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With the coming of aging and informatization at the same time, the status and 

share of the elderly in online consumer market have been continuously improved. The 

structure of the market has also changed greatly, so the problems, disadvantages, risks 

and unpredictable factors in the transaction between the elderly and the online shopping 

platforms would bring many tests to social management. In the context of new social 

development, the study of the consumption behavior of the elderly through online 

shopping can not only provide a theoretical basis for online sales enterprises to improve 

their industry services, but also provide valuable suggestions to meet the living needs 

of the elderly and improve their quality of life. 

Based on the reality, online sales enterprises and government regulators should 

not only pay attention to the scale and potential of future elderly market, but also to the 

risks and influencing factors of online shopping behaviors. Therefore, this paper would 

construct SEM equation structure model to study the online consumption behavior of 

Chinese elderly groups which will base on the empirical analysis of the influencing 

factors of online consumption behaviors of Chinese elderly groups under compensatory 

consumption intention, mainly the independent variables in the model (behavior 

attitude, subjective norms, perceived behavior control) A confirmatory study was 

conducted on the influence relationship between moderating variables (self-esteem 

threat, lack of sense of belonging, lack of control), intermediary variables 

(compensatory consumption motivation), dependent variables (compensatory 

consumption behavior) and other variables. The SPSS statistical analysis tool was used 

to verify whether or not the relationship between variables has a significant impact on 

the online consumption behavior of the elderly. Through the results of this study, some 

suggestions could be put forward for online sales enterprises and relevant government 

 



 iv 

departments. The empirical research results of this paper have important practical 

significance and academic values that can provide relevant theoretical basis and 

decision-making reference for the future decision of online sales enterprises and the 

rational online consumption of the elderly. 
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CHAPTER 1 

 

INTRODUCTION 

 

1.1 Background Introduction 

1.1.1 Realistic Background 

With the increase of fertility and life expectancy, aging is not only a universal 

phenomenon in the world, but also a severe social problem faced by major countries. 

According to the data of China's seventh population census, in 2020, China's 

population over the age of 60 was 264.02 million, accounting for 18.70%, of which 

the population over the age of 65 was 190.64 million, accounting for 13.5%. The 

proportion of the elderly aged over 60 increased by 8.4 percentage points over 2000 

and 5.4 percentage points over 2010. The growth rate in the latter 10 years was 

significantly higher than that in the previous 10 years (data source: China National 

Bureau of Statistics, May 2021). From the perspective of development trend, China's 

population aging speed and scale were unprecedented. In 2019, China's population 

aged 65 and over accounted for 12.6%. In 2022, China would enter a deep aging 

society accounting for more than 14%. Around 2033, China would enter a super aging 

society accounting for more than 20%, and then would continue to rise rapidly to 

about 35% in 2060. However, due to the long-term implementation of family planning 

in China, the aging rate was unprecedented. In 2019, China's population aged 65 and 

over had reached 176 million, which was expected to reach 376 million by 2050 and 

reached a peak of 414 million by 2058. At that time, there would be approximately 

one elderly person aged 65 and over in every three Chinese people. Moreover, the 

problem of aging would become increasingly prominent. In 2019, there were more 

than 32 million elderly people aged 80 and over in China which was accounting for 

2.3% (data source: Evergrande Research Institute, June 2020). 
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With the rapid growth of the elderly population, the consumption demand of 

the elderly would continue to increase. At the same time, we could also see that there 

are many differences in the consumption behavior of the elderly, and the consumption 

market of the elderly had great potential. At present, although the market for the 

elderly had been developed, the needs of the elderly were still not fully met. Due to 

people's wrong views on age in the past, the elderly consumer market had just started 

(Szmigin & Carrigan, 2001). According to the data released by the Ministry of Civil 

Affairs of PRC, the results of the fourth sampling survey on the living conditions of 

urban and rural elderly in China showed that the annual per capita income of urban 

elderly in China had reached 23930 CNY, the annual per capita income of rural elderly 

had reached 7621 CNY, and the economic situation of the elderly had been improved 

(data source: website of the Ministry of Civil Affairs of PRC, October 2016). 

According to the report on the development of China's aging industry released by the 

National Working Commission on Aging, the consumption potential of China's 

middle-aged and elderly people would increase from 4 trillion CNY to about 106 

trillion CNY from 2014 to 2050, accounting for 33% of GDP. It would become the 

country with the largest market potential of the global aging industry (data source: 

Blue Book on Aging - China Aging Industry Development Report (2014), the Social 

Sciences Academic Press, 2014). Alibaba released an online consumption upgrading 

data of silver haired people in October 2018, which defined middle-aged and elderly 

people over 50 as "silver haired people". According to the survey data, the number of 

silver haired people users in Taobao.com and Tmall.com had increased by 1.6 times in 

the past three years. Among them, the shopping frequency of "11.11" for groups over 

60 had doubled in three years, the expenditure of silver haired people on medical 

beauty was 4.4 times that of last year, and the consumption of silver haired people's 

tooth protection products had increased nearly twice that of last year. With the rapid 

popularization of mobile Internet, "silver haired network economy" was accelerating 

its development, giving birth to a large wave of "new elderly" who closely followed 

the trend of the times. These "new old people" were no longer the uncle and aunt who 

stroll the vegetable market and bought health products in the traditional concept but 

appear in the image of Internet talent (data source: Alibaba.com, October 2018). 

According to the online life consumption data report released by JD.com in June 2019, 
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the number of elderly Internet users had increased by 130% since 2012. The speed of 

elderly people's access to the Internet was 1.6 times that of the overall popularity of 

mobile Internet. The online sales of elderly people over 60 in 2018 increased by more 

than 65% compared with 2017. More and more elderly people bought convenience 

food, medical supplies and supermarket supplies through mobile phones (data source: 

JD.com, June 2019). 

Therefore, starting from the analysis of the online shopping consumption 

preferences of the elderly, we could deeply understand the compensatory consumption 

intention of the elderly, and analyze the influencing and restrictive factors of online 

consumption behavior in detail. Provide valuable suggestions for the development, 

improvement and sublimation of the elderly online consumer market. It has become 

an important practical problem to meet the growing living needs of the elderly. Based 

on the background of this realistic demand, research on how to improve the online 

consumption behavior of the elderly and how to speed up the development of online 

sales enterprises has become a research hotspot in the academic circles. This research 

is based on this status quo, and scientific research work is carried out. 

 

1.1.2 Theoretical Background 

In recent years, researchers have studied the compensatory consumption 

behavior of different groups from a broad demographic category. For example, 

Abdalla and Zambaldi (2016) conducted research on compensatory consumption 

behavior of Brazilian young people who had not been out of poverty for a long time, 

and Ryabov (2016) conducted research on compensatory consumption behavior of 

American Hispanic population, which all proved the existence of compensatory 

consumption behavior. Compensatory consumption behavior has wide adaptability 

and is not limited by gender, country, nationality, economic status and other factors.  

Compensatory consumption behaviors of individuals or groups included emotional 

repair, self-gifts purchase, impulse purchase, forced purchase, addictive consumption, 

conspicuous consumption, etc. (Sukhdev & Shallu, 2013). Other researchers listed 

self-expression consumption, conspicuous consumption, status symbolic consumption 

and intelligence enhancement consumption (J. Lee & Shrum, 2012). It could be seen 

that people's compensatory consumption behavior has many manifestations. The 
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essence of compensatory consumption behavior is that consumers make up for the 

lack of psychology or the threat to their self-concept through consumption behavior. 

Compared with the functional value of consumption objects, compensatory 

consumption behavior regards consumption as an alternative means and tool to make 

up for the lack of psychological needs and reduce or transfer the threat of self-concept. 

Therefore, many researchers have introduced the perspective of compensatory 

motivation to explain it from the perspective of psychological research (Rucker & 

Galinsky, 2009). 

Research on compensatory consumption showed that the starting point of some 

consumption behaviors was not a specific objective consumption demand, but because 

consumers' self-concept was threatened or some psychological deficiency need to be 

made up (Rucker & Galinsky, 2009; Sivanathan & Pettit, 2010). Generally speaking, 

people always expected to maintain a more positive and positive psychological state. 

When self-concept was threatened or destroyed by the outside world, individuals 

usually chose to repair or improve self-concept (Tesser, 1988). Therefore, referring to 

the research of previous scholars, this paper defines compensatory consumption as the 

consumption behavior of individuals in order to make up for the lack of psychological 

needs or the threat of self-concept. In consumer social activities, consumer behavior is 

not only an important way of expression, but also an important means of individual 

image management and self-comfort. Through consumption, individuals could 

compensate for threatened or hurt self-concept. It could be seen that compensatory 

consumption behavior starts from the threat of self-concept, regards consumption as a 

means of compensation, pays attention to the compensation effect of consumption 

behavior on consumers' psychology, and emphasizes the interaction between the 

fluctuation of consumers' self-concept and consumption behavior. Combing the 

literature, it is found that in the existing studies, why are the manifestations and 

influence mechanisms of compensatory consumption behavior so obviously different 

under the influence of social exclusion? What is the impact of individual differences 

on symbolic compensation consumption? What Inner fluctuations would the socially 

excluded individuals face, which would lead to their symbolic compensatory 

consumption behavior? Such as these issues have become the focus of academic 

research, with fruitful results. However, what is the impact of behavior and attitude on 
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compensatory consumption motivation? What is the intermediary effect of 

compensatory consumption motivation between subjective norms and compensatory 

consumption behavior? Does self-esteem threat, lack of sense of belonging and lack of 

control play a moderating role between behavior attitude and compensatory 

consumption motivation? The research on these problems is still a blank. Therefore, 

based on the above problems, the influencing factors of compensatory consumption 

motivation in the shopping behavior of the elderly still need to be further studied, 

especially the research on compensatory consumption motivation as an intermediary 

variable is still a blank in the academic circle. This paper would conduct in-depth 

theoretical analysis and precise experimental design in the next research, in order to 

answer these questions, provide more perfect theoretical support for the research of 

compensatory consumption, and draw effective enlightenment from marketing 

practice. 

 

1.2 Problem Statement 

Through combing the previous studies, it was found that when individuals lack 

psychological needs or their self-concept was threatened, they would carry out 

compensatory consumption behavior, which was common. For example, J. Lee and 

Shrum (2012) mentioned that when consumers were socially excluded, they might not 

only choose products that could symbolize the identity of the group, but also increase 

conspicuous consumption that reflects wealth, identity and status. The reason for this 

behavior difference was that consumers were subject to different types of social 

exclusion. L. Gao, Wheeler, and Shiv (2009) found that when the intelligence level of 

consumers was threatened, they were more willing to choose products that could 

improve self-confidence and intelligence. Previous studies of compensatory 

consumption behavior which focused on individuals' self-enhancement (such as 

power, ability, intelligence, control, etc.), openness (such as freedom, passion, 

enthusiasm, etc.), conservation (such as health, social order, etc.) and self -

transcendence (such as friendship, compassion, etc.) are threatened. According to the 

research findings of Arndt, Solomon, Kasser, and Sheldon (2004); Rindfleisch and 

Burroughs (2004); (2012); Ward and Broniarczyk (2011); Twenge, Baumeister, 
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DeWall, Ciarocco, and Bartels (2007) and other scholars, the current research on 

compensatory consumption mainly focused on single situations such as lack of control 

and social exclusion, or prisoners, low-class, college students, women and the elderly 

such as the specific groups of compensatory consumption behavior. 

Williams (2007) proposed in the demand threat model that human needs could 

be divided into relationship needs and effectiveness needs. When the relationship 

demand was threatened, individuals would show friendliness and engage in prosocial 

behavior, while when the efficiency demand was threatened, they were more inclined 

to engage in antisocial behavior and conspicuous consumption. Among them, J. Lee 

and Shrum (2012); Williams (2007) found that individual self-esteem and sense of 

belonging belonged to relationship needs, and sense of control belonged to efficacy 

needs. Combined with the different characteristics of experiential purchase and 

physical purchase, experiential purchase could better meet the basic psychological 

needs of individuals, especially the needs of relationships. The attributes of goods in 

physical purchase were easier to compare, and could more directly reflect the 

individual's status, wealth and identity. Some scholars also put forward that 

conspicuous consumption was the purchase behavior of visual goods, that was 

physical products. For example, N. L. Mead, Baumeister, Stillman, Rawn, and Vohs 

(2011) found that when consumers lacked a sense of belonging, they carried out herd 

consumption behavior in order to obtain the attention and recognition of others and 

improve interpersonal relationships. Enhancing a sense of belonging would change 

consumers' consumption intention. Rucker et al. (2012) believed that in order to attract 

others' attention, individuated with a lack of sense of power had a higher willingness 

to pay for products with beautiful appearance but no use function, which reflected that 

consumer with a lack of sense of power often needed to obtain a subjective sense of 

belonging through consumption. 

Previous research results showed that when individuals lacked psychological 

needs or their self-concept was threatened, they would carry out compensatory 

consumption behavior, and compensatory consumption behavior was common. With 

the rapid development of economy and the popularity of online shopping, some 

elderly people are driven by compensatory consumption psychology and have a strong 

willingness to buy goods through the Internet. Some products sold through the Internet 
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have become the objects of irrational consumption of the elderly. The illegal act of 

selling fake and shoddy goods on the Internet has deeply hurt the elderly. Individual 

bad businesses seize the poor prevention consciousness and easily deceived 

consumption psychology of the elderly, which makes the elderly fall into blind and 

impulsive irrational consumption behavior in the process of compensatory 

consumption, which not only condones the illegal act of bad businesses repeatedly 

setting consumption traps, but also causes economic losses to the elderly. It cast a 

psychological shadow on later life of the elderly. 

To sum up, by combing the research results of previous scholars, it is found 

that there are extensive studies on the constituent elements of compensatory 

consumption intention in terms of sense of belonging, sense of control and self-esteem 

threat. However, many scholars focused on the research that the relationship between 

the sense of belonging, sense of control, self-esteem threat and the formation of the 

constituent elements of compensatory consumption intention was a direct effect or 

indirect effect, but there were not many research results on the moderating effect. 

Therefore, whether the sense of belonging, sense of control and self-esteem threat play 

a moderating role in the mechanism relationship between compensatory consumption 

intention and its constituent elements is worthy of further exploration in this study. 

 

1.3 Research Objective 

Relevant literature shows that there have been many achievements in academic 

circles on how to improve corporate image and safeguard the consumption rights and 

interests of the elderly. They have described the theories of shopping experience, after-

sales service, perceived value and satisfaction of online consumption. However, in 

many studies, no scholars have found that there are not many research results on the 

confirmatory research of these variables, especially from the perspective of 

compensatory consumption psychology, taking behavior attitude, subjective norms 

and perceived behavior control as independent variables, compensatory consumption 

motivation as intermediary variables and compensatory consumption behavior as 

dependent variables. The influencing factors in this aspect have not been fully proved 

by empirical evidence.  
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The research results and relevant data of previous scholars showed that the 

shopping behavior of the elderly in China through online consumption had become the 

trend of economic development, but how to improve the level of after-sales service, 

improve product quality and promote the online consumption of the elderly had 

become the focus of academic attention. (Report on the development of elderly online 

consumption, domestic trade information center of China international e-commerce 

center and JD Strategic Research Institute, December 2017). According to the data 

investigation and analysis, there are many problems in the current situation of online 

shopping for the elderly in society, mainly reflected in the following aspects. 

The first is the problem of security. As a vulnerable group, the elderly has a 

relatively weak ability to identify things, especially based on the Internet. There are 

good and bad merchants, which brings great trouble to customers, especially the 

elderly. Some elderly people with poor vigilance were cheated. They not only didn't 

get what they wanted, but also their money was taken away, which could be described 

as empty of property (Hongxin Li & Li, 2012). 

The second is the problem of skills. As the elderly, due to the limitations of 

physiological conditions, old age, blurred vision and poor memory had become the 

reasons that hinder the elderly from surfing the Internet. Because the elderly did not 

understand online shopping, they would encounter various problems,  such as not 

registering, not paying, unfamiliar with the transaction process, etc. (Hongxin Li & Li, 

2012). Most elderly groups knew little about new online media and new forms of 

online consumption. They thought that the operating procedures of online shopping 

were too complex, had low ability to operate the Internet, and could not be proficient 

or even used computers and networks. Some shopping websites were too complex to 

use and there were too many professional terms on the websites. For elderly consumers 

who did not have a certain network foundation, it was difficult to use these websites 

for shopping without understanding the functions of these websites (W. Qin & Yang, 

2017). 

The third is the problem of communication. In online shopping, the complexity 

of transaction operation has also become the most concerned problem of the elderly, 

which affects the elderly's interest in online shopping. The convenience of information 

acquisition has become a concern of the elderly in the process of information query, 
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and it is also an important factor affecting their network information query. The 

biggest obstacle for the elderly in online consumption was that online consumption 

was not convenient for the elderly. The knowledge level of many elderly people was 

not very high. At the same time, due to their physiological characteristics, the elderly 

was older and slow in response. When online consumption, simplicity has also become 

an important factor affecting the online consumption of elderly groups (D. Wang, Zuo, 

& Li, 2015). 

The last is the problem of marketing. Suppliers fail to fully understand the 

actual needs and consumption characteristics of middle-aged and elderly consumers, 

and there is a fluke mentality. Products or services are shoddy, laying hidden dangers 

for the development of online consumer market of middle-aged and elderly products. 

Merchants believed that the middle-aged and elderly products were relatively simple 

compared with other products sold online and did not adopt corresponding marketing 

meant or strategies for online marketing (W. Li, 2017). 

Based on this, the main purpose of this study is to understand the problems 

faced by the online platform commodity sales and the demand methods and 

information asymmetry of the elderly in online shoppers. Provide decision-making 

basis for product sales for industries and businesses. And provide theoretical basis and 

decision-making reference for the elderly to conduct healthy online shopping behavior. 

First, improve the security of online shopping for the elderly. The government 

should improve relevant laws and regulations as soon as possible and standardize the 

transaction process of online shopping sellers, trading platforms and consumers. For 

example, extending the management timeliness of the transaction chain means that the 

contract is established when the consumer places an order. These terms should be 

standardized and enforced by government departments. At the same time, the elderly 

should enhance their personal safety awareness and consumers' self -protection 

awareness. When shopping online, try to choose online stores and trading platforms 

with certain qualifications and popularity. During the transaction, the elderly should 

communicate with the seller to fully understand the seller's integrity and commodity 

information. Try to use Alipay, WeChat Pay and other third-party platforms with 

security to carry out online payment. Try to adopt the settlement method of cash on 

delivery and choose a formal logistics company. 
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Second, improve the use skills of online shopping of the elderly. The 

government and social organizations could set up professional institutions to provide 

guidance and help for the elderly on the Internet. At present, the university for the 

elderly is the best carrier, because the university for the elderly is a non-profit 

institution that provides entertainment and other activities for the elderly in their later 

life. The elderly could study here and make more friends, so as to sweep away their 

loneliness and emptiness. With the rise and development of the Internet, the Internet 

for the elderly has become a trend and a relatively new topic among the elderly, so 

various online training courses came into being. The elderly could learn basic 

knowledge of online operation and online shopping here. Teachers could also tell them 

some common sense of online shopping and how to prevent being cheated. 

Third, improve the communication and interaction of online shopping for the 

elderly. The humanized design and construction of online shopping platform should be 

strengthened. The development of science and technology is to liberate people's hands. 

With the continuous innovation of new technology and the continuous upgrading of 

equipment, online shopping has become a more and more convenient way of shopping. 

In the era of big data, through technical means, more and more in-depth research on 

the preferences and habits of network users could quickly lock the preferences of 

consumers, so as to recommend goods and services more suitable for consumers, 

make the interaction between people and machines more humanized, reduce 

transaction links, strengthen safety management and deliver goods to the door quickly, 

let online shopping without leaving home become the first choice for the elderly. 

Finally, change the marketing problem of online shopping sellers for the 

elderly. Establish an objective and perfect seller and commodity evaluation system. 

Consumers would browse the evaluation of previous customers before purchasing 

products. Some businesses would use illegal means to improve the evaluation of their 

products, resulting in consumers unable to obtain objective and real shopping 

evaluation when purchasing products. Therefore, while the online shopping platform 

needs to strengthen the supervision of merchants, merchants themselves should 

improve their product quality and provide customers with high-quality and low-cost 

products, so as to obtain good evaluation from customers. 
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1.4 Research Questions 

The research results and relevant data of previous scholars show that Chinese 

scholars have made great achievements in studying the online consumption behavior 

of the elderly. However, under the compensatory consumption intention, there is still a 

lack of research on how to affect the consumption intention and consumption behavior 

of the elderly. Although many literatures in this field have described the theories of 

self-esteem threat, lack of sense of belonging, lack of sense of control and so on . 

However, there are obvious gaps in knowledge and theory in the existing research, and 

the research is not deep enough. Therefore, the main research questions of this paper 

focus on the following two aspects. 

First, previous scholars have discussed individual characteristics in terms of 

age, consumption behavior, income level, etc., indicating that individual characteristics 

would have an impact on online shopping behavior. Therefore, whether individual 

characteristics would have an effect on the online consumption behavior of the elderly 

from the perspective of compensatory consumption is one of the contents of this study. 

Second, previous scholars have studied the safety risks, consumer behavior 

attitudes, perceived behavior control and other psychological factors in consumers 

participating in online shopping. Therefore, it is also one of the research contents of 

this paper whether there is a certain mechanism influencing relationship between the 

components of compensatory consumption intention and consumption motivation and 

consumption behavior. 

