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Abstract While the growth of global luxury market is slowing down, the luxury market in China
continues to increase. The consumers in their 20s and 30s in China are likely to consume luxury goods
and lead the luxury market. This study explores consumers in their 20s and 30s in China, and examines
the relationship between purchase motivation and purchase intention of luxury goods. To understand
symbolic consumption, this study presents a concept of ritualization and explore the relationship
between ritualization and consumer behavior in the situation of using luxury goods. As a result, purchase
motivation had a positive effect on purchase intention of luxury goods. The mediating effect of
ritualization between purchase motivations and purchase intention of luxury goods was found
significant. Purchase motivation was divided into social and personal motivations. Ritualization found
fully mediating between social motivation and purchase intention while partly mediating between
personal motivation and purchase intention. Lastly, the moderating effect of social-face sensitivity has

no significant effect on the relationship between purchase motivation and purchase intention.
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Fig. 1. Research Model
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