St=AE AFet] flste 9A 4 51?1%*4% |
Ql Apob EF7k, Aok dA, Aol A™, Aot & AlSEATE ARSIE Bl Aol WFE AM|eh #d
# g Ao} %Xﬂe—*“'% HA1H AHE 394% A& d Apop EF3kA HAIA 4H < “ﬂ«] A ol A
Arsta ok Aotk AHE 549 5 209 A o] 248 9gE A5 AFH= (Table H3F 2ok
of T4k Aol A, Aok ¥, Aot A F HA, BY oA e ARSA Ml AR 03?'{}—%
Aot FAFo] HAH 2Bl W= G A & el A Afot i‘%—%“] T%/‘V# ZeH] Q14
Folmg das Btk FAHCE Ao} 57 o HAE FIFS TAEAoH, Apop EFE
(B8=.332, p=.000), Ao} EH(L=.191, p=.000), EAR{ORE Fn]sh oﬂﬁk(ﬁ 0521, X.001)=
Aob AT (F=177, p=000), Aot A (6= Btk o e AA AFEE fud £F
-105, p=.005), Ao} AA(5=102, p=.030)9 & (F(1,455) =169.227, pX.001) 2 EAEAY. Ed
o7 A A ’\HM] S WA ASE YERE 20l e 2d WEE ARSA b AP x2St
oo oldel ARE wwe R shd 141, 7H 1-2, of BAE e Ax, Edo Awygo] froy]
7bd 1-3, 7H4 14“‘ 7?“1 e B ZHFJJQO*E} Al S7ke ASE EAHATHAR=0.042, A
ofell thet A Ao wEW WFE LH|S A F=27903, xX.001). vpA =2, Bdl 3or= =
Aol EF Aol LA, Apopdd, A7 lEfﬂ H W Aol T 2E Wl A3 H]
& FAF 2HIYe fon g FAA FITFES T W AT A3AE s Frhetd £4& 186t
Ae ASRE UehEth v, Aop FAHS A ark AeAd g2 Fovld FFL=0.09, p=
A ZuQlAe fefvg B84 IS vAE A 017)& vetiion, 29 Aygo 714 F7tE
o8 FAHA SAHSE FoustATHAR?=0.009, AF=5.707,
p=017). o|8 3 A= A3 A vy Y FF
(Table 3> The Relationship Between Self-related Traits and Conspicuous Consumption Perception
Unstandardized Standardize
Dependent variable | Independent variable coefficient d coefficient t e
B s.e B
(Constant) 1.627 0.192 8.450 0.000%**
Self-esteem 0.303 0.038 0.332 7.920 0.000%**
Conspicuous Self-consistency 0.157 0.042 0.177 3.742 0.000%**
consumption — -
perception Self-actualization 0.087 0.040 0.102 2173 0.030*
Self-expression 0.162 0.039 0.191 4.145 0.000%***
Self-control -0.091 0.032 -0.105 -2.803 0.005**

R?= 394, F=58582, p=.000

#4p00,001, **p(0.01, #2005
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{Table 4> The Moderating Effect of Social Comparison Orientation on Self-esteem and Conspicuous Consumption

Perception
Model 1 Model 2 Model 3
B(t) B(t) p B(t) P
0.521%** 0.490%** 0.496**
Self-esteem (13.009) 000 (12.460) 000 (12.655) 000
0.208%** 0.2207%**
ial i i i ; .000 ) .000
Social comparison orientation (5.282) (5.571)
Self-esteem x Social comparison 0.094* 017
orientation (2.389) ’
R? 0.271 0.313 0.322
AR? 0.271 0.042 0.009
F (1.455) =169.227, F (2.454) =103.568, F (3.453) =71.664,
F Value
»=0.000 »=0.000 »=0.000

Note: AF values for model comparisons: Model 1 -2=19.068(€.001), Model 2 - 3=4.077(p=.017)

4% p<0.001, *0.05

o met Aol EEFzol HAH Ll Qe v)A
2 9Fel A7 feuE Aol 9&E us
HEAG G e WP AIY WE 4
ol Aok EFH} HAF 2 Q14 Aole]
AE FRHoE 2AVtE A% et g
A AR 0 gl FBSS WE 299 B

H o7l

’

£37 AAH av A8 § 2
D

7Hd 2-10] A==k

AEAR T

ABA vl el WE Avle BEE Aol

BT FAH 2]
2 Azd A%e

<

A47E BAGIA ) 2 o
Table 5)%F 2t} 94, 2Y
ABH ML AR GFS AT e

{Table 5> The Moderating Effect of Social Comparison Orientation on Self-consistency and Conspicuous Consumption

Perception
Model 1 Model 2 Model 3
B(t) )g B(t) p B(t) 2
. 0.469%** 0.425%** 0,439+
Self-consistency (11.332) .000 (10.060) .000 (9.732) .000
. . . . 0.168%** 0.197%**
Social comparison orientation (3.983) .000 (4.690) .000
Self-consistency x Social 0.169%** 000
comparison orientation (4.134) ’
R? 0.220 0.246 0.274
AR? 0.220 0.026 0.028
F (1.455) =128.412, F (2.454) =74.238, F (3,453) =56.942,
F Value
»=0.000 »=0.000 »=0.000