To sum up, the specific problems of this study are as follows: 

1)  Explore the influence of behavior attitude and its constituent 

elements on compensatory consumption motivation. 

2)  Explore the impact of subjective norms and their constituent 

elements on compensatory consumption motivation. 

3)  Explore the influence of perceived behavior control and its 

constituent elements on compensatory consumption motivation. 

4)  Explore the impact of compensatory consumption motivation on 

compensatory consumption behavior. 

  



 12 

5)  Explore the intermediary effect of compensatory consumption 

motivation between behavior attitude and its constituent elements and compensatory 

consumption behavior. 

6)  Explore the intermediary effect of compensatory consumption 

motivation between subjective norms and their constituent elements and compensatory 

consumption behavior. 

7)  Explore the intermediary effect of compensatory consumption 

motivation between perceived behavior control and its constituent elements and 

compensatory consumption behavior. 

8)  Explore the Moderating effects of self-esteem threat, lack of sense of 

belonging and lack of control. 

 

1.5 Research Significance 

1.5.1 Theoretical Significance 

Through the Chinese database and Google academic database, the author 

consulted a large number of literatures, investigated and collected relevant information 

on the Internet. After analysis, the author found that there were many research results 

on compensatory consumption intention and its constituent elements in the academic 

community. However, from the perspective of compensatory consumption intention, 

there is still a research gap to explore the mechanism relationship between behavior 

attitude, subjective norms, perceived behavior control and its constituent elements and 

compensatory consumption motivation and compensatory consumption behavior. 

Therefore, on the basis of combing and summarizing the relevant literature, this paper 

constructs a research model with behavior attitude, subjective norms and perceived 

behavior control as independent variables, compensatory consumption motivation as 

intermediary variables, compensatory consumption behavior as dependent variables, 

self-esteem threat, lack of sense of belonging and lack of sense of control as 

moderating variables, and empirically tests the mechanism relationship between 

various variables and factors, It aims to find the internal influence mechanism between 

variables. Therefore, the following innovations were found in this study. 
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Innovation 1. Previous studies on self-esteem threat have demonstrated that 

self-esteem threat has a mediating effect. However, the Moderating effect of self -

esteem threat has not been fully confirmed. By constructing a research model, this 

study attempts to find that self-esteem threat would regulate behavior attitude. In the 

influence mechanism of behavior attitude and compensatory consumption motivation, 

whether self-esteem threat would regulate behavior attitude and then affect behavior 

attitude is a further extension of behavior attitude theory. 

Innovation 2. Some scholars have studied the lack of sense of belonging and 

demonstrated the impact of the lack of sense of belonging as a pre variable. However, 

the effect of the lack of sense of belonging as a moderating variable has not been 

mentioned. By constructing a research model, this study attempts to reveal the 

Moderating effect of lack of sense of belonging on subjective norms, which is an 

effective supplement to the theory of subjective norms. 

Innovation 3. Scholars have studied the lack of sense of control and confirmed 

that the lack of sense of control has a Moderating effect. However, whether the 

Moderating effect of the lack of sense of control would affect perceived behavior 

control has not been studied by scholars. By constructing the research model, this 

study tries to find out whether the lack of sense of control would regulate perceptual 

behavior control, which is a further improvement of the theory of perceptual behavior 

control. 

 

1.5.2 Practical Significance 

China is not only the country with the largest elderly population in the world, 

but also the country with the fastest aging population. In 1999, China entered an aging 

society. More than 20 years have passed. According to the data of the seventh census 

released by the National Bureau of statistics on May 11, 2021, taking 0:00 on 

November 1, 2020 as the standard time point, the population aged 60 and above 

accounted for 18.7%, the population aged 65 and above accounted for 13.5%, and the 

population aged 60 and above increased by 5.44 percentage points compared with 

2010, The degree of population aging was further deepened (data source: China 

National Bureau of Statistics, May 11, 2021). According to the data forecast of the 

National Bureau of statistics, the peak aging population would reach 437 million in 
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2050, and the aging proportion would be as high as 31%. China would become one of 

the countries with the fastest aging speed in the world (data source: Huaxia Times, 

June 26, 2020). At the same time, many social problems caused by China's serious 

population aging have become a topic that the whole society has to pay attention to. 

As an enterprise, when formulating marketing strategy, facing the problem of aging, it 

should be regarded as a market opportunity, establish an efficient network marketing 

system, and further improve the quality of life of the elderly group, in order to realize 

the social responsibility of the enterprise. 

The Internet used of the elderly mainly referred to the behavior of elderly 

individuals over the age of 60 using the Internet through computer terminals (Wagner, 

Hassanein, & Head, 2010). The survey showed that the use of the Internet by the 

elderly was becoming more and more popular, and more and more elderly people 

began to spend their old age with the Internet (Lenhart, Purcell, Smith, & Zickuhr, 

2010). Taking the United States as an example, as of April 2012, the proportion of 

Internet users among the elderly over the age of 65 reached 53%. The elderly became 

the fastest-growing group of Internet users in the United States. (Hart, Chaparro, & 

Halcomb, 2008; Zickuhr & Madden, 2012). 

Compensatory consumption behavior refers to the consumption behavior that 

occurs in order to make up for some psychological deficiency or self-threat. It is an 

alternative tool to meet psychological needs. This study believes that behavioral 

attitude, subjective norms and perceived behavioral control are the three motivation 

sources of compensatory consumption. Therefore, this study would take behavior 

attitude, subjective norms and perceived behavior control as independent variables, 

take the three basic psychological needs commonly faced by individuals (self-esteem 

threat, lack of sense of belonging and lack of sense of control) as moderating variables, 

compensatory consumption motivation as intermediary variables and compensatory 

consumption behavior as dependent variables. At the same time, based on the research 

at home and abroad, this paper constructs a theoretical model, which is verified by 

scientific empirical research methods, and discusses the choice preference and 

psychological compensation mechanism for the elderly to experience online shopping 

under different situations of lack of psychological needs. The main purpose is to 

deeply study consumers' compensatory consumption preference for online purchase 
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behavior under different psychological demand situations and its mechanism. Starting 

from the relevant research at home and abroad such as the theory of compensatory 

consumption, customer consumption theory and self-presentation under social 

networks, this study constructs the research framework of compensatory consumption 

behavior based on the research results of previous scholars. The hypothesis is verified 

through scientific experimental design, implementation and data test methods. To 

explore the choice preference of the elderly for online shopping under the regulation 

of self-esteem threat, lack of sense of belonging and lack of sense of control, and to 

explain the differences and mechanism of compensatory consumption behavior of the 

elderly under different psychological needs. The research and analysis of which 

factors would affect the improvement of the online consumption behavior level and 

ability of the elderly would help to solve the problems encountered in the process of 

online consumption for the elderly in China and provide a theoretical basis for the 

elderly to carry out scientific and rational online shopping and improve the quality of 

life of the elderly. 

To sum up, this study will start with independent variables (behavioral attitude, 

subjective norm, perceived behavioral control), and try to use compensatory 

consumption motivation as an intermediary variable to find out the influencing factors 

that can affect the compensatory consumption behavior of the elderly in online 

shopping. At the same time, through the effects of moderator variables (self-esteem 

threat, lack of belonging, lack of control), the influence of behavioral attitude, 

subjective norm, perceived behavioral control on compensatory consumption 

motivation and compensatory consumption behavior was explored. Scientifically 

construct the theoretical model of this research and use scientific statistical analysis 

methods such as SPSS and AMOS to find out the mechanism relationship of the 

current online shopping behavior of the elderly. And put forward corresponding 

improvement and promotion measures to further improve the current situation of 

online shopping for the elderly. To enhance the recognition degree and willingness to 

choose online shopping among the elderly is a good situation to accelerate the 

sustainable development of China's online shopping industry.  



 

 

CHAPTER 2 

 

LITERATURE REVIEW 

 

In this chapter, the author systematically sorts out the concept, connotation and 

research of compensatory consumption on the basis of the Theory of Planned Behavior 

by consulting literatures in related fields. Referring to the research results of previous 

scholars, this paper further sorts out the compensatory consumption behaviors in three 

situations: self-esteem threat, lack of sense of belonging, and lack of control. From the 

perspective of online shopping consumer behavior of the elderly, the relevant literature 

on compensatory consumption motivation and compensatory consumption behavior is 

sorted out. It is found that many factors influence compensatory consumption 

motivation and compensatory consumption behavior to make people feel that their 

own needs are satisfied. Through this study, we further explore the self-presentation 

differences of compensatory consumption intention of elderly consumers under 

different relationship strengths. Finally, this chapter would summarize the related 

research on the online shopping consumption behavior of the elderly and provide 

theoretical reference and research basis for this research. 

 

2.1 Theory of Planned Behavior（TPB） 

2.1.1 Introduction to Theory of Planned Behavior 

In the 1950s, Fishbein and Ajzen began to explore the Theory of Reasoned 

Action (TRA). Many early studies focused on behavioral attitude theory and its 

measurement (Fishbein, 1963). In the next 15 years, the research focus began to turn 

to behavior prediction in laboratory and application fields. In 1967, Fishbein 

introduced the Theory of Reasoned Action. Later, after many  adjustments, 

development and tests, a theoretical model of rational behavior was formed. The 

Theory of Reasoned Action is a "theory completely under the control of would", that 
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is, individuals could complete behavior by would alone. However, individual behavior 

is often restricted not only by individual would, but also by objective environmental 

factors. Factors such as mastering the situation and obtaining resources need to be 

considered. In 1985, Ajzen extended the model on the basis of the Theory of Reasoned 

Action. Considering the limitations of the Theory of Reasoned Action, Ajzen added 

the important variable of perceived behavior control to the model and proposed "a 

behavior model not completely controlled by would", which was the Theory of 

Planned Behavior (TPB).  

The model is shown in Figure 2.1. 

 

 

Figure 2.1  Model of Theory of Planned Behavior 

Source:  Ajzen (1985). 

 

2.1.2 Key Concepts of Theory of Planned Behavior 

Attitude towards Behavior: "personal positive or negative evaluation of 

behavior, feelings of like or dislike". In the model, behavioral attitudes are influenced 

by behavioral beliefs. The so-called behavior belief refers to "the subjective 

identification of individuals and the evaluation of the possible results of making 

behavior". Behavioral beliefs are influenced by two factors: one is the strength of 

belief, that is, "individual belief in the possibility of behavioral results". The second is 

the evaluation of behavior results, that is, "personal positive or negative evaluation of 

results". 

  



 18 

Subject Norms: "the social pressure that individuals feel when they think that 

important others (such as family, friends, etc.) or groups should or should not perform 

a specific behavior". Subjective Norms are influenced by two factors: one is normative 

belief, which refers to "whether an individual subjectively believes that his important 

others or groups support him to perform a specific behavior". The second is motivation 

to comply, which refers to "the degree to which individuals comply with the opinions 

of important others or groups when performing this specific behavior". 

Perceived Behavioral Control: "the individual's subjective evaluation of the 

ability to control the execution of a specific behavior and the perceived ease or 

difficulty", that is, the individual feels that the execution of the behavior is easy or 

difficult. Perceived behavior control is affected by two factors: one is control belief, 

which refers to "the factors perceived by individuals that might promote or hinder the 

implementation of behavior". The second is perceived power, which refers to "whether 

an individual could control these factors that promote or hinder the implementation of 

behavior based on his current situation". 

Intention: "how much an individual wants to perform a specific behavior". For 

example, in the study of continuous online shopping, individuals might have a very 

strong desire to conduct online shopping in the next six months and might have made 

plans for online shopping for this purpose. 

Behavior: "an individual performs a specific behavior for a certain purpose at a 

certain time in a certain situation". Behavior specifically includes four aspects: the 

first is action, the second is target, the third is context, and the fourth is time. For 

example, in the next six months, the action is to search for information and buy goods. 

The scenario is which online store to buy, and the goal is what kind of goods you want 

to buy. 

 

2.1.3 Research of the TPB in Online Shopping 

Hansen, Jensen, and Solgaard (2004) extended the Theory of Planned Behavior 

and added the variable of personal values. They divided consumers into three 

categories: consumers who had not used online shopping, consumers who had done 

online shopping but had not bought things in the food store, and consumers who had 

bought things in the food store. Hansen et al. (2004) used the scale to measure the 
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personal values, behavior attitudes, social norms, perceived behavior control and 

shopping intention in online food stores. The study found that the behavior and 

attitude of online shopping was an important predictor of online shopping intention. 

Consumers might associate personal values with the behavior and attitude of shopping 

in online food stores, but the relationship between them might be mediated by whether 

consumers had bought things online or in online food stores. Compared with the first 

two categories of consumers, consumers who had bought things in food stores were 

less likely to associate values and attitudes. Therefore, for food stores, if they wanted 

to retain them, they needed to reduce the complexity of online shopping and provided 

convenient information search and food reservation methods. In another study, Hansen 

(2008) believed that the Theory of Planned Behavior was suitable for the study of 

online shopping intention. Shim, Eastlick, Lotz, and Warrington (2001) investigated 

2000 Internet users in 15 major cities in the United States and applied structural 

equation to build a theoretical model affecting Internet users' intention of information 

search and online shopping. Empirical evidence showed that attitude, subjective 

norms, perceived behavior control and existing online shopping experience had a 

significant positive impact on information search and online shopping attitude and 

intention. 

Hsu, Yen, Chiu, and Chang (2006) extended the Theory of Planned Behavior 

and added two variables of satisfaction and expectation gap in the expectation gap 

theory to the model. They studied the influencing factors of continuous online 

shopping intention. They found that the satisfaction of previous online shopping 

experience had a significant impact on the continuous online shopping intention. From 

this point of view, what online sellers need to do was not only to win new customers, 

but also to improve the service and website technology level and maintain existing 

customers. Expectation gap had the greatest contribution to satisfaction. One of the 

contributions of the research was to add the variable of expectation gap to the Theory 

of Planned Behavior. For example, online shoppers might be dissatisfied with online 

shopping because the seller's behavior (delivery speed, price calculation, product 

introduction, etc.) did not meet his expectations. The reason why users were not 

satisfied with the online shopping system was that they do not provide accurate 

information in the initial stage of online shopping, which might be related to the belief 
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that they were not satisfied with the online shopping system, there was no significant 

correlation between external influencing factors (subjective norms) and intention. The 

final conclusion of the study was that the Theory of Planned Behavior was an effective 

theory to study the continuous purchase intention of online shoppers. 

Yin, Wu, and Du (2008) studied the main factors and influence degree of 

consumers' online shopping intention based on the Theory of Planned Behavior. The 

research results showed that consumers' education level, online application skills, 

online shopping security and other factors had a significant impact on online shopping 

intention. Consumers' age, income status, perceived ease of use and other factors had 

a weak impact on online shopping intention. Consumers' age, gender, marital status, 

home address and location of the city had no significant impact on online shopping 

intention. 

 

2.2 Theory of Compensatory Consumption  

2.2.1 Introduction to the Theory of Compensatory Consumption  

The study of the Theory of Compensatory Consumption began in the late 1980s 

and was divided into two stages, with 2009 as the dividing point. Before 2009, 

research was mainly carried out from the perspective of unmet needs, and the 

representative scholars were Gronmo and Grunert. Gronmo first put forward the 

concept of "compensatory consumption" in 1988. He believed that compensatory 

consumption referred to consumers' consumption behavior to make up for this 

psychological demand due to the lack of overall self-esteem or self-realization. In 

1993, Grunert further explained the concept of compensatory consumption. He 

proposed that people's needs could be met through several resources, which could be 

either the resource X corresponding to the demand or the resource Y seemingly 

unrelated to the demand. The lack of X could be cured by acquiring resource X or 

resource Y. if the latter, the process is called compensation. 

Research in 2009 and beyond was often carried out from the perspective of 

threatened self-concept, and its representative figure was Rucker. Scholar Rucker gave 

a new definition of compensatory consumption in 2009. He believed that 

compensatory consumption referred to consumers' preference and selection of 
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products that could deal with this threat when their self-concept (self-worth, self-

esteem, etc.) was threatened. In addition, scholars W. Liu, Wang, and Chen (2014) 

reviewed the relevant research on compensatory consumption and believed that 

compensatory consumption was a strategy for consumers to deal with the threat 

through consumption when their basic needs or self-concept were threatened. Among 

them, the threat of demand mainly includes three aspects: the threat of survival 

demand, the threat of control demand and the threat of interpersonal belonging. 

Scholars Rothbaum, Weisz, and Snyder (1982) believed that when control needs were 

threatened, people would experience primary control and secondary control. Primary 

control referred to controlling the external environment to meet their own needs, and 

secondary control referred to changing themselves to adapt to the environment. 

Because it was usually difficult for individuals to control the environment, primary 

control often fails. At this time, people would turn to secondary control to compensate 

for the lack of personal control. Zheng and Peng (2014) elaborated the theoretical 

basis of compensatory consumption research: material and self-concept, symbolic 

self-completion theory, and three Motivation Sources of compensatory consumption: 

self-esteem threat, lack of control and lack of sense of belonging. 

Due to the decline of physical function, the weakening of social and family 

roles and other reasons, the threat of self-esteem, the lack of sense of belonging and 

the lack of sense of control are the threats easily felt by the elderly, and the essential 

feature of compensatory consumption is to make up for some psychological 

deficiencies or threats through consumption behavior. Therefore, it is of great 

significance to study the psychological basis of online shopping behavior of the 

elderly from the perspective of the theory of compensatory consumption. 

In order to solve the state of self-disharmony, people often seek and obtain 

relevant products, services and means that symbolize achievement. Consumers might 

increase their overall consumption level (Hoegg, Scott, Morales, & Dahl, 2014). They 

might spend more money on self-affirming goods (S. Kim & Gal, 2014; M. Lisjak, 

Bonezzi, Kim, & Rucker, 2015; Wan, Chen, & Vohs, 2014). Or consumed products 

with desirable qualities (Monika Lisjak, Levav, & Rucker, 2014), demonstrated self-

improvement (Allard & White, 2015), power and status (Rucker & Galinsky, 2008). 

Woodruffe (1997) believed that when women feel negative emotions in life, they 
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would compensate for such negative emotions with the help of shopping and other 

consumer behaviors. Woodruffe‐Burton (1998) found in the interview with men that 

when encountering negative emotions, men, like women, also repair emotions through 

consumption. Therefore, Woodruffe‐Burton (1998) clearly pointed out that when 

individuals felt the lack of psychological needs and the desire could not be met, and 

individuals directly compensated or alleviated the lack of psychological needs through 

alternative means of consumption. This behavior or psychological process was 

compensatory consumption behavior. 

Combined with previous research, this paper would define compensatory 

consumption as the compensatory consumption motivation based on the effects of 

individual consumption behavior attitude, subjective norms and perceived behavior 

control when individual psychological needs or cannot be met, which leads to 

compensatory consumption behavior. This study would build a theoretical model to 

study and analyze its internal mechanism relationship. 

 

2.2.2 Summary of the Theory of Compensatory Consumption  

In the analysis of the connotation of the theory of compensatory consumption 

by many previous scholars, the self-concept theory and self-fulfillment theory 

mentioned in general could explain that consumption could become a tool for 

individuals to compensate for their psychological needs. Therefore, in the next writing, 

this article would briefly expound the connotation of the theory of  compensatory 

consumption from self-concept theory. 

The self-concept mentioned in this paper first appeared in the study of 

psychology, and later it was extended to the study of consumer behavior with the 

deepening of the study. The self is a complex concept, and the scholar James (1890) 

divided the self into material self, social self, spiritual self and pure self. At the same 

time, Harter (1990) proposed that these four parts were in a hierarchical order, in 

which the material self was at the bottom, the spiritual self was at the top, and finally 

the four levels of self-constitute the overall self-concept. Subsequent scholars such as 

Cooley (1902); Franks and Gecas (1992); G. H. Mead and Schubert (1934); Rogers 

(1961); Shavelson, Huber, and Stanton (1976) and others have proposed the formation 

theory of self-concept. For example, James (1890) believed that real people or things 
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are the main basis for the formation of self-concept, such as relatives, friends, houses 

and other people or objects related to individuals, all belong to the material self. An 

individual's social status, social relationships, and others' evaluation of oneself form 

the social self. As much as the image of the individual is recognized by society, the 

individual has as much social self. The spiritual self is the individual's understanding 

and evaluation of one's own consciousness, ability, and psychological state, and it is 

people's psychological self. The pure self refers to the self-conscious self, the subject 

of thinking. Among them, the material self, the social self, and the spiritual self are the 

experience self, that is, the guest self (me), and the pure self is the master self (I). Self-

concept is the complex cognition formed after the interaction between individuals and 

society, and social relations are the premise and source of self-formation. By combing 

through the literature about self-concept, it is found that individual self-concept cannot 

exist independently of social relations and material. The main reasons: First, people 

convey information to the outside world in various ways to express "Who I am". 

Second, people constantly revise their self-cognition and define "Who I am" through 

the perception of the outside world. It could be considered that the products people 

buy, the materials they own, the actions they engage in, and social relationships not 

only constitute the individual's self-concept, but also convey the information of "who 

I am" to the outside world. People's self-concept has been in the process of continuous 

revision, so the individual's self-knowledge fluctuates dynamically. And people yearn 

for self-concept to maintain a positive and stable state. When self-concept fluctuations, 

especially unfavorable fluctuations occur, people need corresponding conditions to 

resist self-instability. Therefore, material and experience are not only an important part 

of self-concept, but also an extension and expression of self-concept. 

