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The Influence of Brand Awareness on the Purchase Intention of
Luxury Goods — the Moderating Function of Brand Familiarity
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Abstract: With the improvement of luxury consumption ability and existing ubiquitous counterfeits of in-
ternational luxury goods in China, the opportunity is provided to the niche customized luxury goods and
the luxury goods companies that are looking to enter the Chinese market, which are unfamiliar to most of
the consumers. This study explored the interaction effect of brand familiarity and brand consciousness on
the luxury goods which are unfamiliar to others. As the results showed, there was an interaction effect be-
tween brand familiarity and brand consciousness. High conscious consumers had higher purchase intention
than the low ones when the familiarity was high, whereas there was no difference between different con-
scious consumers when the familiarity was low.
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