Note: AF values for model comparisons: Model 1 -2=15.868(<.001), Model 2 - 3=17.088(p=.017)

4% X0.001
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(Table 6> The Moderating Effect of Social Comparison Orientation on Self-actualization and Conspicuous Consumption

Perception
Model 1 Model 2 Model 3
B(t) )g B(t) p B(t) P
L 0.402%** 0.346%** 035475
Self-actualization (9.376) .000 (7.423) .000 (7583) .000
. . . . 0.140%* 0.164**

Social comparison orientation (2.999) .003 (3.394) .001
Self-actualization x Social 0.082 070
comparison orientation (1.816) ’

R? 0.162 0.178 0.184
AR? 0.162 0.016 0.006
F value F (1.455) =87.902, F (2.454) =49.220, F (3,453) =34.079,
»=0.000 »=0.000 »=0.000

Note: AF values for model comparisons: Model 1 -2=8.993(p=.003), Model 2 - 3=3.298(p=.070)

4% <0.001, **2X0.01
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(Table 7> The Moderating Effect of Social Comparison Orientation on Self-expression and Conspicuous Consumption

Perception
Model 1 Model 2 Model 3
B(t) )g B(t) p B(t) 2
. 0.451%** 0.403%** 0.421%**
Self-expression (10.778) .000 (8.953) .000 (9.183) .000
. . . . 0.125%* 0.144**

Social comparison orientation (2.785) .006 (3.141) 002
Self-expression x Social 0.085 055
comparison orientation (1.921) ’

R? 0.203 0.217 0.223
AR? 0.203 0.014 0.006
F value F (1.455) =116.155, F (2.454) =62.819, F (3,453) =43.357,
»=0.000 »=0.000 »=0.000

Note: AF values for model comparisons: Model 1 -2=7.758(p=.006), Model 2 - 3=3.689(p=.055)

4% <0.001, **2X0.01
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{Table 8> The Moderating Effect of Social Comparison Orientation on Self-control and Conspicuous Consumption

Perception
Model 1 Model 2 Model 3
B(t) D B(t) P B(t) D
-0.101* -0.144** -0.149**
Self-control (-2.158) 031 (-3.194) .002 (-3.308) .001
0.301%** 0.289%**
ial i i i ) 000 ; .000
Social comparison orientation (6.680) R (6.390)
Self-control * Social comparison -0.093* 040
orientation (-2.064) ’
R? 0.010 0.099 0.107
AR? 0.010 0.001 0.008
F (1,455) =4.656, F (2,454) =24.862, F (3.453) =18.113,
F value
»=0.031 »=0.000 p»=0.000

Note: AF values for model comparisons: Model 1 -2=44.621(p<.001)

0,001, **p<0.01, *p<0.05
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{Table 9> The Relationship Between Conspicuous Consumption Perception and Purchase Intention of Counterfeit Luxury

Fashion Goods

Unstandardized Standardized
Dependent variable Independent variable coefficient s.e coefficient t D
B B
Purchase intention of (Constant) 1.439 0.180 7.980 0.000%**
counterfeit luxury fashion i ¥
Conspicuous 0.325 0.046 0.493 12,082 | 0.000%**
goods consumption perception
R?= 243, F=145.965, p=.000
% p(0.001
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{Table 10> Bootstrapping Results of Perceived Economic Benefits as a Mediator

Type Effect Boot SE BootLLCI BootULCI
Total effect 0.550 0.046 0.460 0.639
Direct effect 0.416 0.045 0.329 0.504

Indirect effect 0.133 0.024 0.091 0.187
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Ago] AEFS o FEHolA 7HA e HdYoR HOR oFd F v FRI AXEE AT
A A soF gt wdh AF i A WA s ot 58], ol8d Ades AHAEC] X HES
gk dEe FAHCE FHte] AN|AEC] Adelete 2229 ded Frlek AAA 2ds
BAA e AT F JAeF &of drt o Agste] AR o RN, AuA PF At F&
ol HAA 2H IS AF TR ooA = & 7l E Foh ole 91X WEF 7uiet BdEd
5 frsty, fx HE FiE =Y 7 U A A g A 2cle AeadS ol )
ojtt. Eae T, anae WE AlF ) F70e o
2 A7 =4 "]*Pﬁ% o3 2T AA, gk o] &4 olelE AsAE 5 Utk
Zpob W3 Aol #HH SAdo] 4] FFol A Ao A F& Aol ok Al
= 9% E’“ﬂoi”ﬂ oA gF A7l T2 o 2ok AA, B AT 28 F5 AHA
g g 7S Ssinh 53], Aol £ A &2 FAH glef, A Z2AES dE =7 &
of ¥, Aot Ad, Aol BH, Ao} FAHA HIREo Al dRtstely] ofdr. &% AFelA e
22 Aob FHH EA S0l HAF AH] A W teFet kel A9 AHAES EIe 2ES
HotA A4 e AHeAeH, ole Ao} ggste] A7 Ao dwrstE =9 227t 3
Mol AuAFEe] AFoly BAES HE sy o EA, £ A7 g9 A7 AAE AREHe
AbEskE A A 9ES dte AMEE AlAL AAF L HolHE FRTh o= ARt wE
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F ARl AEH e Fete HEE FUL £ ol A7kl wE wste) ol AAE Bk ¥
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