Therefore, according to the theory of self-concept, people could realize the 

compensatory effect of the individual under the lack of psychological needs or the 

threat of self-concept by purchasing products, and help stabilize the self-concept, 

because the compensatory consumption willingness is an important factor to improve 

the individual's self-concept. This paper summarizes the self-concept proposed by 

previous scholars as shown in Table 2.1 below: 
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Table 2.1  Sequence of Discoveries in Self-concept Theory 

The Discovery of Self-concept Theory 

Years Author Key Research Findings 

1890 James Self is divided into material self, spiritual self, social self 

1902 Cooley People build their self-concept through interpersonal relationships. 

The self is a product of society. Self-concept also includes the 

intuition that people generate by imagining other people's 

judgments of their own behavior, that is, the projected self or the 

mirror self. 

1934 Mead Social experience is the premise of self-formation. The self is 

divided into subject self (I) and object self (me), in which 

individuals obtain the behavioral attitude of others towards 

themselves through social comparison and form the concept of 

object self. 

1961 Rogers Self-concept is divided into real self and ideal self. 

1976 Savelson, 

Huber 

Self-concept is self-perception formed by individual experience 

and understanding of experience, which constitutes a multi-

dimensional and multi-level self-concept model. General self-

concept refers to an individual's overall evaluation or general 

understanding of self, which is located at the highest level of the 

structure. The second layer is academic self-concept and non-

academic self-concept. The third layer includes specific subject 

concepts separated from academic self-concepts (such as English, 

history, mathematics, etc. self-concepts) and social, non-academic 

self-concepts separated from non-academic self-concept 

Emotional, physical self-concept. 

1992 Franks The ego consists of the perceptions and reactions of others to you 

and does not appear out of thin air. 

 

Note:  Drawing by the author of this article 
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2.2.3 Compensatory Consumption Classification 

As mentioned above, scholar Gromo (1988) put forward the concept of 

"compensatory consumption" for the first time. The study of Gromo (1988) believed 

that many special consumption behaviors of consumers, such as frequent consumption, 

excessive consumption, and addiction consumption, are often based on the needs of 

inner needs consistent with external life. However, there was often a contradiction 

between inner needs and the external environment. In this case, people would consume 

compensatively, so as to avoid inner anxiety and pain, it becomes a natural choice. 

Gromo saw this as a new consumption feature and named it compensatory 

consumption. As a new vocabulary of consumer behavior, domestic research scholars 

W. Liu, Wang, and Wang (2014); Zheng and Peng (2014) believed that the definition 

of the concept of compensatory consumption was still divided and different. But there 

was still some consistency in some basic concepts. 

Earlier studies had shown that compensatory consumption mainly studied 

compensatory consumption behavior from the perspective of threatened basic needs, 

while researchers in the new era recognize that compensatory consumption would also 

occur when the self-concept is threatened. Therefore, many literatures showed that the 

definition of compensatory consumption in the current academic circles, many 

different scholars had made different definitions of the concept of compensatory 

consumption from different perspectives. For example, Grunert (1988) started with 

human needs, because threats arose when needs could not be satisfied. He argued that 

compensatory consumption occurred when the need for self-esteem was threatened, 

the need for interpersonal belonging was threatened, and the need to gain a sense of 

control was threatened. At the same time, Yang (2017) started from the generation of 

compensatory consumption in complex situations, and believed that death threats, 

identity threats and social exclusion were also the reasons for compensatory 

consumption behaviors. S. Kim and Gal (2014) pointed out in his research report that 

compensatory consumption could be divided into two types based on the order of 

threat and compensatory consumption. One was active compensatory consumption, 

that was, consumption behaviors made by individuals out of the consideration of 

active self-protection, and the threat did not exist at this time. The second was passive 

coping compensatory consumption, that was, consumption behaviors made by 
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individuals for psychological discomfort caused by negative threats. Scholar Xiong 

(2017), starting from the purpose of consumers, pointed out that compensatory 

consumption could be divided into six types: brand pursuit type, shopping enjoyment 

type, impulse shopping type, brand loyalty type, conspicuous consumption type and 

choice diverse. In addition, some scholars divided compensatory consumption 

behaviors into emotional restoration, self-gifting, impulse buying, compulsive buying, 

addictive consumption, conspicuous consumption, status symbol consumption, and 

intellectual enhancement consumption based on results. Yang (2017) believed that part 

of compensatory consumption was aimed at venting or soothing, and his consumption 

behavior only paid attention to the mathematical characteristics such as the quantity 

and type of the purchased goods and pays less attention to the cultural connotation and 

symbolic attributes of the goods, and his behavior showed more. Such as addictive 

consumption, compulsive shopping or consumption therapy. In addition, there were 

many compensatory consumption behaviors. Consumers focused on the cultural 

attributes or symbolic attributes of products and paid attention to the internal attributes 

of consumer goods to compensate for their own consumption. However, Zheng and 

Peng (2014) divided the psychological mechanism of compensatory consumption into 

three aspects: self-esteem threat, lack of control and lack of sense of belonging. 

Based on this, by reviewing the literature of previous scholars, this paper 

believes that compensatory consumption is a psychological strategy that would 

respond to external threats through consumption. When consumers' basic needs such 

as survival needs and belonging needs are threatened by the outside world or their 

self-cognition concepts are threatened by the outside world, they could overcome the 

psychological obstacles they encountered before through compensatory consumption. 

Therefore, the author believes that there are two main categories of compensatory 

consumption: one is the threat of survival needs, the threat of control needs, and the 

threat of belonging needs. Death has a huge impact on the psychology of consumers, 

making them continue to consume in fear and anxiety. Another type of compensatory 

consumption is the self-esteem threat situation, the lack of control situation, and the 

lack of belonging situation. Self-esteem refers to the level of personal self-evaluation. 

Human beings often want to maintain good self-esteem, and when self-esteem is 

threatened, they would adopt a variety of m eans to maintain self-esteem. 
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Compensatory consumption is a newly discovered symbolic value that could make up 

for damaged self-esteem. condition. The situation of lack of control is to maintain 

control over one's own environment. This psychological state is also a basic human 

need. If there is no sense of control, human beings would feel that they have no rights 

and freedom, and even feel helpless and hopeless. In this situation, compensatory 

consumption becomes necessary. At the same time, because human beings are a social 

animal, and the lack of belongingness situation is that human beings have an inner 

impulse to establish a sense of belonging to a group, a sense of belonging means social 

recognition, and a sense of belonging itself is one of the basic needs of human beings. 

Such as a person who has not received social recognition for a long time would hope 

to balance self-cognition through compensatory consumption to obtain the desired 

sense of belonging. 

 

2.2.4 Compensatory Consumption Related Research 

By combing the results of researchers, it is found that some of people's 

consumption behaviors are not to meet the actual needs of individuals, but behaviors 

caused by symbolic meanings. Compensatory consumption occurs when people buy 

commodities due to their dissatisfaction with their self-state, and through this behavior, 

they could compensate for their psychological lack of dissatisfaction. For example, 

Day (1980) studied people's willingness to consume from the perspective of 

compensatory consumption and found that consumer complaints had a certain 

purpose, so from this perspective, the purpose of complaining was divided into 

seeking compensation, expressing dissatisfaction and personal boycott three 

categories. Later, Tian, Bearden, and Hunter (2001) carried out research on 

compensatory consumption willingness. In the research, they proposed that when 

people perceived that their psychological state was in a state of dissatisfaction, and 

there was a psychological gap or perceive the reality of their self-concept. When there 

was a gap between the situation and the ideal situation, in order to make up for this 

dissatisfied state or fill this gap, people might go to this state through consumption 

behavior to compensate. At this time, the consumption behavior in this situation was 

called compensatory consumption behavior in the study. And Rucker and Galinsky 

(2013) pointed out in the research on compensatory consumption behavior: the actual 
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concept of "compensation" was that people make up for the dissatisfaction and self-

gap through purchasing behavior, so as to show a complete and good self to themselves 

or others concept. This type of purchase included both the actual purchase of a product 

or service. At the same time, it was also people's loyalty to a brand or service, such as 

being loyal to buying a specific product, or pursuing some symbolic products or 

services. In order to make it easier for the academic community to understand and 

conduct research on compensatory consumption, scholars Sivanathan and Pettit (2010) 

summarized various motivational factors in research on compensatory consumption 

and proposed that it could have a reversal effect or fluctuation on individual 

psychology or could be regarded as a stimulus or potential stimulus. These stimuli 

lead consumers to compensate for their psychological threats or gaps by consuming 

products with special symbolic meanings. S. Kim and Rucker (2012) proposed that 

according to whether the compensatory consumption occurred before or after the 

psychological threat, the former was called active compensation, and the latter was 

called coping compensation. Therefore, Cheung and Lee (2012) believed that 

belonging, fame and enjoyment of helping others were important factors that motivate 

consumers to share their experiences online. At the same time, it was suggested that 

the administrators of the website could satisfy their sense of belonging by giving users 

more authority. Identify those who have contributed more through the reputation 

tracking mechanism to satisfy the user's sense of honor. Satisfy users' enjoyment of 

helping others by reminding them that their suggestions have helped others. However, 

Son and Lee (2021) pointed out in their research that the essence of compensatory 

consumption was to make up for certain psychological deficiencies or threats through 

consumption behavior. Emphasis was on consumer behavior as an alternative means 

and tool to satisfy demand. It mainly emphasizes the psychological and symbolic 

value of consumption behavior, that was, compensatory consumption behavior was a 

compensatory purchase behavior due to a state of psychological dissatisfaction or a 

gap. 

According to the literature review, the author believes that active compensation 

means that consumers protect themselves and make up for the gap through early 

consumption behavior before facing potential self-threat or self-gap. Once faced with 

self-threat or gap, due to advance preparation, Threats or gaps could minimize the 
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impact on the self. The coping compensation is due to the psychological dissatisfaction 

or self-gap has occurred, consumers go to carry out symbolic purchase activities to 

make up for the psychological gap caused by the dissatisfaction or the gap. Therefore, 

after summarizing the results of previous scholars, the author found that many scholars 

have done a lot of research on compensatory consumption willingness  and 

compensatory consumption behavior, and there are many achievements, but many 

literatures have not found much about consumption behavior. A study of attitudes, 

subjective norms, perceived behavioral control, and compensatory consumption 

behavior. Therefore, based on the theory of compensatory consumption, this paper 

would conduct further research on the relationship between compensatory 

consumption willingness and compensatory consumption behavior. 

 

2.2.5 Summary of this Section 

To sum up, this paper would start from the intention of compensatory 

consumption, study compensatory consumption according to different consumption 

motivations and consumption behaviors and try to find out what are the influencing 

factors of compensatory consumption. In this paper, behavioral attitudes, subjective 

norms, and perceived behavioral control are used as independent variables, 

compensatory consumption motives are used as mediating variables, compensatory 

consumption behaviors are used as dependent variables, and self-esteem threats, lack 

of belonging, and lack of control are used as moderator variables to form compensatory 

variables. The theoretical framework model of consumption in order to empirically 

analyze the internal mechanism relationship and influencing factors of compensatory 

consumption. 

 

2.3 Online Consumption Behavior 

2.3.1 Online Consumption Behavior Concept 

Online consumption is an emerging consumption model. With the vigorous 

development of the Internet, online consumption is also developing rapidly in the 

Internet age. Online consumption started as a simple online commodity transaction, 

and now it has gradually penetrated into the fields of economy, politics, culture and 
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ecology. The advent of the Internet and the information age has brought significant 

changes in the consumption behavior of the Chinese elderly consumer groups, and 

there is a trend of conforming to the trend of the times. These changes have left a deep 

imprint on the social environment, and the development trend of the elderly's online 

consumption is becoming more and more obvious.  

After reviewing the literature, it is found that previous scholars have also 

conducted extensive research on the concept of online consumption. For example, 

scholars M. He and Li (2001a) proposed in their research that the process of using the 

Internet as a medium to meet one's own needs is called online consumption behavior. 

Later, M. He (2002) pointed out again that network consumption must be carried out 

through the network as a medium to meet the needs of consumers, because network 

consumption was a dynamic process behavior. Productivity and consumption should 

be the characteristics of online consumption: the consumer could use his own time and 

the information he obtains from the Internet to obtain what he needs and satisfactory 

consumer goods. M. Wu and Xie (2000) believed that consumers' consumption 

behavior of products, information and services in the Internet consumption market 

based on their own needs is network consumption. Online consumption could be 

divided into two categories: online information consumption and online shopping. 

Online consumption was an economic activity with a very clear purpose, which refers 

to the products and services. On the Internet with information products had unique 

natural attributes, which could bring benefits to consumers, and information products 

had social attributes, which would affect the shaping of individual personality. 

M. He and Li (2001b) believed that the realization of online consumption was 

inseparable from the e-commerce platform, otherwise, consumers would lose the basic 

online consumption for transactions. Online consumption was an interactive process 

of obtaining the material products and spiritual services that one needs from the 

Internet as a medium. D. Wu (2008) believed that the most fundamental difference 

between online consumption and traditional consumption was the change of the main 

body of consumption. Online consumption could choose the products they want, view 

product information, and enjoy other services in the virtual e-commerce environment. 

It was a new and free form of shopping. This paper would draw on and refer to the 

research experience and achievements of previous scholars and determine the online 
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consumption behavior as a series of processes that rely on the socialization of the 

network and interact with social economy, politics, culture, ecology and other aspects. 

That is, online consumption is the behavior of the Internet as a medium to meet the 

consumer demand of consumers. 

 

2.3.2 Research on the Online Consumption Behavior of the Elderly 

The scholar Decker (1986) proposed that the elderly was "immigrants in time", 

which meant that the elderly had spent time, tasted the meaning of time, and 

experienced the bitterness of time. Moschis (1996) also believed that the experience of 

the elderly and the way they adapt to this experience largely determine their 

consumption behavior. Scholars Botwinick and Storandt (1973); Lunsford and Burnett 

(1992) found through research that: compared with the young group, the elderly group 

was more cautious and collected more evidence before purchase decision-making. As 

consumers in social groups, the elderly group was often described as one of the latest 

adopters of innovative products, services, or ideas. According to the research of 

Mowen and Minor (2003), compared with young consumers, elderly consumers were 

different in two aspects. First, they processed information in different ways, especially 

their consumption behavior attitude, individual needs, and perceived experience value. 

Second, elderly consumers would pay attention to individual preferences. Moschis 

(1996) had done a lot of research on the segmentation variables and models of the 

elderly market and consumption behavior. It was found that due to the rich life 

experience and consumption experience of the elderly group, they had their own views 

on marketing activities, and the consumption differences between them were always 

great. Moreover, the research confirms that this difference was getting larger and 

larger with the age. The research results of Moschis (1996) showed that the average 

explanation degree of any single factor in demographic factors and lifestyle to 

consumer behavior was no more than 5%. Many scholars had studied the segmentation 

variables and models of the elderly market and consumption behavior. Wilkie and 

Cohen (1977) divided the segmentation variables of the elderly market and 

consumption behavior into five different levels from the perspective of behavioral 

science: 1) Individual overall characteristic description indicators (such as gender, 

age, occupation, income, etc. 2) Psychological illustration. 3) The value of needs; 4) 
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Brand perception. 5) Buying behavior. Goulding (1999) later mentioned that many 

scholars expressed concern and recognition for the above five major consumption 

behavior segmentation variables. 

In fact, in recent years, scholars had made many achievements in the 

segmentation of elderly consumption behavior. For example, scholars Reisenwitz, 

Iyer, Kuhlmeier, and Eastman (2007) found that there were some differences in many 

consumption behavior variables between elderly consumers with different 

consumption views. Scholars P. Guo (2009); G. Li (2003); F. Wu (2005); S. Wu (2009) 

also had similar views. Compared with consumers of different ages, the consumption 

behavior of the elderly showed strong maturity and rationality. J. He (2004); B. Huang 

(2005) believed that the rationality of consumption of the elderly was mainly reflected 

in several aspects: First, whether they would gain a sense of belonging by weighing 

their consumption choices and buying goods in a multifactorial and all-round way. 

Second, shopped around and considered whether it met the value experience. Third, 

consumption was not only a comprehensive consideration of various factors, but also 

psychological needs and psychological deficiencies. Therefore, Yao and Zhang (2003) 

pointed out another characteristic of the consumption behavior of the elderly: 

compensatory consumption intention effect. Therefore, in recent years, some scholars 

J. Qin, Li, Zhuang, and Wang (2019) had proposed that online consumption has a 

preference effect, and the functional demand obtained from goods. Compared with 

face-to-face transaction, online consumption could better realize the buyer's demand 

preference for products, stimulate consumers' purchase emotion, and helped improve 

family happiness, which was convenient , cost-effective Diversity and other 

characteristics. Zhu and Chang (2020) conducted research on the factors, constituent 

elements and combined effects that affected online consumption behavior. Through 

empirical evidence, he found that logistics efficiency, payment methods, and friend 

suggestions could form a good combination effect, which could promote online 

consumption behavior. 

By combing the literature, it is found that the current concept of online 

consumption behavior is relatively clear, that is, it is a consumption mode for 

consumers to buy relevant goods through the Internet platform. The elderly would 

choose online shopping because of their individual needs and for convenience, but in 
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the process of the formation or occurrence of this behavior, they would be affected by 

various factors as shown above. These influencing factors have an inevitable 

relationship with the elderly's online shopping behavior. Therefore, the author would 

further explore in the follow-up research. 

 

2.3.3 Summary of this Section 

With the continuous improvement of the living standard and material level of 

the elderly, the consumption needs of the elderly tend to be diversified. When 

consuming, they tend to prefer their favorite goods, are good at expressing themselves 

or satisfying themselves, and ignore the actual use value of goods. Therefore, the 

consumption behavior tends to be personalized. At the same time, they have more 

autonomy, have more independent control over online consumption behavior, and 

could usually make their own decisions when consuming. Based on this, from the 

perspective of the elderly's online consumption behavior, this paper would expand the 

mechanism relationship between compensatory consumption intention and its 

constituent elements in the formation and development of online consumption 

behavior, and further explore the influencing factors of compensatory consumption 

behavior. 

 

2.4 Overview of Behavior Attitude 

2.4.1 Concept of Behavioral Attitude 

Behavioral attitude originates from self-concept theory, which was first put 

forward by American psychologist William James. In his book “Principles of 

Psychology”, he put forward self-concept, which divided self into two categories: 1) It 

was “me” as the object of experience, and this kind of self was also composed of three 

parts. The first was the spiritual self-composed of personal beliefs, goals, ideals and 

aspirations. The second was the physical self-composed of physical functions, organs 

and other elements. Finally, it was the social self-formed by the evaluation or views of 

others. 2) It was “I” as an active actor in the environment. Self-concept was an 

important concept belonging to the research of personality psychology and an integral 

part of personality structure. It was an individual's subjective perception and judgment 
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based on previous experience, personality, social status and other aspects. It was a 

kind of cognition of oneself. It was embodied in the individual's self-cognition, 

judgment and value evaluation. At the same time, this self-concept came from previous 

experience, including their own physiological state, personality, behavior attitude, 

social role and so on. 

Therefore, combined with the experience and achievements of previous 

scholars, this study believes that behavior attitude is its self-subjective perception 

formed in daily life consumption, and it is the view and attitude towards individual's 

current life state, behavior and other aspects, which would play a leading role in the 

formation of people's consumption view and the occurrence of consumption behavior. 

However, whether this would have an impact on customers' consumption intention 

and whether to accept the regulation of lack of sense of belonging in the mechanism 

relationship of compensatory consumption need to be further studied. 

 

2.4.2 Research on Behavior Attitude 

In the 1980s, McClelland (1985), a professor at Harvard University, pointed 

out in the relevant research on consumption intention that values had strong 

motivational components, so behavior and attitude were affected by values. Petrovsky 

(1988), when understanding motivation from the perspective of psychology, also 

pointed out that people had a variety of influencing factors on motivation in daily life, 

such as values, interests, ideals and behavior attitudes expressed by self-concept, that 

is, when individuals absorbed and internalized these factors, they would obtain 

psychological internal drive, thus forming behavior motivation. Jolibert and 

Baumgartner (1997) also pointed out that there was a correlation between values and 

motivation, which might be based on the possible hierarchical relationship between 

the two. C. Zhang (2005), a psychological researcher, pointed out that motivation is an 

internal driving force or function that causes and promotes people to engage in certain 

activities and promotes the activities to move in one direction. In short, motivation is 

regarded as the internal reason for action to achieve a certain purpose. Purchase 

motivation refers to an internal motivation that could drive consumers to take a certain 

purchase behavior when consumers feel a certain demand psychologically, spiritually 

and emotionally. In other words, consumers' purchase behavior is guided by purchase 
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motivation. Without motivation, there would be no purchase behavior. Therefore, 

consumer willingness strongly restricts the generation of consumer purchase behavior. 

Scholar M. Zhang (2005) pointed out that there was a significant correlation 

between purchase behavior and behavior attitude. In the follow-up study, it was 

mentioned that there was an intermediary variable in the relationship between 

behavioral attitude and purchase behavior. The intermediary variable should be 

behavioral motivation. Because there was a correlation between motivation and 

behavior, and behavior attitude was the conscious basis of motivation. In addition, 

psychologists Rucker and Galinsky (2009); Sivanathan and Pettit (2010) explained the 

phenomenon of luxury fanaticism from a deeper psychological level, put forward the 

perspective of compensatory consumption, and tried to further explore the role and 

effect of behavioral attitude in compensatory consumption behavior from this vision. 

