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The Influencing Factors of Consumer Purchase Intention for
Luxury Brand Digital Collection
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(Gemmological Institute , China University of Geosciences , Wuhan 430074, China)

Abstract: Since 2021, the concept of metaverse began to rise, digital collections on blockchain
have become the focus of attention in both academia and industry. From an empirical perspective,
this paper addresses the development status quo of the digital collections of luxury brands
and combines the empirical studies of some research scholars, puts forward the research
hypothesis of this paper, and on the basis of which a questionnaire scale is designed to analyze the
relevant factors affecting the purchase intention of consumers of digital collections of luxury
brands. A total of 556 valid questionnaires were recovered, and descriptive analysis, reliability
analysis, correlation analysis, regression analysis and difference analysis were conducted by
SPSS26. 0. The results show that the higher the reliability of the distribution platform, the

better the quality of the luxury brand digital collections, the better the feeling of using the
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distribution platform, the higher the recognition of the luxury brand, and the more the added

value of the digital collections of the luxury brand meet the consumers’ needs, the more

effective it is to increase the consumers’ purchase intention. This study combines the results of

related studies provide theoretical basis and practical suggestions for the development of

digital collection consumers, digital collection distribution platforms and luxury brands.

Keywords: luxury brand; digital collection; NFT; digital collection platform; consumer pur-

chase intention
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Fig. 1 The influence model of consumer purchase

intention for luxury brand digital collection
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Table 1 Reliability test results of variables
25 B B Xﬂ‘ﬂj Cronbfch «
it H £ R
KATF Gl FEE 7 0.873
RATF 6 Az 5 0. 861
AL i bl BT 5 0.857
F A% i it BT i 5 6 0. 839
AL il it B R T {E 5 0. 846
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h i R i BT 9 1R 4 BE 6 A R R UE A
70k IE AR BIF Y A2 R AT RO e B, B et AT
KMO FIELREFRE AL 56 B AR S R AN 3R 2 s .
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Table 2 KMO and Bartlett test of sphericity
O o 1 A B O 2 3 KMO BRI ) P A %
iR i 7 442. 381
H 435 0. 940
T 0. 000

M 2 sl LIt KMO M 0. 940, P13 %
S G AT T4 AT . BRI Z b, U RR R R
BRIV BEAG6 1)  2E HEME SR p = 0.000 <C 0. 05,
BRI AR BB AE 26, [R) A 158 W1 A8 £ 22 TR LA AH G
WA i, T pr g Rk 3 s,
23 ATHNL R 5 AN BT R 2 R
60.53% > 60%.

A BN B W BUE S A SPSS 430 s 153 3
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Table 3 Explanation rate of the total variance

o WU RHAE (S R B A e - 75 Jike % 4 e ~F- J7 I
it mEES BB/ % MBIt mEEg BB % MBIt mEES BE/%
1 8. 904 31.799 31.799 8. 904 31.799 31.799 4.100 14. 642 14. 642
2 2.685 9. 588 41. 387 2.685 9.588 41. 387 3.456 12. 344 26.987
3 2.120 7.571 48.959 2.120 7.571 48.959 3.280 11.716 38.702
4 1. 857 6.632 55.590 1.857 6.632 55.590 3.199 11.423 50. 126
) 1. 382 4,935 60. 525 1.382 4.935 60. 525 2.912 10. 399 60. 525
6 0. 750 2.680 63. 205
7 0. 664 2.373 65.578
8 0. 647 2.312 67.890
9 0.614 2.192 70.082
10 0.579 2.068 72.150
11 0.570 2.036 74.186
12 0. 554 1. 980 76.165
13 0.523 1. 867 78.033
14 0.514 1. 836 79. 869
15 0.503 1.796 81.666
16 0. 487 1.739 83.404
17 0.473 1. 690 85. 094
18 0. 458 1.637 86. 731
19 0.424 1.514 88. 245
20 0.418 1. 494 89. 739
21 0. 408 1. 456 91.195
22 0.392 1.402 92.597
23 0.372 1.328 93.924
24 0. 369 1. 318 95. 243
25 0. 357 1.272 96.517
26 0. 341 1.220 97.736
27 0.323 1. 154 98. 890
28 0.311 1.110 100. 000
x4 FEEDINIER
Table 4 Rotation analysis matrix
Hy1 HWrz2 BH¥3 HFr4 BHTFS5 HWy1 BWrz BH¥3 KH¥r4 BHTFS
A3 0.751 B3 0. 764
A7 0. 744 Bl 0.758
A6 0.73 B2 0. 747
Al 0.708 B4 0.729
A8 0. 704 C3 0.779
A2 0.703 C4 0.774
A4 0.699 C2 0. 747
D6 0.734 C5 0.739
D1 0.722 Cl 0. 693
D4 0.709 E5 0.763
D2 0.702 E2 0.711
D5 0.697 E3 0.68
D3 0. 681 E4 0.661
B5 0.722 El 0.661
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Table 5 Correlation analysis between influencing

factors and purchase intention
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Table 6 Summary of the model for influencing factors and purchase intention of luxury brand digital collections
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Table 7 Regression analysis of influencing factors and purchase intention
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