The research conclusion puts forward that the emergence of a certain consumption 

behavior is not caused by its own objective consumption demand, but to make up for 

its own psychological lack or self-threat, and this consumption behavior is defined as 

compensatory consumption behavior. The results also show that customer consumption 

state is an influencing factor in the formation mechanism of compensatory 

consumption behavior. However, the impact of behavioral attitude on compensatory 

consumption motivation remains to be further studied. 

 

2.4.3 Summary of this Section 

To sum up, behavior attitude is embodied in individual self-cognition, judgment 

and value evaluation, and behavior attitude is the conscious basis of motivation. At the 

same time, customer consumption state is an influencing factor in the formation 

mechanism of compensatory consumption behavior. Therefore, combined with the 

experience and achievements of previous scholars, this study believes that behavior 

attitude is its self-subjective perception formed in daily life consumption, and it is the 

view and behavior attitude of individual's current life state, behavior and other aspects. 

Therefore, this paper would further explore the impact of behavior attitude on 

customers' consumption intention, and whether it is regulated by the lack of sense of 

belonging in the mechanism relationship of compensatory consumption behavior. 
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2.5 Overview of Subjective Norms 

2.5.1 Introduction of Subjective Norms 

Subjective norms are part of the category of the Theory of Reasoned Action, 

which was put forward by Ajzen and Fishbein (1975). Once put forward, this theory 

had been applied to many fields by many scholars and successfully explained many 

manifestations of human behavior. For example, before individuals carry out a certain 

behavior, they need to comprehensively analyze the significance and results of taking 

the action according to various information. 

Subjective norms refer to the external pressure perceived by an individual when 

considering whether to implement a decision, the expectations of others on whether the 

actor would take the action, and the individual or group that has a role in the individual 

decision-making process when the actor takes the action. The magnitude of the 

disturbance caused by the action. It includes prescriptive norms, individual norms, and 

exemplary norms. Behavioral intention is used to evaluate whether an individual plans 

to practice a certain behavior, indicating the possibility and determination of the 

individual to take the action. The stronger the individual's intention to the behavior, the 

more likely he is to take specific action. The theory of Reasoned Action states that the 

concepts shared by individuals and society are the basis for individuals to generate 

behavioral attitudes and subjective norms. The individual's motivation to act is the 

result of the individual's behavioral attitude and its values, and then the behavioral 

motivation ultimately determines whether the individual actually implements this 

behavior. That is to say, when individuals plan to perform social responsibilities, they 

would judge whether it is important to perform social responsibilities based on their 

own perceptions of social responsibilities. At the same time, it would take into account 

the public's views on this behavior. If the public has a higher evaluation of the 

fulfillment of social responsibility, then there would be stronger motivation and 

enthusiasm, and the greater the possibility of social responsibility being put into 

practice. 
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2.5.2 Research on Subjective Norms 

Scholars Yanovitzky and Rimal (2006) believed that subjective norms exist in 

the form of team attributes, and the influence of subjective norms came from the 

relationship between individuals and other team members. The research results of 

Cialdini and Trost (1998) showed that individuals explore behavior norms from the 

environment and strive to keep their behavior consistent with these norms, that is, when 

individuals received mandatory norms, the experiment showed that the perception of 

mandatory norms would have a certain impact on individual behavior. From the 

perspective of social psychology, the individual experience in the group was affected 

by the behavior and behavior attitude of the individual leaders in the group or the 

majority of the exemplary norms in the group, which would produce a kind of behavior 

psychological pressure that would affect the individual, namely "subjective norms". 

The research showed that the constituent elements of subjective norms were mandatory 

norms, individual norms demonstrative norms were important antecedents in the 

Theory of Planned Behavior. After Fishbein, Jaccard, Davidson, Ajzen, and Loken 

(1980) put forward the T heory of Reasoned Action, many scholars began to study the 

Theory of Reasoned Action, which made the Theory of Reasoned Action widely 

applied, and a large number of research results showed the support for the Theory of 

Reasoned Action. Rivis and Sheeran (2003) conducted a meta-analysis on the role of 

exemplary norms in the Theory of Planned Behavior and found that the correlation 

coefficient between exemplary norms and behavior intention reached 0.44. After 

controlling attitude, subjective norms and perceived behavior control, exemplary norms 

could increase the interpretation of behavior intention by 5%, and in the research of 

young subjects and healthy behavior, The correlation between exemplary norms and 

behavioral intention was higher. This research conclusion also confirmed that Ajzen 

(1985) theoretical model of the Theory of Planned Behavior had a high degree of fitting. 

In addition, other scholars also studied and predicted individual behavior based 

on the theoretical model of the Theory of Planned Behavior. For example, scholars 

Zhicheng Li and Liu (2012) used the Theory of Planned Behavior to analyze the 

behavior of consumers and added relevant variables according to their research to 

improve their research model. Later, scholars D. Li, Wu, and Wu (2009) used the 

Theory of Planned Behavior to study individual purchase intention. The results 
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showed that the Theory of Planned Behavior had a significant impact on individual 

purchase intention. At the same time, the theory also confirmed the cross-cultural 

consistency of the Theory of Planned Behavior on the other hand. According to the 

relevant literature, subjective norms refer to people's perception of social pressure to 

judge whether a certain behavior is to be carried out. It refers to the standards, norms 

and expectations of the external environment that people feel, and regard abiding by 

these pressures and expectations as their behavior standards. As an important 

influencing factor of individual behavior intention, the previous literature shows that 

subjective norms have an important impact on individual behavior intention. However, 

whether the constituent elements of subjective norms, mandatory norms, individual 

norms and exemplary norms would have an impact on customer compensatory 

consumption motivation remains to be further studied. 

 

2.5.3 Summary of this Section 

To sum up, subjective norm is a part of the category of the Theory of Reasoned 

Action, and subjective norm is an important antecedent variable in planned behavior 

theory. Based on this, this paper would refer to and learn from the research results and 

experience of previous scholars, take the mandatory norms, individual norms and 

exemplary norms in the subjective norms of planned behavior theory as the pre 

variables in the research model, and try to explore the impact of subjective norms on 

compensatory consumption. In order to obtain the internal mechanism relationship of 

subjective norms in the elderly's participation in online consumption behavior, which 

might be a supplement to the theory of compensatory consumption. 

 

2.6 Overview of Perceived Behavior Control 

2.6.1 Perceived Behavior Control Concept 

Scholars Godin and Kok (1996) found in their research on health behavior that 

perceived behavior control explained 13% of the variation of purchase intention, 

which was higher than the influence of behavior attitude and subjective norms on 

purchase intention in the Theory of Reasoned Action. Self-perception belongs to the 

category of self-concept. Bong and Clark (1999) believed that it was an individual's 
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multi-dimensional cognition of some characteristics of "self", that was, a person's 

experience of his own existence. It involved a person gradually deepenin g his 

understanding of himself through experience, reflection and feedback from others. 

Self-perception was an organic cognitive institution, which was composed of behavior, 

attitude, emotion, belief and values. It run through the whole experience and action, 

and organized various specific habits, abilities, thoughts and views expressed by 

individuals. The scholar Ayduk, Gyurak, and Luerssen (2009) pointed out that 

generally speaking, these self-perceptions were very clear, that was, to any extent, 

self-cognition is clear, and had the consistency of internal and external performance 

and stability in a certain period of time. Scholars Fleming and Courtney (1984) also 

pointed out that the premise of self-awareness was self-awareness. Self-awareness was 

a strengthening of self-awareness, and it was more universal than self-esteem. Self-

perception was an individual's self-evaluation of "self", such as personality, skills, 

professional ability, hobbies and physical and chemical characteristics. Parasuraman, 

Zeithaml, and Berry (1988) defined perceived value as the overall evaluation of the 

utility of products or services after consumers weigh perceived benefits and acquisition 

costs. When consumers got a higher level of perceived profit from products, they 

would give products higher evaluation and purchase tendency. Dodds and Monroe 

(1985) also pointed out that perceived value was consumers' self-evaluation of product 

utility after comprehensive comparative analysis of perceived sacrifice and perceived 

quality. When the consumer's perceived quality was higher than the perceived sacrifice 

level, he would hold a higher positive perceived value of products or services, and the 

purchase behavior tendency was higher, on the contrary, it was lower. It could be seen 

that when consumers perceive the existence of a certain risk, it would cause 

consumers' inner anxiety and panic. Subsequently, consumers would take a series of 

measures to reduce the anxiety caused by risk. The behavior of consumers who tend to 

protect themselves and seek to reduce risks and adjust purchase strategies reflects the 

relationship between perceived risk and consumers' purchase intention. Therefore, 

combined with the research experience and results of previous scholars, this paper 

believes that perceived behavior is the general name of perceived gain and loss, value 

experience and emotional experience when consumers complete shopping. 

 



 40 

2.6.2 Research on Perceived Behavioral Control 

Psychologists Ajzen and Fishbein (1975) proposed in their research that for 

consumers, the most direct and effective way to predict what specific behavior they 

would take in the future was to understand their tendency to take this behavior. 

Therefore, Hugstad, Taylor, and Bruce (1987) proved the correlation between purchase 

behavior tendency and purchase behavior in their research, and they also pointed out 

that purchase behavior tendency was the key factor affecting actual purchase behavior. 

Scholar S. Xu (1987) pointed out that purchase behavior tendency was the perceptual 

response of consumers to their willingness to get the target product after 

comprehensive evaluation of the product. Scholars Dodds, Monroe, and Grewal 

(1991) proposed that purchase behavior tendency was the willingness of consumers to 

buy a product through personal perception and product recognition. Scholar Peter 

(1996) found in his research that the tendency of buying behavior was the tendency of 

consumers to take specific behavior. Through this tendency, consumers could connect 

themselves with their future behavior. Hawkins (2002) once again showed that 

customer perception could measure consumers' purchase behavior tendency by direct 

inquiry. They hoped to predict their purchase behavior by asking consumers how 

likely they were to buy the products of competing enterprises. 

Scholar X. Chen (2002) quantified the measurement of purchase behavior 

tendency and chose to measure consumers' purchase behavior tendency by using value 

perception transformation matrix. Then, according to the collected survey results, the 

transformation matrix needed for the research was established to predict consumers' 

purchase behavior tendency. In the process of studying the consumption of China's 

jewelry market, scholar L. Wu (2006) analyzed and proved the direct impact of 

jewelry perceived value on purchase behavior tendency. Song, Dong, Yu, and Liu 

(2007) designed a model on purchase behavior tendency based on the Theory of 

Reasoned Action to study the relationship between consumers' brand attitude and 

behavior attitude, as well as purchase behavior tendency. Their research results 

showed that brand reputation and brand behavior attitude would have an indirect 

impact on consumers' purchase behavior tendency. According to the research of 

Featherman and Pavlou (2003), consumers' online purchase behavior tendency 

determined their actual online purchase behavior, which was affected by consumers' 
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perceived convenience, perceived usefulness, perceived risk and trust. By combing the 

literature, it is found that customers' consumption behavior tendency would be affected 

by customers' perception. However, whether perceived behavior would affect 

compensatory consumption motivation and whether it would be regulated by lack of 

control remains to be further studied. 

 

2.6.3 Summary of this Section 

To sum up, this study combines and draws on the research experience and 

results of previous scholars and believes that perceived behavior control is the general 

name of knowledge gain and perceived loss, value experience and emotional 

experience when consumers complete shopping, and the purchase behavior is affected 

by consumers' perceived convenience, perceived usefulness  and perceived risk. 

However, in the mechanism relationship of compensatory consumption behavior, 

whether perceived behavior control would affect the consumption motivation of online 

shopping of the elderly, and whether it would be regulated by the lack of  sense of 

control is one of the research contents of this paper. 

 

2.7 Review of Relevant Literatures 

1)  Review of Relevant Western Literatures 

The development of Internet consumption in western countries is earlier than 

that in China, and they have more research on Internet consumption behavior. In recent 

years, the research on online consumption behavior mainly focuses on the empirical 

research of online consumption behavior. Scholar’s study online consumption behavior 

in different regions, from different vision and using different research methods. By 

combing the literature, the author found that scholars mainly studied the factors 

affecting online consumption intention and behavior from the perspective of consumers' 

own factors, perceived risk, service quality of e-commerce and marketing factors of 

online merchants and achieved a lot. 

Scholars paid more and more attention to the characteristics of consumers and 

had proved that people participate in various product categories in a variety of ways. 

Specifically, an increasing number of studies had documented the impact of 
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psychological and personal attributes on consumption, including stable and lasting 

characteristics, as well as temporary and situational (Amos, Holmes, & Keneson, 2014; 

Antonetti & Baines, 2015). Scholars Deci and Ryan (2000) pointed out in their research 

that demand referred to the willingness of individuals to compensate for the lack in 

some way when they felt the lack. Demand was usually divided into natural demand 

and social demand. Natural demand was expressed as material demand, such as the 

demand for food after hunger or the demand for clothes when cold. Social needs were 

expressed as spiritual needs, such as the need to communicate with friends when you 

were lonely. In the field of psychological research, both hierarchy of needs theory and 

self-determination theory had corresponding discussions on individual needs. It should 

be noted that the lack of needs and the threat of self-concept overlap rather than oppose 

each other. Scholars Pyszczynski, Greenberg, and Solomon (1997) pointed out that 

belonging demand was one of the three basic human needs. Then Pettit and Sivanathan 

(2011) said that individuals could improve their self-worth from the satisfaction of 

belonging needs. Similarly, M. Lisjak, Lee, and Gardner (2012) believed that self-

esteem was not only an important self-concept of individuals. Pyszczynski et al. (1997) 

said that good self-evaluation (self-esteem) was also an important basic need of 

individuals. 

Deci and Ryan (1985) believed from the self-determination theory that when 

individuals had a full understanding of their own needs and environment, they would 

take actions independently. Usually, one's experience was driven by internal, innate and 

positive self-growth tendency to maintain positive growth. Deci and Ryan (1985) 

proposed at the same time that the formation process of this positive growth tendency 

was not natural, and individuals could promote the realization of self-growth tendency 

through the stimulation of external factors. Subsequently, Deci and Ryan (2000) 

proposed three basic psychological needs of human behavior: autonomy, competence 

and relationship. Autonomous demand meant that individuals usually hope that things 

or activities could be carried out according to their own wishes, emphasizing that 

individuals pay attention to their autonomous behavior. For example, in the process of 

consumption, consumers could selectively buy products according to their own wishes, 

not dominated by others, and shop according to their own subjective ideas. Ability 

demand emphasized that individuals should have a good evaluation of themselves, 
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which was similar to the essence of competency demand and efficiency demand. 

Relationship demand referred to the individual's desire to get understanding, love and 

support from the groups around him. Human psychological needs were constantly 

changing with the changes of self-consciousness and external stimuli, but as the three 

basic psychological needs, human needs for autonomy, ability and belonging had 

always existed. When the independent demand was not satisfied, consumers would be 

in a state of lack of control. When the demand for belonging could not be met, 

consumers were in a state of lack of sense of belonging. When the ability needs were 

not met, consumers were in a state of self-esteem threat. If these three needs or any one 

of them was not met, it would lead to the lack of individual psychological needs and 

trigger the compensation motivation of self-healing. In the process of consumption, 

consumers would focus on preference or purchase a specific product or brand to make 

up for the lack of their psychological needs. 

HyeKyoung Kim and Song (2010) studied the impact of the environment of 

online merchants on the behavior of online shoppers through investigation and 

experiment. The results showed that picture amplification technology had an impact 

on consumers' psychological feelings, information acquisition was positively 

correlated with pleasure, and pleasure is positively correlated with purchase decision. 

Branden and Archibald (1982) defined self-esteem as the ability and tendency of 

people to think they could cope with life challenges and achieve happiness. The 

scholar Mruk (2006) divided self-esteem into two dimensions: ability and value. He 

believed that self-esteem referred to people's personal ability and personal value level 

in work and life. Although scholars had no unified definition of self-esteem, it was 

clear that self-esteem is an individual's evaluation of self. 

To sum up, when combing a large number of literatures, the author found that 

most scholars believe that when three basic psychological needs of individuals cannot 

be met, that is, compensatory consumption would occur in the context of self-esteem 

threat, lack of control and lack of sense of belonging. Up to now, western scholars' 

research on online consumption intention mainly focuses on three aspects: independent 

demand, ability demand and relationship demand, and thus carry out research on 

compensatory consumption intention. However, in many studies, they rarely find the 

mechanism influence relationship of consumption behavior attitude, subjective norm 
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and perceived behavior in compensatory consumption intention. Therefore, this paper 

studies the online consumption behavior of the elderly from the dimension of 

compensatory consumption intention, which has great theoretical and practical 

significance. This study would start with compensatory consumption intention, try to 

find out the influence mechanism relationship of the elderly's online shopping 

behavior from the perspective of compensatory consumption intention, find out the 

existing problems in the research, and put forward relevant suggestions and measures. 

2)  Review of relevant literature in China 

With the rapid rise of China's Internet economy in recent years, online 

consumption has become a research hotspot and key research field in academic circles. 

By searching a large number of data, the author found that in recent years, scholars' 

research objects of online consumption behavior are mainly young people (college 

students) and middle-aged and elderly people. Through empirical research, the 

characteristics and influencing factors of their online consumption behavior are studied. 

For example, Chinese scholars J. Chen and Wang (2006); F. Zhang and Yang 

(2007) had shown that self-love and self-ability constitute an individual's self-esteem. 

The research of J. Wang and Wang (2011) also confirmed that after receiving the 

negative feedback information of ability test, consumers would increase the purchase 

preference of object characteristic and experiential products, in which the level of self-

esteem played an intermediary role. X.-a. Zhang (2013) believed that in the context of 

Chinese traditional culture, the main component of self-esteem also includes face, and 

individuals would also stimulate compensatory consumption behavior when they "lose 

face". "Maintaining face" and "saving face" were important motives for China's 

symbolic consumption such as luxury consumption and scarce products consumption. 

Song, Nie, and Xu (2013) showed that products with obvious brand marks could also 

compensate for the lack of face and improve the purchase intention of face threatened 

individuals in the process of face maintenance. 

In terms of online consumption, many scholars had also carried out relevant 

research. When studying online consumption, scholars M. He and Li (2001a) believed 

that after entering the information age, online consumption presents many 

characteristics, including the combination of consumption and production, softening of 

consumption objects, increasing utility, "pull" consumption, weakening of income 
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constraints, group effect, borderless consumption, etc. K. Tang (2001) studied from the 

perspective of e-commerce examination and online experience and believed that online 

consumption had the characteristics of individuality, directness, liquidity, situational, 

credit, convenience, ideality and back feeding. M. Xu (2003) studied the consumption 

behavior characteristics of emerging online consumer groups and believed that their 

characteristics mainly include four aspects: First, the personalization of consumption 

behavior; Second, the rationalization of consumption behavior; Third, the 

informatization of consumption behavior; Fourth, the participation of consumption 

behavior, which fully showed the influence of self-esteem threat, lack of control and 

lack of sense of belonging in online consumption behavior. D. Wu (2008) believed that 

online consumption not only had the characteristics of the integration of consumption 

and production, but also had two distinct characteristics of consumption globalization 

and the integration of consumption and enjoyment. These characteristics were related 

to independent demand, capacity demand and relationship demand. Later, X. Duan and 

Zhao (2010) analyzed the various factors contained in online consumption behavior, 

and also believed that the characteristics of online consumption mainly include: 

younger consumers, richer consumption contents, personalized consumption forms, 

globalization of consumption regions, advanced consumption means and intelligent 

consumption results, and demonstrated the characteristics of online consumption and 

the threat of self-esteem, lack of sense of control and lack of sense of belonging. Feng 

(2012) believed that compared with traditional consumption, online consumption had 

the characteristics of high efficiency, low cost, potential and multiple choices of 

consumption, and the actual inequality between buyers and sellers had been greatly 

improved. Scholars Zhicheng Li and Liu (2012) believed that under the e-commerce 

model, compared with the traditional business model, consumer behavior mainly 

showed the following characteristics: First, the consumer market is more subdivided; 

Second, service demand mainstreaming; Third, the expansion of the scope of choice 

and the partial sensibility of purchase behavior; Fourth, consumers' participation in the 

production and circulation cycle was direct, so compensatory consumption intention 

was more suitable for the study of online consumption behavior. 
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Combing the literature, it is found that in recent years, scholars have also studied 

the influencing factors of online consumption intention and behavior from the aspects 

of consumers themselves, perceived risk, the quality of goods and services of website 

merchants, logistics distribution and so on. Q. He and Lin (2006) used the technology 

acceptance model to focus on the characteristics and perception ways of consumers and 

put forward an empirical study on Chinese consumers' online shopping behavior and 

compensatory consumption intention. Hongwei Li and Wang (2011) based on the 

theory of customer satisfaction and using the Carnot model, explored the elements of 

natural quality, unitary quality and charm quality that affect customer satisfaction in 

online shopping. Yongbo Sun and Liu (2014) found that consumers' online 

consumption behavior was affected by factors such as online store reputation and 

commodity cost performance. Q. Tang, Yu, Lin, and Huang (2018) found that factors 

such as pay expectation, performance expectation and consumer trust directly affect 

consumers' online shopping behavior, while factors such as personal innovation and 

risk perception indirectly affected consumers' online consumption behavior. C. Liu 

(2019) found that consumers' online consumption behavior was mainly affected by 

price balance, social impact, platform reputation and other factors. K. Gao and Sun 

(2019) found through empirical analysis that users' attitude, satisfaction, subjective 

normalization and perceived usefulness all had a significant impact on users’ 

consumption. 

Yucong Sun (2018) analyzed the influencing factors of rural consumers' online 

shopping behavior from the five dimensions of e-commerce end logistics service 

quality. His research found that consumers' satisfaction was mainly affected by the 

service attitude and cost economy of e-commerce end logistics, which indirectly 

affected consumers' purchase behavior. Y. Wu (2019) constructed a research model 

based on the core factors of the technology acceptance model and believed that the 

perceived usefulness and ease of use of online shopping and the attitude towards the 

use of e-commerce platform had a significant impact on consumers' online shopping 

behavior. Zong (2019) found that the service attitude of online stores had a direct 

impact on consumers' online purchase behavior. F. Sun, Fu, and Gao (2019) believed 

that the level of economic development, network infrastructure and per capita income 

in different regions led to differences in consumers' online shopping behavior in 
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different regions. Zhu and Chang (2020) believed that logistics distribution efficiency, 

payment method and friend recommendation were also the main factors affecting 

consumers' online purchase behavior. 

To sum up, the research on online consumption behavior is mainly carried out 

from the macro and micro perspectives. At the macro level, it is mainly the analysis 

and research on the current situation, environment and problems of China's online 

shopping economy. From the micro perspective, it mainly studies the behavior of 

consumers in terms of preference, perception, demand and so on. However, in terms 

of compensatory consumption intention and online consumption behavior, there has 

not formed an overall systematic research system, and the relationship between 

various variables and factors needs to be proved by examples. Based on this, this 

paper believes that there is a certain causal relationship between personal demand and 

online consumption behavior from the perspective of compensatory consumption 

intention. Whether the constituent elements of consumer behavior attitude, subjective 

norms and perceived behavior control have an impact on compensatory consumer 

behavior is the focus of this study. This study would explore the relationship between 

several influencing factors and try to find out the compensatory consumption 

motivation and significant influencing factors of online consumption behavior, so as 

to further improve the online consumption environment of Chinese elderly and 

promote the development of Internet economy. 

 

2.8 Literature Review of Variable Relationship Research 

By combing a large number of literature and data analysis, the author would 

start with compensatory consumption, build a theoretical framework with behavioral 

attitude, subjective norms, perceived behavior control, compensatory consumption 

motivation and compensatory consumption behavior as research variables, and 

empirically analyze the mechanism and influence relationship between these variables 

through SPSS and AMOS, This is a milestone for the innovation of the theory of 

compensatory consumption and promoting the development of online consumption 

industry. Therefore, this study from the behavioral attitude and its constituent 

elements: brand pursuit, shopping enjoyment, brand loyalty, impulse shopping and 
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conspicuous consumption, as well as the constituent elements of subjective norms: 

mandatory norms, individual norms, exemplary norms, and the constituent elements 

of perceived behavior control: perceived benefits, perceived loss, perceived emotion 

and perceived experience as an independent variable in the model. At the same time, 

taking compensatory consumption motivation as the intermediary variable and 

compensatory consumption behavior as the dependent variable, this paper plans the 

relationship route between various variables and scientifically constructs the 

conceptual framework map. Behavior attitude, subjective norms, perceived behavior 

control and its constituent elements are positively correlated with compensatory 

consumption intention, which positively affects compensatory consumption behavior. 

Self-esteem threat plays a moderating role between behavior attit ude and 

compensatory consumption intention. The lack of sense of belonging plays a 

moderating role between subjective norms and compensatory consumption intention. 

The lack of sense of control plays a moderating role between perceived behavior 

control and compensatory consumption intention. 

 

2.8.1 Based on the Relationship between Behavioral Attitude and 

Compensatory Consumption Motivation 

Scholars Gromo (1988) applied compensation psychology to the consumption 

field for the first time and put forward the concept of "compensatory consumption" on 

this basis. It was pointed out in the paper: For groups with low-income level and low 

economic status, when their self-esteem was damaged or their current state was 

inconsistent with their psychological needs, they would seek self-integrity or maintain 

the status quo and psychological needs through consumption. consistency. This was 

for the special consumption behavior that exists in people's consumption. That was, 

individual consumption was not the purchase of consumer goods for their own needs, 

but an explanation of the compensation for the contradictions of unsatisfied internal 

needs by purchasing other consumer goods that were not required for life. Scholars 

Vigneron and Johnson (1999) proposed that, based on the validity of self-perception, 

behavioral attitudes, luxury consumers were divided into "self-focused" or "public-

focused". Luxury consumers who "pay attention to the public" were mainly motivated 

by "showing off value, brand value, and herd value". Luxury buyers who "focus on 
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themselves" focus on "perfect value and hedonic value". At the same time, the 

generation mechanism of luxury consumption intention was rooted in the mutual 

influence between the purchasing motivations of "focusing on oneself" and "focusing 

on the public". 

Charles, Hurst, and Roussanov (2009); Kaus (2013) proposed conspicuous 

consumption to explain the phenomenon of luxury goods based on the consumption 

behavior attitude of wealth display, that was, consumers reflected personal information 

such as social status, income and wealth by conspicuous consumption in front of the 

public. However, this explanation still could not fully explain the motivation of luxury 

consumption. Because people, both rich and poor, had the desire to show their wealth, 

but in contrast, why did the poor have much stronger motivation for luxury 

consumption and wealth display than the rich, resulting in luxury fanaticism, that was, 

they bought conspicuous products that were inconsistent with their own status and had 

no specific functional value regardless of the actual cost. This showed that the attitude 

of luxury purchase behavior could not be fully explained by conspicuous consumption. 

 

2.8.2 Based on the Relationship between Subjective Norms and 

Compensatory Consumption Motivation 

Scholar Ajzen and Sheikh (2013) took the organizational environment of 

customers as the starting point and selected subjective norms as independent variables. 

The results showed that subjective norm was the customer's comprehensive perception 

of the organizational environment and had an important impact on behavioral 

intentions. Meanwhile, J. R. Pierce and Aguinis (2013) explored the nonlinear 

influence of subjective norms on the motivation of acquired impression management 

based on the Too Much of a Good Thing Effect. And introduced Basic Psychological 

Need Theory as a theoretical framework to carry out research. Deci and Ryan (2000) 

used this model to conduct empirical research and found that the external environment 

of customers affected their motivation by affecting the satisfaction of other customers' 

basic psychological needs (including autonomous needs, relationship needs and 

competency needs). In fact, in an earlier study, J. L. Pierce, Gardner, Cummings, and 

Dunham (1989) selected organizational self-esteem and threat as the environmental 

nodes of customers, that was, customers' cognition of self-worth in the consumption 



 50 

situation, which further verified its influence. effect. However,  Bolino, Long, and 

Turnley (2016) believed that the current research on environmental factors was 

fragmented. Therefore, in his research results, he proposed that situational openness, 

situational advantage, resource scarcity and subjective norms had an impact on 

consumption willingness. For example, Kolditz and Arkin (1982) found that the 

publicity of customers' consumption situation positively affected consumption 

intention. Puntoni and Tavassoli (2007) also found that individuals care more about 

their own image and others' evaluations in public situations, indicating that 

prescriptive norms and exemplary norms could affect customers' willingness to 

consume. 

Leary and Kowalski (1990) found that when the resources (goals) needed by 

individuals are very scarce, that was, when some psychological needs were missing, 

the individual's willingness to consume would be higher. Zhao, Zhou, Liu, and Yu 

(2019) and others found that demonstration norms could promote the generation of 

consumption intention. For example, G. Guo, Zhang, Chen, and Wang (2010) and 

other scholars pointed out that word-of-mouth communication had a significant 

positive predictive effect on subjective norms. Xue, Bai, and Hu (2016) showed that 

the variables of word-of-mouth communication had a positive predictive effect on 

subjective norms. In addition, Jin, Yang, and Feng (2011) and other scholars found 

that material incentives had a positive impact on the subjective norms of individual 

knowledge sharing. Y. Huang, Duan, Yang, and Jin (2014) and other scholars had 

shown that collectivism culture had a positive impact on subjective norms. Conner et 

al. (2007) used the Theory of Planned Behavior to predict the impact of subjective 

norms on consumers' consumption intention, and the results showed that there was an 

impact relationship between them. Later, R. Wu, Li, and Wu (2010) and other scholars 

continued Conner's (2007) research and carried out further research. They found that 

subjective norms had an important impact on farmers' consumers' purchase of 

household appliances in the countryside. Later, Zhilan Li, Ma, and Ma (2019) and 

other scholars showed that subjective norms had a positive impact on green 

consumption intention. In addition, Jin et al. (2011) and others found that sharing 

subjective norms could promote the improvement of individual consumption intention, 

which could effectively predict the occurrence of knowledge sharing behavior. The 
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research of S. Wang and Zhou (2013) showed that the subjective norms of team 

members had a positive effect on individual innovation behavior. However, in many 

studies and explorations, although the relationship between subjective norms, an 

individual characteristic factor, and consumption intention had long attracted scholars' 

attention, the significant influencing factors of the relationship between constituent 

elements had not been investigated. 

 

2.8.3 Based on the Relationship between Perceived Behavior Control and 

Compensatory Consumption Motivation 

Scholar Bauer (1960) first introduced the concept of perceived risk into the 

field of marketing. As Bauer's research showed, any consumer's buying behavior could 

have unintended consequences, and these results were sometimes less than desirable. 

This implicit "uncertainty about the outcome" was the original concept of perceptual 

behavior. Following Bauer, scholars had conducted in-depth research on the concept 

of perceptual behavior. The definition of perceived behavior was mainly divided into 

the following two factors: 1) Uncertainty consequence: consumers' subjective 

estimates of the probability that something might happen. 2) Consequence: the 

seriousness of the consequences after the event occurs. This definition was first 

specified by Cox (1963), and a correlation function model of these two factors was 

constructed. Later, Cunningham (1967) conducted empirical research on the basis of 

Cox. The two parts of perceived behavior proposed by them had been generally 

recognized and followed by the marketing academia and had also become the 

mainstream of subsequent research on perceived behavior. Therefore, scholars Jacoby 

and Kaplan (1972) classified perceived behaviors into five types for 12 different 

consumer goods. That was, the types of elements that constitute perceived behavior 

are divided into: psychological risk, financial risk, performance risk, physical risk and 

social risk. In the study, psychological risk represented the psychological burden and 

mental stress consumers experience from their purchasing behavior. Financial risk 

referred to the economic risk faced by customers when the money expenditure in the 

process of consumption is not equal to the value of the product they receive. 

Performance risk referred to the risk that the product purchased by the consumer could 

not be used normally. Physical risk meant damage to the health of consumers due to 
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product design flaws. Social risk referred to the risk that other members of society 

express unacceptable purchase behavior of consumers, and consumers were therefore 

not recognized. At the same time, the research of Jacoby and Kaplan (1972) also found 

that these five risk types explained the overall perceived behavior to a higher degree, 

and these risks would have a certain degree of influence on consumer motivation. 

Davis, Bagozzi, and Warshaw (1992) believed that perceived availability and 

availability would significantly affect individuals' willingness to accept and use. 

Strack and Deutsch (2006) believed that the customer's perceived behavior was the 

primary premise of customer satisfaction. When a customer had a low level of 

perceived fairness compared to others, he would complain. At this point, there would 

be a lack of demand in the customer's psychology. Costabile, Raimondo, and Miceli 

(2000) proposed that the generation of consumer perception behavior referred to the 

ratio of the benefit and cost contribution of the consumer and the enterprise in the 

transaction or the relative perception of other consumers about the performance of the 

product or service. That was consumers' psychological feelings about the process of 

consumption behavior in the transaction. Based on the Theory of Planned Behavior,  

Jing and Huang (2018) analyzed the influencing factors  of clothing online 

consumption behavior intention and the correlation between each influencing factor 

and online shopping intention from a psychological perspective. The results showed 

that female college students' clothing online shopping attitude, information seeking 

attitude, past online shopping behavior and perceived behavior control had a positive 

impact on online shopping intention. 

 

2.8.4 Based on the Relationship between Compensatory Consumption 

Motivation and Compensatory Consumption Behavior 

The concept of compensatory consumption in this paper was originally 

proposed by Gromo (1988). In his research, he noticed that most research models of 

consumer behavior were implicitly or explicitly based on the consistency of demand 

and action. Therefore, the research mainly focused on understanding how different 

aspects of consumer behavior were motivated by different types of needs, or how 

much they contributed to satisfaction. In the research, it was found that some 

consumption might be a response to a more general demand, that was, this 
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consumption compensation was for some types of demand, and this consumption 

mode could be called compensatory consumption. Rucker and Galinsky (2013) further 

refined the definition of compensatory consumption proposed by Gromo (1988) based 

on some recent studies. They pointed out that "compensation" referred to the 

individual's intentional or unintentional consumption to make up for the identity threat 

or achieved an ideal psychological state, and "consumption" included not only the 

physical consumption of goods (such as wearing clothes and eating), but also the 

individual's product preference (such as longing for a specific brand or liking a 

specific commodity). 

When Woodruffe (1997) studied consumption intention, he pointed out that 

frequent excessive shopping behavior, as compensation for stress, anxiety, depression 

or boredom, was a manifestation of compulsive consumption. In some cases, such 

consumers were no different from addicts, who had little control over their 

consumption behavior. And after consumption, the individual experienced a powerful 

sense of guilt. It was an abnormal consumer willingness to consume and an extreme 

form of compensatory consumption motivation. And Elliott (1994) distinguished 

between addictive consumption and compulsive consumption behavior. In his 

research, he pointed out that this behavior should be called a hobby. Because it was an 

extension of a normal consumption willingness to a consumption behavior, not just a 

compulsive behavior to do something against my subjective would due to some 

unwilling pressure. 

Elliott (1994) verified the relationship between compensatory consumption 

motivation and compensatory consumption behavior, that was, addictive consumption 

willingness was an activity that used various compensatory behaviors to make up for 

perceived deficiencies or emotional appeals. Its real purpose was to cope with anxiety 

states and stress, as well as lack of self-esteem and ego. It was an abnormal extension 

of normal consumption behavior and an abnormal form of compensatory consumption. 

This argument further confirmed that compensatory consumption was a normal and 

universal consumption behavior. Atalay and Meloy (2011) believed that the research 

on compensatory consumption mostly referred to shopping therapy, focusing on the 

emotional repairing effect of consumption. Zheng and Peng (2014) believed that the 

essential feature of compensatory consumption was to make up for certain 
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psychological deficiencies or threated through consumption behavior, emphasizing 

that consumption behavior was an alternative means and tool to meet demand, rather 

than functional value. 

 

2.8.5 The Moderating Effect of Self-esteem Threat and Lack of Sense of 

Belonging and Lack of Control 

The author combs the literature and finds that Grunert (1993) developed and 

improved this concept. He believed that a demand could be met in many different 

ways. That was, the demand for X could be solved by acquiring X, but it could also be 

solved by acquiring Y. If Y was used, this process was called compensatory 

consumption. Dalton (2008) thought that when self-worth was threatened and 

challenged, consumers were more likely to choose goods that were fully self-related 

and realize self-worth expression. Rucker and Galinsky (2008) applied the research on 

compensatory consumption behavior to consumers' perception of power status and 

choice of consumption tendency. The research showed that the more threatened and 

challenged consumers' power status was, the more consumers tended to buy products 

that fully reflect their social power and identity, And the threat of self -awareness 

would also promote consumers to have a stronger psychological preference for brands 

that were conducive to self-perception. 

1)  The relationship between Self-esteem Threat and Compensatory 

Consumption 

Previous literature showed the complexity of the components involved 

in self-esteem. Therefore, referring to previous studies, this paper defines self-esteem 

as the evaluation of self-worth and behavioral attitude, that is, it reflects "who I am". 

The scholar Tesser (1988) mentioned that when the self-esteem level was threatened, 

it would urge individuals to compensate for the lack of self-esteem level in different 

ways. Dalton (2008) believed that from the perspective of maintaining a good image 

in the hearts of others, self-esteem threatens that individual were more inclined to the 

consumption behavior of self-expression and express their self-worth through 

symbolic consumption. Scholars L. Gao et al. (2009) believed that we could meet 

individual psychological needs and achieve personal growth by increasing intelligence, 

enriching experience and improving image temperament, so as to make up for the 
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negative feelings caused by the threat of self-esteem. Later, Carter and Gilovich 

(2012) mentioned that compared with physical purchase, experiential purchase 

emphasizes the process and process. The experience and experience brought by 

experiential purchase were more helpful for individuals to complete the formation of 

self-concept. J. Lee and Shrum (2012) pointed out that the experience neglected by 

others would make individuals doubt their ability. In order to prove their ability, they 

would make conspicuous consumption, such as like large and conspicuous brand logo. 

Holoien and Fiske (2013) mentioned in the research that when 

individual self-esteem was threatened, they preferred to maintain a good image in the 

eyes of others and produced compensatory consumption behavior of products that 

could improve self-confidence and intelligence. Thomas and Millar (2013) believed 

that consumer behavior and attitude were more closely related to self -worth, and 

shopping could better meet the needs of personal self-realization. Willer, Rogalin, 

Conlon, and Wojnowicz (2013) found that when men's masculinity was threatened, 

they preferred products that could show masculinity, such as off-road vehicles. By 

combing the literature, it is found that there is a certain correlation between self -

esteem threat and compensatory consumption behavior, but the influence relationship 

between them is not clearly reflected. Therefore, this study believes that when self-

esteem is threatened, individuals might play a moderating role in compensatory 

consumption behavior that could help them have a good image and self-confidence in 

others. 

2)  The Relationship between Lack of Sense of Belonging and 

Compensatory Consumption 

The scholars Baumeister and Leary (1995) mentioned that people were 

eager to establish good social relations with others and obtain a sense of belonging in 

group life. Maner, DeWall, Baumeister, and Schaller (2007) also believed that when 

people lack a sense of belonging, there were other channels in addition to the direct 

response of reintegrating into the group and being recognized by the group through 

active contact with others and abiding by group norms. Jaehoon Lee and Shrum (2013) 

clearly pointed out that consumption was also an important means to compensate for 

the sense of belonging. Scholars Van Boven (2005); Van Boven and Gilovich (2003) 

believed that the relationship to meet the needs of sense of belonging and promote 
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consumption behavior was usually discussed from the perspective of relationship 

promoting response. From the perspective of direct response, experiential purchase 

itself had social attributes. People could get the opportunity to communicate with 

others in the process of experiential purchase, increase interpersonal intimacy and 

compensate for the lack of individual sense of belonging. 

Scholars Carter and Gilovich (2010, 2014) mentioned that when 

individuals took yoga, dance and other courses, on the one hand, they could make new 

friends, on the other hand, they could also increase the intimacy of their relationship 

with old friends through conversation. At the same time, taking tourism as an example, 

although it was the same destination, because the travel time, means of transportation, 

hotels and scenic spots were different, consumers would get different experiences and 

experiences, thus increasing the sense of belonging of the society. In addition, the 

research of Kumar and Gilovich (2016) showed that communicating the experience 

generated by compensatory consumption could shorten people's distance. Scholars 

Van Boven, Kane, McGraw, and Dale (2010) found that others generally believed that 

consumers who conducted compensatory consumption were driven by people's real 

needs, not out of the negative motivation of showing off, such as gaining status and 

reputation. However, compared with participating in social acquisition or tourism 

experience, compensatory consumption behavior could help individuals with a lack of 

sense of belonging to gain the respect of others in social relations and make up for the 

lack of sense of belonging. Through combing the literature, it is found that 

compensatory consumption behavior could make up for the psychological needs of 

individual lack of sense of belonging to a certain extent. However, the Moderating 

effect of lack of sense of belonging is one of the contents of this study. 

3)  The Relationship between Lack of Control and Compensatory 

Consumption 

Previous literatures showed that the sense of control was one of the 

basic needs of human beings, and the lack of sense of control would stimulate 

consumers' compensatory consumption behavior. Scholars Arndt, Solomon, Arndt et 

al. (2004) believed that the lack of sense of power, freedom, helplessness and death 

threat would lead to the lack of individual control. Rindfleisch and Burroughs (2004) 

found that when the sense of control was missing, people had a stronger tendency of 



 57 

materialism. Chan and Prendergast (2007); Richins and Dawson (1992) believed that 

materialism was a value that emphasizes material interests. Individuals with high 

materialistic values believe that property was a sign of success and believed that 

property would bring more happiness. Richins and Dawson (1992) believed that 

individuals with high materialistic tendencies attached great importance to the 

acquisition of property and hoped to retain resources for their own use. Materialists 

preferred to purchase in kind to highlight wealth and obtain happiness. Millar and 

Thomas (2009) believed that materialism played a moderating role in the impact of 

purchase type on well-being. Compared with consumption intention, high materialists 

would produce a higher level of happiness when they conducted consumption 

behavior. In addition, Rucker et al. (2012) pointed out that the tendency of high 

materialism would also increase individuals' willingness to buy expensive luxury 

goods and scarce goods and made conspicuous consumption. Frank (1985) believed 

that conspicuous consumption was the purchase of visible goods, tha t was, 

compensatory consumption. Therefore, Rucker and Galinsky (2008, 2009) believed 

that, compared with purchase behavior, compensatory consumption could be 

compared with similar consumer products owned by others. At this time, individuals 

with a lack of sense of control could quickly obtain psychological compensation 

through social comparison through compensatory consumption behavior. 

When Acikalin, Gul, and Develioglu (2009) conducted a study on 

compensatory consumption behavior in the absence of a sense of power, they found 

that consumers with a low sense of power would increase their willingness to purchase 

products with status symbols. Compensate for the psychological feeling of lack of 

power through symbolic products. For example, famous brand cars and bags could 

directly reflect the individual's status, wealth and prestige, thereby obtaining 

compensation for the lack of psychological needs. The research of scholars W. Liu, 

Wang, and Shao (2016) found that when the sense of control was lacking, consumers 

would desire to touch the product and compensate for the sense of control by touching 

the product. At the same time, the research of R. Chen and Zheng (2015) found that 

people's consumption behaviors in the absence of a sense of control were usually 

characterized by risk aversion and uncertainty. Since experiential consumption 

purchased an experience, the degree of uncertainty was significantly higher than that 
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of compensatory consumption motivation. Therefore, from the perspective of control 

strategy, compared with the intangible experience process, the tangible, graspable, 

touchable and other characteristics of objects could help individuals with a sense of 

control to improve the level of control by changing and grasping objects. Similarly, 

Cutright, Bettman, and Fitzsimons (2013) believed that compared with experiential 

purchase and actual purchase behavior, compensatory consumption was more 

conducive to helping individuals with a sense of control to seek psychological 

deficiencies and make up. By combing through the literature, this paper argues that 

individuals in the context of lack of control may have a higher level of compensatory 

consumption behavior due to high materialism tendencies and adopting primary 

control strategies. 

 

2.9 Research Gaps 

Under the background of the rapid aging of China's population and the rapid 

development of online shopping industry, in order to solve the problems and 

difficulties faced by the Chinese elderly in participating in online shopping, the 

practical significance of this study lies in: First, find out the obstacles and bottlenecks 

encountered by the elderly in the process of online consumption, as well as the main 

problems and difficulties, provide theoretical basis for the improvement of sales 

network and service quality. Second, through the investigation and analysis of this 

study, we empirically test the influencing and restrictive factors of the elderly's online 

consumption behavior, in order to put forward effective suggestions and 

Countermeasures for the elderly's online shopping behavior. Third, provide business 

decision-making basis and theoretical basis for online shopping platform, and promote 

the healthy development of online consumer market and related industries. Fourth, 

provide scientific and reasonable research ideas for later scholars in this research field, 

and promote the scientific and rich development of this research field in the future. 

Fifth, provide the theoretical basis and decision-making reference for government 

departments and relevant enterprises. 
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The practical significance of this study is to make efforts to fill the following 

research gaps: 

1)  This study attempts to explore whether self-esteem threat could 

regulate behavior attitude. In the influence mechanism of behavior attitude and 

compensatory consumption motivation, whether self-esteem threat positively regulates 

behavior attitude, that is, the stronger the self-esteem threat, the better the behavior 

attitude, and the better the compensatory consumption motivation. This is because 

self-esteem threat plays a moderating role in the influence mechanism of this research 

model, this is a further extension of behavioral attitude theory and could also provide 

theoretical reference for future scholars. 

2)  Through this study, we try to explore whether the lack of sense of 

belonging could regulate subjective norms. In the influence mechanism of subjective 

norms and compensatory consumption motivation, whether the lack of sense of 

belonging could regulate behavior attitude, that is, the stronger the lack of sense of 

belonging, the lower the degree of subjective norms, the worse the compensatory 

consumption motivation, This is because the lack of sense of belonging plays a 

moderating role in the influence mechanism of the research model, which is a further 

extension of the subjective norm theory and could also provide theoretical reference 

for future scholars. 

3)  Through this study, we try to explore whether lack of control would 

regulate perceived behavior control, and whether lack of control positively regulates 

perceived behavior control in the influence mechanism of perceived behavior control 

and compensatory consumption motivation, that is, the stronger the lack of perceived 

behavior control, the higher the level of perceived behavior control and the better the 

compensatory consumption motivation, This is because the lack of sense of control 

plays a moderating role in the influence mechanism of the research model, which is a 

further extension of the theory of perceptual behavior control and could also provide 

theoretical reference for future scholars. 

4)  This study attempts to explore whether compensatory consumption 

motivation plays an intermediary role in the influence mechanism of behavioral 

attitude, subjective norms and perceived behavior on compensatory consumption 

behavior. This is a supplement to the theory of compensatory consumption, further 
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enriches the theory of compensatory consumption, and provides research ideas and 

theoretical reference for future scholars. This is the main theoretical contribution of 

this study. 

 

2.10 Theoretical Framework 

By combing the research results and relevant literature of previous scholars, 

combined with the actual situation of this study, this paper constructs the theoretical 

framework of this paper as follows: 

 

 

Figure 2.2  The Theoretical Framework of this Study 

Note:  Drawing: Prepared by the author of this article 

 

2.11 Conceptual Framework 

After the author's comprehensive consideration and according to the research 

ideas, in order to empirically test the hypotheses proposed in this study, according to 

the relationship and path between variables, this paper constructs the following 

conceptual framework (Figure 2.3) to carry out relevant research work. 
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Figure 2.3  Conceptual Framework of this Study 

Note:  Drawing: Prepared by the author of this article 

 

2.12 Research Hypothesis 

Based on the experience and Inspiration of combing the relevant literature, 

based on the relevant theories and combined with the reality of this study, the author 

sorts out the research assumptions and forecasts, which are summarized in Table 2.2 

below. 

 

Table 2.2  Summary of Research Assumptions 

 Summary of Research Assumptions 

Direct effect H1: Brand pursuit has a positive impact on compensatory 

consumption motivation; 

H2: Shopping enjoyment has a positive impact on compensatory 

consumption motivation; 

H3: Brand loyalty has a positive impact on compensatory 

consumption motivation; 
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 Summary of Research Assumptions 

H4: Impulse shopping has a positive impact on compensatory 

consumption motivation; 

H5: Conspicuous consumption has a positive impact on 

compensatory consumption motivation; 

H6: Mandatory norms have a positive impact on compensatory 

consumption motivation; 

H7: Individual norms have a positive impact on compensatory 

consumption motivation; 

H8: Exemplary norms have a positive impact on compensatory 

consumption motivation; 

H9: Perceived benefit has a positive impact on compensatory 

consumption motivation; 

H10: Perceived loss has a positive impact on compensatory 

consumption motivation; 

H11: Perceived emotion has a positive impact on compensatory 

consumption motivation; 

H12: Perceived experience has a positive impact on compensatory 

consumption motivation; 

H13: Compensatory consumption motivation positively affects 

compensatory consumption behavior; 

 

Moderating 

effect 

H14a: Self-esteem threat plays a moderating role between brand 

pursuit and compensatory consumption motivation; 

H14b: Self-esteem threat plays a moderating role between 

shopping enjoyment and compensatory consumption motivation; 

H14c: Self-esteem threat plays a moderating role between brand 

loyalty and compensatory consumption motivation; 

H14d: Self-esteem threat plays a moderating role between 

impulse shopping and compensatory consumption motivation; 
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 Summary of Research Assumptions 

H14e: Self-esteem threat plays a moderating role between 

conspicuous consumption and compensatory consumption 

motivation; 

H15a: Lack of sense of belonging plays a moderating role 

between mandatory norms and compensatory consumption 

motivation; 

H15b: Lack of sense of belonging plays a moderating role 

between individual norms and compensatory consumption 

motivation; 

H15c: Lack of sense of belonging plays a moderating role 

between exemplary norms and compensatory consumption 

motivation; 

H16a: Lack of control plays a moderating role between perceived 

benefits and compensatory consumption motivation; 

H16b: Lack of control plays a moderating role between perceived 

loss and compensatory consumption motivation; 

H16c: Lack of control plays a moderating role between perceived 

emotion and compensatory consumption motivation; 

H16d: Lack of control plays a moderating role between perceived 

experience and compensatory consumption motivation; 

Mediation 

effect 

H17: Compensatory consumption motivation plays a mediating 

role between brand pursuit and compensatory consumption 

behavior; 

H18: Compensatory consumption motivation plays a mediating 

role between shopping enjoyment and compensatory consumption 

behavior; 

H19: Compensatory consumption motivation plays a mediating 

role between brand loyalty and compensatory consumption 

behavior; 
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 Summary of Research Assumptions 

H20: Compensatory consumption motivation plays a mediating 

role between impulse shopping and compensatory consumption 

behavior; 

H21: Compensatory consumption motives play a mediating role 

between conspicuous consumption and compensatory 

consumption behavior; 

H22: Compensatory consumption motives play a mediating role 

between mandatory norms and compensatory consumption 

behavior; 

H23: Compensatory consumption motivation plays a mediating 

role between individual norms and compensatory consumption 

behavior; 

H24: Compensatory consumption motives mediate between 

exemplary norms and compensatory consumption behaviors; 

H25: Compensatory consumption motivation plays a mediating 

role between perceived benefit and compensatory consumption 

behavior; 

H26: Compensatory consumption motivation mediates the 

relationship between perceived loss and compensatory 

consumption behavior; 

H27: Compensatory consumption motivation plays a mediating 

role between perceived emotion and compensatory consumption 

behavior; 

H28: Compensatory consumption motivation plays a mediating 

role between perceived experience and compensatory 

consumption behavior. 

 

  



 

 

CHAPTER 3 

 

RESEARSCH METHODOLOGY 

 

3.1 Introduction to the Research Object 

The rapid growth of China's elderly population would make the consumption 

demand of the elderly population continue to increase. At the same time, it could be 

seen that there are many differences in the consumption behavior of the elderly 

population. Therefore, the consumption market of the elderly population has huge 

potential. However, due to various misconceptions about age in the past, the elderly 

consumer market has just started. Although the aging market has been developed, the 

needs of the elderly population are still not fully met. According to the data released 

by the Ministry of Civil Affairs, according to the results of the fourth sampling survey 

on the living conditions of the elderly in urban and rural areas in China, the annual per 

capita income of the elderly in urban China had reached 23,930 CNY, and the annual 

per capita income of the elderly in rural areas has reached 7,621 CNY. The economic 

situation of the elderly had been improved (data source: Central Radio Network, 

October 10, 2016). The silver-haired economic potential of "rich people" has great 

potential. According to the "China Aging Industry Development Report" released by 

the National Working Committee on Aging, it was estimated that between 2014 and 

2050, the consumption potential of China's middle-aged and elderly population would 

increase from 4 trillion CNY to 106 trillion CNY. The share of GDP would grow to 

33%. And it would become the country with the greatest market potential in the global 

aging industry (data source: China Association for Aging, January 6, 2021). Alibaba 

released a "Silver-haired Online Consumption Upgrade Data" in October 2018, which 

defined middle-aged and elderly people over 50 as "silver-haired". According to the 

survey data, the number of silver-haired users on Taobao.com and Tmall.com had 

increased by 1.6 times in the past three years. Among them, the shopping frequency of 
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“Double Eleven” of groups over 60 had doubled in three years, and the medical beauty 

expenditure of silver-haired people was 4.4% last year. The consumption of silver-

haired tooth protection products had nearly doubled compared with last year (data 

source: Zhejiang Online, October 17, 2018). With the rapid popularization of the 

mobile Internet, the "silver-haired network economy" was developing rapidly, giving 

birth to a large number of "new seniors" who kept up with the trend of the times. 

These "new seniors" were no longer the uncles and aunts who visited the vegetable 

market and bought health care products in the traditional concept but appeared in the 

image of Internet experts. The "Online Living Consumption Data Report" released by 

JD.com in June 2019 showed that since 2012, the number of elderly netizens had 

increased by 130%, and the speed of the elderly's access to the Internet was 1.6 times 

the speed of the overall mobile Internet penetration. People online sold in 2018 

increased by more than 65% compared with 2017, and more and more elderly people 

purchased convenience food, medical supplies and supermarket supplies through 

mobile phones (data source: "Online Living Consumption Data Report", JD.com, June 

13, 2019). Therefore, based on the current situation, it is necessary to study how to 

improve the service quality of the online consumption behavior of the elderly and the 

after-sales service quality of the online business platform, so as to improve the 

recognition of the compensatory consumption behavior of the elderly, which requires 

further investigation, analysis and research. The development of the platform seeks to 

solve the dilemma of the current online shopping problem of the elderly in China. 

Previous studies had mainly defined the elderly based on physiological 

characteristics, family regulation, exemption from taxation, provision of security 

settings, and whether or not to retain fertility. Age is the basic information and 

important symbol of an individual, and it is simple and easy to identify whether it is 

an elderly person or not. However, there is no uniform age definition for the elderly 

around the world at present, but the main age groups are divided into three types: 55 

years old and above, 60 years old and above, and 65 years old and above. Developed 

countries generally adopt the age classification over 65 years old to define whether 

they are elderly, while developing countries generally accept the age classification 

over 60 years old to define whether they are elderly. In addition, the World Health 

Organization refers to people aged 60-74 as "young old people", those over 75 years 
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old as "old people", and those over 90 years old as "long-lived old people". Article 2 

of Chapter 1 of the Law of the People's Republic of China on the Protection of the 

Rights and Interests of the Elderly, which was implemented in China on July 1, 2013, 

clearly states that the elderly referred to in this law refer to citizens over the age of 60. 

Therefore, this study was aimed at the elderly population aged 60 years and above. 

On October 23, 2020, the mobile content platform "Qutoutiao.com" and "The 

Paper" jointly released the "2020 Report on the Internet Life of the Elderly". The 

report used the platform's big data to randomly select a sample of 1 million elderly 

people aged 60 and above. According to the analysis of network behavior, 51.12% of 

the samples were distributed in first- and second-tier cities (data source: The Paper, 

October 23, 2020). Based on the above report, the author of this paper would distribute 

questionnaires in 10 first- and second-tier cities in China, including Beijing, Shanghai, 

Guangzhou, Shenzhen, Nanjing, Hangzhou, Tianjin, Chengdu, Chongqing, Xi'an. The 

main subjects of the survey are the elderly over 60 years old, the population over the 

age of 60 in the above 10 cities was 32.8179 million (data source: National Bureau of 

Statistics, May 2021), which is used as the main source for the sample and data 

collection of this study, and its approach is representative and operable. Therefore, this 

study cooperated with a third-party survey agency to screen out the online shopping 

population of the elderly over 60 years old through shopping websites as a survey 

sample and conduct questionnaire surveys in the form of online and electronic 

questionnaires in order to obtain first-hand information and materials. 

 

3.2 Research Method 

3.2.1 Documentation Method 

The author collected and consulted a large number of literatures on behavioral 

attitudes, subjective norms, perceived behavioral control and self-esteem threats, lack 

of belonging, lack of control and other research results by using various tools such as 

related books and network databases, and mainly consulted compensatory The 

research model of consumption behavior and online shopping behavior, focusing on 

mastering the method and guiding significance of the theory of compensatory 

consumption behavior and online shopping behavior for this study, and using this as 
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the theory of compensatory consumption willingness and online shopping behavior of 

the elderly. The theoretical basis for the research model. 

 

3.2.2 Questionnaire Survey Method 

On the basis of reviewing a large number of literatures, this study is designed 

according to the scale model of behavioral attitude, subjective norm, perceived 

behavioral control, compensatory consumption motivation and compensatory 

consumption behavior, as well as self-esteem threat, lack of sense of belonging, and 

lack of control. A questionnaire on online shopping behavior. Because this study 

mainly evaluates the compensatory consumption motivation and compensatory 

consumption behavior of the elderly, it mainly designs a questionnaire with 

corresponding content for the elderly who have already made online shopping and 

conducts a one-to-one questionnaire survey. Elderly people with online shopping 

behavior could check the items accordingly. Through this method, this study could 

effectively and quickly obtain first-hand data, and conduct relevant empirical analysis 

of the choice intention model. 

This study is based on the principle of Hair, Black, Babin, Anderson, and 

Tatham (2006) that the ratio of the number of valid questionnaires to the number of 

sample items should not be less than 5:1 or 10:1. Therefore, there are a total of 75 

formal items in this research questionnaire, that is, no less than 600 valid 

questionnaires could be recovered. Therefore, the author plans to distribute 1,000 

questionnaires nationwide. If the recovery rate and the effective rate reach more than 

60%, it could meet the requirements of this research. 

 

3.2.3 Quantitative Analysis Method 

On the basis of designing and distributing questionnaires, the author uses SPSS 

statistical analysis software to analyze the data collected by the questionnaires to 

analyze the relevant items of this research, and finally forms the evaluation index 

system of compensatory consumption behavior, and finally calculates according to the 

theory of compensatory consumption behavior gap to obtain the relevant values, the 

evaluation results of behavioral attitude, subjective norms, perceived behavioral 

control, compensatory consumption motivation, compensatory consumption behavior, 



 69 

self-esteem threat, lack of sense of belonging, and lack of control could be obtained. 

 

3.2.4 Questionnaire Distribution 

According to the needs of the research work, in order to ensure the integrity 

and validity of the relevant data collection, the author mainly uses the Internet and 

other communication tools to conduct questionnaire surveys. This study plans to 

distribute 1,000 questionnaires in 10 first- and second-tier cities in China, including 

Beijing, Shanghai, Guangzhou, Shenzhen, Nanjing, Hangzhou, Tianjin, Chengdu, 

Chongqing, and Xi'an. In this way, the sample and data collection can be ensured to be 

operational and effective. At the same time, such an approach is very beneficial for 

this study to obtain first-hand information and data on the selected city-wide content. 

 

3.3 Data Analysis Method 

In the statistical application of data processing, SPSS21.0 Chinese version and 

AMOS were used as statistical and data analysis software in this study. In this study, 

the statistical significance level was used as the benchmark, and the data analysis was 

carried out according to the research purpose and the aforementioned assumptions. 

The statistical methods used include descriptive statistical analysis, reliability analysis, 

factor analysis, SEM hypothesis testing of AMOS, and structural equation model 

analysis. The specific use cases are as follows. 

 

3.3.1 Descriptive Statistical Analysis 

According to the respondents' answers to the Likert (1932) scale in the 

questionnaire, through five-level quantification, the direct mean and standard 

deviation of each question can be calculated. The distribution of the sample is known 

through the analysis of the number of responses, the mean and the standard deviation 

and other descriptive statistics. The t-test, univariate analysis of variance and other 

methods were used to conduct different demographic variables. Discuss the differences 

in behavioral attitudes, subjective norms, perceived behavioral control, compensatory 

consumption motivation, compensatory consumption behavior, self-esteem threat, 

lack of belonging, and lack of control. The descriptive statistics of this study are 
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divided into two parts. First, the distribution of basic information of the tested persons 

is obtained by means of frequency and percentage distribution. The second is to use 

the repeated quantity test of the multivariate analysis of dependent samples to compare 

the mean size of the variables, and no longer count the scores of individual items one 

by one. 

 

3.3.2 Reliability and Validity Testing 

1)  Reliability Test 

Reliability refers to the reliability or consistency of the measurement 

results. The higher the reliability, the more consistent or stable the measurement 

results are. Consistency mainly refers to whether the same scale could test the same 

content and results. Cronbach's Alpha coefficient is usually used to analyze reliability. 

If the coefficient is larger, it indicates that the reliability of the scale is better, and the 

measurement results are more stable. Among them, α≥0.9, it means that the reliability 

is very high, and the data effect is very ideal; 0.8≤α<0.9, it means that the reliability is 

very high, the data is ideal, and the effect is good; 0.7≤α<0.8, it means that the 

reliability is acceptable. This paper first conduct’s reliability analysis on the overall 

scale. If the analysis result, that is, the coefficient of α is greater than 0.7, it indicates 

that the scale in this paper has good stability. Further analysis could be performed. 

2)  Validity Test 

Validity refers to the degree to which a measurement tool or means 

could accurately measure what needs to be measured. Validity refers to the degree to 

which the measured results reflect the content to be examined. The closer the 

measurement results are to the content to be examined, the higher the validity; 

otherwise, the lower the validity. Therefore, this paper uses AMOS for confirmatory 

factor analysis (CFA). By comparing the results of CFA with the test standard of 

model fitting degree, the goodness of fit of the model could be obtained. Secondly, the 

convergent validity could be judged by knowing the factor loading, combined 

reliability (CR) and average variance extraction value (AVE), the scale is highly 

reliable. 
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3.3.3 Exploratory Factor Analysis 

After reliability analysis, exploratory factor analysis was used to test the 

validity of the variables. Before exploratory factor analysis, KMO measure and 

Bartlett sphericity test should be performed on the sample to judge whether the data is 

suitable for factor analysis. In this study, Principal Components Analysis in 

exploratory factor analysis was used, and SPSS 22.0 software was used to conduct 

exploratory factor analysis on samples. Abstract factors are extracted from specific 

measurement items. Factors with strong correlation would fall into the same group, 

and the correlation between common factors would be low. When selecting 

measurement items, 0.5 is usually used as the factor loading cutoff point, and 

measurement items with factor loadings less than 0.5 or more than 0.4 on mult iple 

factors are deleted. Before factor analysis, the data should be evaluated to judge 

whether the measurement scale is suitable for factor analysis, mainly by means of 

KMO value and Bartlett sphericity test. The KMO value is between 0 and 1. When the 

KMO value is greater than 0.9, it indicates that the scale is very suitable for factor 

analysis; when the KMO value is between 0.7 and 0.9, it is more suitable; when the 

KMO value is between 0.6 and 0.7, it is not suitable; when the KMO value is less than 

0.5, it is not suitable for factor analysis. The Bartlett sphericity test is mainly used to 

verify the significance. The larger the chi-square value of the scale, the higher the 

significance level, and the lower the significance (Sig.) value. When the significance 

level is less than 0.05, it indicates that the scale is suitable for factor analysis. 

 

3.3.4 Correlation Analysis 

The main purpose of the correlation analysis in this study is to explore the 

statistical analysis method of the correlation between two or more random variables in 

the same status. The degree of correlation between the two variables is represented by 

the correlation coefficient r, for example, the value of the correlation coefficient r is 

between -1 and 1. However, it could be any value within this range, for example: for a 

positive correlation, the r value is between 0 and 1; for a negative correlation, the r 

value is between -1 and 0. This study uses SPSS for Pearson correlation analysis to 

detect the correlation between different variables. The analysis value is how the 

relationship between the two variables is strong and weak, and it could be judged 
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whether the correlation is positive or negative. For example, a correlation coefficient 

of 0 means no correlation, a coefficient less than 0.3 is a weak correlation, a coefficient 

between 0.3 and 0.5 is a moderate correlation, and a coefficient greater than 0.5 is a 

high correlation. 

 

3.3.5 Mediation Testing 

In this paper, Bootstrap's method is used as the means to test the mediation 

effect. The specific method is to set the sample size to 5000 (usually at least 1000 or 

more), and set the interval confidence level to 95V, taking the bias correction 

confidence interval as an example. Observe whether the upper and lower bounds of 

the bias-corrected confidence interval for indirect effects include 0. If they are not 

included, there is a mediating effect. Then observe whether the upper and lower limits 

of the confidence interval for the bias correction of the direct effect include 0. If it 

does not include it, it means that it is a partial mediator, and if it includes it, it means a 

complete mediation. 

 

3.4 Hypothetical Testing 

The main purpose of hypothesis testing is a statistical inference method used 

to judge whether the differences between samples and samples and between samples 

and the population are caused by sampling errors or essential differences. Significance 

testing in quantitative research is a common method in hypothesis testing, and it is 

also the most basic form of statistical inference at present. In order to achieve the 

research objectives, this study uses AMOS and SPSS to test the hypotheses proposed 

in this study. First, make a hypothesis about the characteristics of the population of 

this study, and then make an inference about whether this hypothesis should be 

rejected or accepted through statistical reasoning of sampling research and using 

AMOS to build a measurement model. Secondly, use SPSS analysis tool to carry out 

logistic regression to test the influencing factors of each variable on the willingness of 

compensatory consumption of the elderly. 
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3.5 Scale Design and Operational Definitions 

By referring to the relevant models of compensatory consumption behavior 

theory, the author draws on previous models of behavioral attitude, subjective norm, 

perceived behavioral control, compensatory consumption motivation, compensatory 

consumption behavior, self-esteem threat, lack of belonging and lack of control. Based 

on the relevant research foundation and research results of previous scholars, an 

evaluation system of behavioral attitude, subjective norm, perceived behavioral 

control, compensatory consumption motivation, compensatory consumption behavior, 

self-esteem threat, lack of belonging and lack of control is constructed, then, the first 

draft of the scale for this study is built. After inviting relevant experts, supervisors and 

classmates to discuss the research, they made adjustments and revisions, and proposed 

a new scale for use in this research. The questionnaire of this study is mainly divided 

into two parts and several measurement indicators. 

 

3.5.1 Behavioral Attitude Measurement Scale 

Through the comprehensive analysis of scholars' behavioral attitude dimension, 

this paper refers to the viewpoints of Long and Liu (2005); Xiong (2017) on behavioral 

attitudes and believes that behavioral attitudes are mainly to examine whether the 

elderly conduct online shopping behaviors key factor. Therefore, this study draws on 

some indicators of the comprehensive evaluation index of behavioral attitude and its 

elements proposed by Xiong (2017) and others as the measurement elements and 

items of behavioral attitude in this study. The scales of this study were formed by 

deletion and appropriate modification. 
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Table 3.1  Behavioral Attitude Measurement Scale 

Behavioral Attitude Measurement Scale 

Variable Dimension Number Items Reference 

Consumpt

ion 

Behavior 

Attitude 

Brand 

pursuit 

A1 In order to have more 

choices, I would buy 

different brands and go to 

different stores to buy. 

(Xiong, 

2017). 

A2 When shopping online, I 

try to be as thoughtful as 

possible. 

A3 When shopping online, I 

try to be goal oriented. 

Shopping 

enjoyment 

A4 When I shop online, I 

enjoy the shopping 

process, not just the 

products that might be 

purchased. 

A5 I like to relax by 

shopping online. 

A6 I like to save time by 

shopping online. 

Brand 

loyalty 

A7 When shopping online, I 

like to browse previous 

shopping sites. 

A8 When shopping online, I 

prefer products from the 

same brand. 

A9 When shopping online, I 

prefer to buy products 

from well-known brands. 
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Behavioral Attitude Measurement Scale 

Variable Dimension Number Items Reference 

 Impulse 

shopping 

A10 When shopping online, I 

always try to end the 

buying process as 

quickly as possible. 

 

 A11 When shopping online, I 

mainly complete the 

shopping plan I have 

made. 

 

 A12 Impulse purchases due to 

discounts when shopping 

online. 

 

 Conspicuou

s 

consumptio

n 

A13 Buying luxury goods 

could satisfy me. 

 

 A14 I would always add the 

most popular fashions. 

 

 A15 Buying luxury goods 

could make me feel 

good. 

 

 

 

3.5.2 Subjective Norm Measurement Scale 

Through the comprehensive analysis of the dimension of subjective norm by 

scholars, this paper refers to the viewpoints of scholars such as Cialdini, Kallgren, and 

Reno (1991); Fishbein et al. (1980); W. Duan and Jiang (2008) on subjective norm. To 

examine the key factors of whether the elderly conduct online shopping behaviors. 

Therefore, this study draws on Cialdini et al. (1991); W. Duan and Jiang (2008), etc., 

respectively, and some indicators of the comprehensive evaluation index of subjective 

norms and their elements are used as the measurement elements of subjective norms 

in this study. Besides, the scale of this study is also formed by eliminating and 

modifying appropriately. 
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Table 3.2  Subjective Norm Measurement Scale 

Subjective Norm Measurement Scale 

Variable Dimension Numb

er 

Items Reference 

Subjective 

Norms 

Mandatory 

norms 

B1 People who are 

important to me support 

me to use the online 

shopping platform for 

shopping. 

(Cialdini et al., 

1991). 

B2 People who could 

influence my decision 

support me to use the 

online shopping 

platform for shopping. 

B3 I hope my behavior of 

using online shopping 

platform to shop would 

be recognized by others. 

 Individual 

norms 

B4 When shopping online, I 

would buy according to 

my own needs. 

 

B5 When shopping online, I 

am used to buying 

exclusive goods. 

B6 When shopping online, I 

would consider the 

practicability of goods. 

 Exemplary 

norms 

B7 I prefer others to refer to 

my shopping habits. 

 

 B8 I think others would buy 

the goods I buy. 
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Subjective Norm Measurement Scale 

Variable Dimension Numb

er 

Items Reference 

 B9 I think my shopping 

style could be 

recognized by others. 

 

 

3.5.3 Perceived Behavior Control Measurement Scale 

Based on the comprehensive analysis of the dimensions of perceived behavioral 

control by scholars, this paper refers to Cao (2016); Fu, Cao, and Cao (2018); T. Guo 

(2016) and others in their views on perceived behavioral control and believes that 

perceived behavioral control is the key factor to investigate whether the elderly 

conduct online shopping. Therefore, this study draws on some indicators of perceived 

behavioral control and its elements proposed by T. Guo (2016) and others as the 

measurement elements and items of perceived behavioral control in this study. The 

scales of this study are formed by deletion and appropriate modification. 

 

Table 3.3  Perceived Behavior Control Measurement Scale 

Perceived Behavior Control Measurement Scale 

Variable Dimension Number Items Reference 

Perceived 

Behavior 

Control 

Perceived 

benefit 

C1 The strength of discounts 

on online items affects 

my purchasing decisions. 

(T. Guo, 

2016). 

C2 How good or bad an item 

is online affecting my 

buying decision. 

Perceived 

loss 

C3 Good or bad reviews of 

online products affect my 

purchasing decision. 

C4 The quality of the items 

purchased online would 
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Perceived Behavior Control Measurement Scale 

Variable Dimension Number Items Reference 

affect my purchasing 

decision. 

Perceived 

emotion 

C5 I prefer to shop online 

because it saves 

consumption costs. 

C6 I prefer to shop online 

because it saves time and 

cost. 

 Perceived 

experience 

C7 Choose online shopping 

because of its 

convenience. 

 

 C8 Choose online shopping 

because of its 

applicability. 

 

 

3.5.4 Compensatory Consumption Motivation Measurement Scale 

Through the comprehensive analysis of the dimension of compensatory 

consumption motivation by scholars, and referring to the views of W. Liu, Wang, and 

Chen (2014) compensatory consumption motivation, this paper believes that 

compensatory psychology is the key factor to investigate personal psychological 

activities. Therefore, this study draws on some indicators of the comprehensive 

evaluation index of compensatory consumption intention proposed by W. Liu, Wang, 

and Chen (2014) as the measurement elements and items of compensatory 

consumption motivation in this study and forms the scale of cost research by 

eliminating and appropriately modifying. 
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Table 3.4  Compensatory Consumption Motivation Measurement Scale 

Compensatory Consumption Motivation Measurement Scale 

Variable Number Items Reference 

Compensatory 

Consumption 

Motivation 

D1 When shopping, I don't think 

too long about price. 

(W. Liu, Wang, & 

Chen, 2014). 

D2 When shopping, I have 

borrowing or instalment 

consumption behavior. 

D3 If an item shows my taste, I'll 

buy it even if it's not good value 

for money. 

D4 When buying products, I would 

choose a brand with a relatively 

high reputation. 

D5 I would buy different products 

in pursuit of maverick. 

D6 I would buy what would be 

used in the future. 

 

3.5.5 Compensatory Consumption Behavior Measurement Scale 

Through the comprehensive analysis of the dimensions of compensatory 

consumption behavior by scholars, this paper refers to the opinions of Xiong (2017); 

Wei and Zhang (2019) on the compensatory consumption behavior of the elderly and 

believes that compensatory consumption behavior is to examine the elderly. The key 

factor of online shopping behavior. Therefore, this study draws on some indicators of 

the comprehensive evaluation index of compensatory consumption behavior and its 

elements proposed by Wei and Zhang (2019) as the measurement elements and items 

of compensatory consumption behavior in this study. The scales of this study were 

formed by deletion and appropriate modification. 
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Table 3.5  Compensatory Consumption Behavior Measurement Scale 

Compensatory Consumption Behavior Measurement Scale 

Variable Number Items Reference 

Compensatory 

Consumption 

Behavior 

E1 When buying items, I choose 

items from well-known brands. 

(Wei & Zhang, 

2019). 

E2 I love shopping because it gives 

me satisfaction. 

E3 I have experience of hedonic 

consumption or petty 

bourgeoisie life. 

E4 When shopping, I don't worry 

too much. 

E5 Items that I feel fit would buy 

soon. 

 E6 In the process of consumption, I 

often have the behavior of over-

consumption. 

 

E7 I often regret buying certain 

products after purchasing. 

 

E8 When I find a brand I like, I love 

it. 

 

E9 A brand that makes me satisfied, 

I would insist on continuing to 

buy it. 

 

E10 I often switch between different 

brands when buying similar 

items. 

 

 

  



 81 

3.5.6 Self-esteem Threat Measurement Scale 

Through the comprehensive analysis of the dimensions of the Self-Esteem 

Threat Scale by scholars, this paper refers to the opinions of Rosenberg (1960); Zheng, 

Peng, and Dai (2014) on the Self-Esteem Threat Scale. Compensatory Psychological 

Moderating Factors. Therefore, th is study draws on some indicators of the 

comprehensive evaluation index of self-esteem threat proposed by Zheng et al. (2014) 

as the self-esteem threat measurement elements and items of this research. The scales 

of this study were formed by deletion and appropriate modification. 

 

Table 3.6  Self-esteem Threat Measurement Scale 

Self-esteem Threat Measurement Scale 

Variable Number Items Reference 

Self-Esteem 

Threat 

F1 I consider myself a valuable person. (Zheng et 

al., 2014). F2 I think I have many good qualities. 

F3 I consider myself a winner. 

 F4 I think I have a lot of highlights.  

F5 I think I could get a lot of respect. 

F6 I think I could play my specialty in 

many places. 

    

 

3.5.7 Lack of Sense of Belonging Measurement Scale 

Through the comprehensive analysis of the dimensions of the lack of 

belongingness scale by scholars, this paper refers to the viewpoints of Goodenow 

(1993); W. Liu, Wang, and Chen (2014) on the lack of belongingness scale and 

believes that the lack of belongingness is mainly a moderating factor of compensatory 

psychology in online shopping behavior. Therefore, this study draws on some 

indicators of the comprehensive evaluation index of lack of belonging proposed by W. 

Liu, Wang, and Chen (2014) as the measurement elements and items of lack of 

belonging in this research. And form the scale of this study by eliminating and 

modifying appropriately. 
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Table 3.7  Lack of Sense of Belonging Measurement Scale 

Lack of Sense of Belonging Measurement Scale 

Variable Number Items Reference 

Lack of Sense 

of Belonging 

G1 I think I am an important part of 

society. 

(W. Liu, 

Wang, & 

Chen, 

2014). 

G2 My social circle is easy to accept 

people like me. 

G3 My friends around me would seriously 

absorb my opinions. 

G4 Most people in the life circle like me. 

G5 People in my circle are very friendly 

to me. 

 G6 All my friends like me very much.  

G7 In life, I feel the same as most people. 

G8 In life, I could be myself. 

G9 My friends would give me basic 

respect. 

G10 My friends like the way I do things. 

 

3.5.8 Lack of Control Measurement Scale 

Through the comprehensive analysis of the dimensions of the lack of control 

by scholars, this paper refers to the opinions of W. Liu, Wang, and Wang (2014); X. 

Guo and Guo (2012) on the lack of control scale and believes that the lack of control 

is mainly to investigate the compensation in online shopping behavior. Psychosexual 

adjustment factors. Therefore, this study draws on some indicators of the 

comprehensive evaluation index of lack of control proposed by X. Guo and Guo 

(2012) as the elements and items of the lack of control in this research. And form the 

scale of this study by eliminating and modifying appropriately. 
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Table 3.8  Lack of Control Measurement Scale 

Lack of Control Measurement Scale 

Variable Number Items Reference 

Lack of 

Control 

H1 The key to my ability to take on 

important positions lies in my own 

ability. 

(X. Guo & Guo, 

2012). 

H2 I often feel like I could change most 

things in my life. 

H3 I am able to arrange my lifestyle to my 

liking. 

H4 How many friends I have depends on 

who I am. 

 H5 My life is up to me.  

H6 I am totally in control of my life. 

H7 I could protect my legal rights. 

H8 I could adapt quickly to the changing 

pace of life. 

 

3.6 Questionnaire Pre-test 

In order to ensure the validity of the questionnaire, after the formation of the 

initial questionnaire, the author invited experts and doctors from the social research 

data center of Peking University, Beijing Normal University, psychology and pension 

industry of the Chinese Academy of social sciences to screen the measurement items 

of the initial questionnaire. For example: First, check the accuracy and rationality of 

the translation of the items in the questionnaire that refer to or learn from the scale 

developed by foreign scholars. Secondly, check the items of the maturity scale in other 

relevant fields to check its applicability in this study and the pertinence of its content 

expression. Third, check whether the measurement items of each variable are repeated 

and whether they need to be merged and simplified. Finally, check whether the text 

expression of each measurement item is accurate and concise, and whether it is 
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convenient for the respondents to understand. After discussion, revision and 

improvement, the final questionnaire is formed. 

At the same time, after the pre survey, the author sorted out and improved the 

effective questionnaire, and used SPSS analysis method to modify the items of the 

questionnaire and eliminate individual items with poor reliability, so as to improve the 

quality of the research measurement scale. This paper started in June 2021, and the 

author conducted a questionnaire pre-test in July 2021. A total of 300 questionnaires 

were distributed in this pre-test, and a total of 255 questionnaires were recovered. The 

questionnaire recovery rate was 85%, 204 valid questionnaires and the effective rate 

was 80%. According to the statistical results of the recovered questionnaire, the items 

are analyzed and revised for many times, and finally the existing items are formed, 

which are suitable for the work of this study. 

 

3.7 Descriptive Statistics of Demographic Characteristics 

1)  What's your gender? (   )    

A. Male B. Female 

2)  What's your age? (   )    

A. 60-64 years old B. 65-70 years old C. 71-74 years old  

D. 75-80 years old E. Over 81 years old 

3)  What was your occupation before retirement? (   )    

A. Civil servants B. Employees of public institutions    

C. Teachers  D. Employees of enterprises 

E. Self-employed F. Others 

4)  What is your educational level? (   )    

A. High school and below   B. College   C. Bachelor’s degree    

D. Master and above 

5)  What is your monthly income? (   )    

A. Less than 5000 CNY B. 5001-10000 CNY    

C. 10001-15000 CNY D. 15001-20000 CNY  

E. Over 20001 CNY 
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3.8 Summary of the Chapter 

Through investigation and sorting out relevant literature, it is shown that 

China's entry into an aging society is imminent. According to statistics, China's elderly 

population accounts for one-fifth of the world's total elderly population. Up to now, 

China has become the country with the largest elderly population in the world. With 

the rapid development of information technology and the full popularization of online 

shopping, the elderly People's shopping methods have shifted from experiential 

shopping in brick-and-mortar stores to online shopping, and various problems are 

constantly exposed in the process of this transaction. Therefore, in order to further 

solve the problems faced by the online shopping behavior of the elderly, many scholars 

have already conducted in-depth research, and have obtained many achievements in 

this field, providing an effective decision-making basis for the government, 

enterprises, society, and the elderly. Therefore, this study would also draw on the 

research results of previous scholars and use or learn from the more mature related 

scales and questionnaires and data analysis methods of previous scholars to carry out 

this research work, trying to find out the process of online shopping behavior of 

Chinese elderly people. The current situation and existing problems in China and 

identify those factors that might affect online shopping behavior, find out solutions 

and solutions, provide decision-making and theoretical reference for Chinese elderly 

online shopping and online shopping platforms, and provide research for the 

government and academia basis and theoretical basis.  



 

 

CHAPTER 4 

 

RESULTS AND DISCUSSION 

 

This chapter mainly focuses on data collection and analysis to carry out 

research work. The author summarizes and organizes the questionnaires collected this 

time. And according to the research hypothesis proposed above, the statistical analysis 

of each item is carried out in sequence. This is used to verify the research hypothesis 

proposed in this paper based on the research variables. 

 

4.1 Descriptive Statistical Analysis of Samples 

4.1.1 Analysis of Sample Characteristics 

The subjects of this study are elderly people over 60 years old who could 

access the Internet. The source of this sample involves 10 first- and second-tier cities 

in China, including Beijing, Shanghai, Guangzhou, Shenzhen, Nanjing, Hangzhou, 

Tianjin, Chengdu, Chongqing, and Xi'an. A total of 1,000 questionnaires were 

distributed in this survey, and a total of 790 questionnaires were recovered. The 

questionnaire recovery rate was 79%. There were 620 valid questionnaires, and the 

effective rate was 78.5%, which was consistent with Hair, Black, Anderson, & Tatham, 

(2006). According to the principle that the ratio of the number of returned 

questionnaires to the number of sample items is not less than 5:1 or 10:1, further 

research work could be carried out. 

After summarizing the basic data of all samples, the analysis results are briefly 

summarized as follows: 
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According to the data analysis results, it could be seen that among all the 

subjects interviewed this time, in terms of gender: 294 were male, accounting for 

47.4%; 326 were female, accounting for 52.6%, indicating that the difference between 

male and female There is little difference in the distribution of people. In terms of age 

distribution, there are 208 people aged 60-64, accounting for 33.5%, 161 people aged 

65-70, accounting for 26.0%, and 109 people aged 71-74, accounting for 17.6% The 

number of people aged 75-80 was 92, accounting for 14.8%; the number of people 

over the age of 81 was 50, accounting for 8.1%. In terms of educational level 

distribution, there are 58 people with high school and below, accounting for 9.4%; 209 

people with junior college, accounting for 33.7%; 211 people with undergraduate 

degree, accounting for 34%; 142 people with master's degree and above, accounting 

for 22.9% %. In terms of occupational distribution, there are 58 civil servants, 

accounting for 9.4%; 106 employees in public institutions, accounting for 17.1%; 89 

teachers, accounting for 14.4%; 201 employees, accounting for 32.4%; There are 110 

self-employed people, accounting for 17.7%; other groups are 56 people, accounting 

for 9%. In terms of monthly income distribution: 141 people have 5,000 CNY and 

below, accounting for 22.7%; 5,001-10,000 CNY group is 160 people, accounting for 

25.8%; 10,001-15,000 CNY group is 157 people, accounting for 25.3% %; CNY 

15,001-20,000 CNY group is 98 people, accounting for 15.8%; 20,001 CNY and 

above group is 64 people, accounting for 10.3%. For details, see Table 4-1 below: 

 

Table 4.1  Demographic Analysis Form 

Items Dimension Frequency Percentage 

Gender Male 294 47.4 

Female 326 52.6 

Age 60-64 208 33.5 

65-70 161 26.0 

71-74 109 17.6 

75-80 92 14.8 

81 and above 50 8.1 

Occupation Civil servants 58 9.4 
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Items Dimension Frequency Percentage 

Employees of public institutions 106 17.1 

Teachers 89 14.4 

Employees of enterprises 201 32.4 

Self-employed 110 17.7 

Others 56 9.0 

Educational 

level 

High school and below 58 9.4 

College 209 33.7 

Bachelor’s degree 211 34.0 

Master and above 142 22.9 

Monthly 

income 

Less than ¥5000 141 22.7 

¥5001-¥10000 160 25.8 

¥10001-¥15000 157 25.3 

¥15001-¥20000 98 15.8 

¥20001 and above 64 10.3 

 

The results show that the proportion of the elderly under the age of 70 is close 

to 60%, that is, the relatively young elderly group who have just retired is easy to have 

compensatory consumption motivation, so as to meet the psychological needs of 

compensatory consumption by choosing online shopping. In the gender analysis, the 

choice of online shopping behavior is slightly lower for men than women, indicating 

that the elderly women are more inclined to online shopping. Among the respondents, 

there is little difference between college education and undergraduate education in 

terms of education level, indicating that most of the elderly who choose online 

shopping are the elderly with knowledge and culture in the city, and the master's 

degree also accounts for a certain proportion. As mentioned above, only 58 people 

below high school, and only a small number of the elderly with low education level 

would choose online shopping. This part might complete online shopping under the 

influence and assistance of family members. In terms of occupational distribution, 

most of the respondents are enterprise employees, accounting for 32.4%, followed by 

self-employed and public institution employees, and there is little difference in their 
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proportion, indicating that enterprise employees are used to online shopping, while the 

number of self-employed and public institution employees choosing online shopping 

is general, indicating that although self-employed and public institution employees 

would choose online shopping, But there are other options. In terms of monthly 

income, 5001-10000 CNY and 10001-15000 CNY are the largest, accounting for 25.8 

and 25.3% respectively, indicating that the economic foundation of the elderly who 

choose online shopping behavior is good. 

To sum up, the elderly who are prone to online shopping consumption 

motivation and consumption behavior are generally the relatively young elderly who 

have just retired. At the same time, most of the elderly with high education would 

have online shopping behavior, and most of them are employees of enterprises or 

institutions, and it could be seen that. The high-income elderly are groups with culture, 

knowledge and fixed income. Therefore, they are more used to or like to choose online 

shopping as their consumption mode. 

 

4.1.2 Normality Test of Questionnaire Data 

There are many methods of normality test, and its essence is to describe 

whether the distribution of the data obtained by the research conforms to normality 

and whether the distribution is uniform. The distribution can be better described by 

skewness and kurtosis. Usually, through the normality test of skewness and kurtosis, 

to ensure that the absolute value of kurtosis and skewness is not greater than 2, it can 

basically be regarded as guaranteed normality. 

 

Table 4.2  Normal Distribution Test table 

  Mean 

Value 

Standard 

Deviation 
Skewness Kurtosis 

Statistic Statistic Statistic 
Standard 

Error 
Statistic 

Standard 

Error 

A11 3.02 1.039 .068 .098 -.354 .196 

A12 3.01 1.129 -.022 .098 -.932 .196 

A13 3.07 1.065 .029 .098 -.661 .196 
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  Mean 

Value 

Standard 

Deviation 
Skewness Kurtosis 

Statistic Statistic Statistic 
Standard 

Error 
Statistic 

Standard 

Error 

A21 3.28 1.214 -.274 .098 -.817 .196 

A22 3.49 1.157 -.285 .098 -.892 .196 

A23 3.53 1.114 -.216 .098 -.875 .196 

A31 3.42 1.126 -.359 .098 -.655 .196 

A32 3.38 1.244 -.401 .098 -.867 .196 

A33 3.33 1.215 -.318 .098 -.929 .196 

A41 3.28 1.111 -.177 .098 -.737 .196 

A42 3.31 1.155 -.067 .098 -.977 .196 

A43 3.31 1.034 -.033 .098 -.644 .196 

A51 2.73 1.223 -.111 .098 -1.182 .196 

A52 2.69 1.296 .038 .098 -1.261 .196 

A53 2.70 1.248 -.006 .098 -1.191 .196 

B11 3.26 1.097 -.178 .098 -.770 .196 

B12 3.15 1.010 -.078 .098 -.382 .196 

B13 3.17 .956 -.220 .098 -.222 .196 

B21 3.46 1.186 -.398 .098 -.751 .196 

B22 3.30 1.117 -.308 .098 -.575 .196 

B23 3.26 1.081 -.361 .098 -.527 .196 

B31 2.60 1.074 .475 .098 -.450 .196 

B32 2.62 .985 .418 .098 -.269 .196 

B33 2.52 .975 .403 .098 -.423 .196 

C11 3.10 1.083 -.078 .098 -.674 .196 

C12 3.02 1.117 -.073 .098 -.866 .196 

C13 3.07 1.028 .021 .098 -.500 .196 

C21 3.67 1.086 -.384 .098 -.773 .196 

C22 3.68 1.023 -.277 .098 -.681 .196 

C23 3.54 1.186 -.476 .098 -.463 .196 
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  Mean 

Value 

Standard 

Deviation 
Skewness Kurtosis 

Statistic Statistic Statistic 
Standard 

Error 
Statistic 

Standard 

Error 

C31 3.44 1.151 -.330 .098 -.806 .196 

C32 3.33 1.210 -.312 .098 -.909 .196 

C33 3.34 1.177 -.245 .098 -.921 .196 

C41 3.24 1.139 -.106 .098 -.860 .196 

C42 3.27 1.170 -.056 .098 -.978 .196 

C43 3.21 1.051 .064 .098 -.771 .196 

M1 3.08 1.020 .068 .098 -.280 .196 

M2 3.14 1.158 -.103 .098 -.938 .196 

M3 3.19 1.047 -.083 .098 -.552 .196 

M4 3.03 1.047 .149 .098 -.353 .196 

M6 3.23 1.102 -.093 .098 -.924 .196 

Y2 3.50 1.226 -.423 .098 -.742 .196 

Y3 3.69 1.118 -.415 .098 -.743 .196 

Y5 3.69 1.076 -.301 .098 -.815 .196 

Y6 3.49 1.245 -.532 .098 -.669 .196 

Y7 3.64 1.180 -.572 .098 -.377 .196 

W11 2.85 1.148 .225 .098 -.776 .196 

W12 3.23 1.096 -.179 .098 -.837 .196 

W13 3.20 1.063 -.035 .098 -.666 .196 

W14 3.16 1.058 -.127 .098 -.520 .196 

W15 3.28 1.141 -.028 .098 -.961 .196 

W16 3.20 1.087 -.026 .098 -.787 .196 

W21 3.21 1.145 -.048 .098 -.925 .196 

W23 3.35 1.251 .012 .098 -1.296 .196 

W25 3.31 1.328 -.127 .098 -1.272 .196 

W26 3.32 1.275 -.081 .098 -1.239 .196 

W27 3.41 1.180 -.262 .098 -.848 .196 
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  Mean 

Value 

Standard 

Deviation 
Skewness Kurtosis 

Statistic Statistic Statistic 
Standard 

Error 
Statistic 

Standard 

Error 

W28 3.30 1.225 .014 .098 -1.168 .196 

W29 3.02 1.125 .085 .098 -.955 .196 

W31 2.94 1.201 .343 .098 -1.007 .196 

W32 2.66 1.350 .255 .098 -1.169 .196 

W33 2.78 1.254 .172 .098 -1.028 .196 

W36 2.83 1.274 .265 .098 -1.017 .196 

W37 2.67 1.322 .249 .098 -1.137 .196 

 

According to the judgment standard of Markus (2012), it is generally believed 

that when the kurtosis of the sample is less than 3 and the absolute value of the 

skewness is no more than 2, it indicates that the sample conforms to the normal 

distribution. Through the analysis, it could be seen from the results in the table above 

that the absolute values of skewness and kurtosis of all items are within 2. It could be 

seen that the absolute values of skewness and kurtosis of all measurement items meet 

the judgment criteria. Therefore, further reliability and validity analysis and empirical 

test could be conducted on the samples. All topics could ensure good normality. 

 

4.1.3 Common Method Deviation Test 

The purpose of common method deviation test is to prevent questionnaires 

with different concepts and different sources from showing the same source and the 

same concept through the data after data collection, that is, to prevent different 

concepts from actually having homogeneity. Generally, the common method deviation 

test is conducted by Harman single factor. After entering all topics into principal 

component analysis, select the ratio of the eigenvalue of the first factor to the total 

eigenvalue for judgment, that is, if the ratio of the eigenvalue of the first component is 

no more than 40%, it indicates that the overall questionnaire concepts are independent 

of each other and there is no possibility of common methods. 
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Table 4.3  Harman Single Factor Analysis Table 

Total Variance Interpretation 

Element Initial Eigenvalue Extract The Load Sum of Squares 

Total Percent 

Variance 

Accumulation 

% 

Total Percent 

Variance 

Accumulation  

% 

1 14.935 19.913 19.913 14.935 19.913 19.913 

2 8.287 11.050 30.963 8.287 11.050 30.963 

3 4.846 6.462 37.424 4.846 6.462 37.424 

4 4.527 6.036 43.460 4.527 6.036 43.460 

5 4.061 5.414 48.874 4.061 5.414 48.874 

6 3.364 4.485 53.359 3.364 4.485 53.359 

7 3.284 4.379 57.738 3.284 4.379 57.738 

8 2.939 3.919 61.657 2.939 3.919 61.657 

9 2.285 3.046 64.704 2.285 3.046 64.704 

10 2.036 2.714 67.418 2.036 2.714 67.418 

11 1.902 2.536 69.954 1.902 2.536 69.954 

12 1.784 2.379 72.332 1.784 2.379 72.332 

13 1.752 2.336 74.668 1.752 2.336 74.668 

14 1.480 1.974 76.642 1.480 1.974 76.642 

15 1.285 1.714 78.356 1.285 1.714 78.356 

16 1.131 1.508 79.863 1.131 1.508 79.863 

17 1.001 1.334 81.198 1.001 1.334 81.198 

18 .872 1.162 82.360 - - - 

 

Note:  Extraction method: principal component analysis. 

 

To sum up, it can be seen from the above results that after the principal 

component analysis of 75 topics, the eigenvalue of the first component is actually 

14.935. The ratio of this value to the total eigenvalues is 19.913%. Describe the 

situation where there is no common methodology among all questionnaires 
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According to the analysis of the results in the above table, the most commonly 

used Harman single factor method was used to test the common method deviation of 

the data in this paper. Exploratory factor analysis will be performed on all the items of 

the scale together. Principal component analysis was used to extract components with 

eigenvalues greater than 1. The test results are shown in the table, a total of 12 

common factors with eigenvalues greater than 1 were extracted, and the cumulative 

variance explanation rate was 81.198%, and the explained amount of a single factor 

was less than 40%. There is no common factor that explains most of the variance. It 

can be shown that there is no serious common method bias problem in this study, and 

empirical results can be analyzed. 

In this study, principal component analysis was used to extract factors with 

eigenvalues greater than 1. As a result, a total of 17 common factors were extracted, 

and the cumulative sum of squares of rotation was 81.198%, which was greater than 

60%. After rotating through the orthogonal rotation method, 17 common factors are 

extracted, and there is no situation that the double factor loading is high. Each 

observation variable is aggregated into each dimension according to the theoretical 

preset. Based on the above analysis, the scale selected in this paper has good construct 

validity. 

 

4.2 Reliability Analysis and Validity Analysis 

4.2.1 Reliability Analysis 

The purpose of reliability analysis is to test whether the data obtained from the 

questionnaire is consistent and stable, and whether the source of data error exists due 

to the size of the systematic error leading to data distortion. In the actual research 

process, the reliability analysis is usually expressed by the Cronbach's coefficient. In 

the questionnaire or a single variable, the Cronbach's alpha calculated for all items 

needs to be greater than 0.7 to prove that the questionnaire has a good reliabil ity. 

When it is greater than 0.9, it means that the data measured by the questionnaire is 

basically close to the true value. At the same time, two item indicators were tested in 

the reliability analysis, the first being the adjusted item total correlation. This value 

expresses the degree of correlation between the topic and the dimension. Generally, a 
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better topic needs to ensure that the value is greater than 0.5. The Cronbach's alpha 

with the simultaneous term removed needs to be less than the dimensional reliability. 

If it does not meet the requirements, it needs to be deleted to ensure the quality of the 

questionnaire. 

1)  Reliability Analysis of Consumption Attitudes 

Through the analysis of Table 4-5, it can be seen from the reliability 

analysis results of consumption attitudes that the reliability level of all variables in the 

five variables is greater than 0.7. Among them, the reliability of impulse shopping 

questionnaire reached 0.9. The reliability of the questionnaire indicating consumption 

attitude is good. By examining the adjusted item total correlation results, it can be seen 

that all the items of the 5 variables have a close correlation with their respective 

variables greater than 0.5. At the same time, in the reliability analysis results of the 

deleted item, we can see that there is no item whose reliability is greater than the 

dimension reliability after deletion. Therefore, these questionnaire questions were 

retained. 

 

Table 4.5  Reliability Analysis Table of Consumption Attitude 

 Scale 

Means of 

Deleted 

Items 

Scale 

Variance of 

Deleted 

Items 

Corrected 

Item Total 

Correlation 

Cronbach's 

Alpha Value for 

Deleted Items 

Cronbach's 

Alpha 

Number 

of Items 

A11 6.08 4.142 .760 .837 .880 3 

A12 6.09 3.800 .764 .835 - - 

A13 6.04 3.981 .781 .818 - - 

A21 7.01 4.378 .731 .821 .864 3 

A22 6.81 4.584 .735 .815 - - 

A23 6.77 4.658 .762 .792 - - 

A31 6.71 5.355 .789 .871 .900 3 

A32 6.75 4.710 .829 .835 - - 

A33 6.80 4.959 .795 .864 - - 

A41 6.63 3.943 .735 .781 .852 3 

A42 6.60 3.656 .776 .740 - - 

A43 6.60 4.454 .663 .847 - - 

A51 5.39 5.472 .735 .817 .865 3 



100 

 

 Scale 

Means of 

Deleted 

Items 

Scale 

Variance of 

Deleted 

Items 

Corrected 

Item Total 

Correlation 

Cronbach's 

Alpha Value for 

Deleted Items 

Cronbach's 

Alpha 

Number 

of Items 

A52 5.43 5.083 .755 .799 - - 

A53 5.42 5.349 .739 .813 - - 

 

2)  Reliability Analysis of Subjective Norms 

Through the analysis of Table 4.6, it can be seen from the reliability 

analysis results of subjective norm that the reliability level of all variables in the three 

variables is greater than 0.7. It shows that the reliability of the questionnaire of 

subjective norm is good. By examining the adjusted item total correlation results, it 

can be seen that all the items of the three variables have a close correlation with their 

respective variables greater than 0.5. At the same time, in the reliability analysis 

results of the deleted item, we can see that there is no item whose reliability is greater 

than the dimension reliability after deletion. The questions of these questionnaires are 

therefore retained. 

 

Table 4.6  Reliability Analysis Table of Subjective Norms 

  Scale 

Means of 

Deleted 

Items 

Scale 

Variance of 

Deleted 

Items 

Corrected 

Item Total 

Correlation 

Cronbach's 

Alpha Value for 

Deleted Items 

Cronbach's 

Alpha 

Number 

of Items 

B11 6.33 3.152 .698 .774 .835 3 

B12 6.43 3.448 .695 .772 - - 

B13 6.41 3.610 .702 .768 - - 

B21 6.56 4.224 .793 .856 .896 3 

B22 6.72 4.424 .813 .836 - - 

B23 6.76 4.666 .783 .862 - - 

B31 5.14 3.255 .774 .820 .878 3 

B32 5.12 3.545 .780 .813 - - 

B33 5.21 3.680 .742 .846 - - 
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3)  Reliability Analysis of Perceived Behavior Control 

Through the analysis of Table 4.7, it can be seen from the reliability 

analysis results of perceived behavior control that the reliability level of all variables 

in the four variables is greater than 0.7. This indicates that the reliabilit y of the 

questionnaire for perceived behavioral control is good. By examining the adjusted 

item total correlation results, it can be seen that all items of the 4 variables are closely 

related to their respective variables greater than 0.5. At the same time, in the reliability 

analysis results of the deleted item, we can see that there is no item whose reliability is 

greater than the dimension reliability after deletion. The questions of these 

questionnaires are therefore retained. 

 

Table 4.7  Reliability Analysis Table of Perceived Behavior Control 

  Scale 

Means of 

Deleted 

Items 

Scale 

Variance of 

Deleted 

Items 

Corrected 

Item Total 

Correlation 

Cronbach's 

Alpha Value for 

Deleted Items 

Cronbach's 

Alpha 

Number 

of Items 

C11 6.10 3.774 .753 .779 .857 3 

C12 6.17 3.829 .696 .835 - - 

C13 6.12 3.992 .747 .788 - - 

C21 7.21 4.094 .657 .802 .832 3 

C22 7.21 4.278 .670 .791 - - 

C23 7.35 3.420 .760 .698 - - 

C31 6.67 5.158 .746 .894 .897 3 

C32 6.78 4.621 .826 .826 - - 

C33 6.77 4.780 .819 .832 - - 

C41 6.48 4.143 .744 .807 .864 3 

C42 6.45 3.990 .756 .796 - - 

C43 6.51 4.528 .729 .822 - - 

 

4)  Reliability Analysis of Compensatory Consumption Motivation and 

Behavior 

Through the analysis of Table 4.8, it can be seen from the reliability 

analysis results of compensatory consumption motivation and behavior that the 

reliability level of all variables in the two variables is greater than 0.7. The reliability 
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of the questionnaires indicating compensatory consumption motivation and behavior 

is good. By examining the corrected item total correlation results, we can see that the 

item total correlation of the M4 item of the consumption motivation questionnaire is 

0.062. The total correlations of items Y1, Y4, Y8, Y9, Y10 and other items of the 

compensatory consumption behavior questionnaire were all less than 0.5. Therefore, 

the reliability analysis was performed again after deleting them. 

 

Table 4.8  Reliability Analysis of Compensatory Consumption Motivation and 

Behavior 

  Scale 

Means of 

Deleted 

Items 

Scale 

Variance of 

Deleted 

Items 

Corrected 

Item Total 

Correlation 

Cronbach's 

Alpha Value for 

Deleted Items 

Cronbach's 

Alpha 

Number 

of Items 

M1 15.84 16.726 .741 .805 .850 6 

M2 15.77 15.532 .775 .795 - - 

M3 15.73 16.440 .755 .802 - - 

M4 15.66 22.099 .062 .923 - - 

M5 15.89 16.480 .749 .803 - - 

M6 15.69 15.490 .834 .784 - - 

Y1 30.65 40.744 .018 .794 .764 10 

Y2 30.25 31.564 .660 .709 - - 

Y3 30.06 32.822 .632 .716 - - 

Y4 30.52 37.433 .204 .777 - - 

Y5 30.06 33.310 .620 .719 - - 

Y6 30.26 31.396 .661 .709 - - 

Y7 30.11 32.026 .655 .711 - - 

Y8 30.26 36.636 .299 .762 - - 

Y9 30.33 36.119 .353 .754 - - 

Y10 31.23 38.447 .229 .768 - - 

 

5)  Reliability Analysis of Modified Compensatory Consumption 

Motivation and Behavior 
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Through the analysis of Table 4.9, it can be seen from the reliability 

analysis results of compensatory consumption motivation and behavior after correction 

that the reliability level of all variables in the two variables is greater than 0.7. The 

reliability of the questionnaires indicating compensatory consumption motivation and 

behavior is good. By examining the adjusted item total correlation results, we can see 

that the correlation between all items of the two variables and their respective variables 

is more than 0.5. At the same time, in the reliability analysis results of the deleted 

item, we can see that there is no item whose reliability is greater than the dimension 

reliability after deletion. The questions of these questionnaires are therefore retained. 

 

Table 4.9  Revised Reliability Analysis Table of Compensatory Consumption 

Motivation and Behavior 

  Scale 

Means of 

Deleted 

Items 

Scale 

Variance of 

Deleted 

Items 

Corrected 

Item Total 

Correlation 

Cronbach's 

Alpha Value 

for Deleted 

Items 

Cronbach's 

Alpha 

Number 

of Items 

M1 12.58 14.987 .769 .911 .923 5 

M2 12.52 13.879 .798 .906 - - 

M3 12.47 14.657 .792 .907 - - 

M5 12.63 14.702 .785 .908 - - 

M6 12.43 13.861 .855 .894 - - 

Y2 14.50 15.811 .785 .882 .907 5 

Y3 14.31 17.223 .700 .900 - - 

Y5 14.30 16.981 .771 .886 - - 

Y6 14.51 15.772 .774 .885 - - 

Y7 14.36 15.973 .806 .878 - - 

 

6)  Reliability Analysis of Moderating Variables 

Through the analysis of Table 4.10, it can be seen from the reliability 

analysis results of the moderator variables that the reliability levels of all variables in 

the three variables are greater than 0.7. The reliability of the questionnaires indicating 

compensatory consumption motivation and behavior is good. It can be seen from the 

corrected item sum correlation results that in the questionnaire of lack of belonging 
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and lack of control, the total correlation of the corrected items of 5 items is less than 

0.5. Therefore, it is necessary to perform reliability analysis again after deleting some 

items. 

 

Table 4.10  Reliability Analysis Table of Adjustment Variables 

 Scale 

Means of 

Deleted 

Items 

Scale 

Variance of 

Deleted 

Items 

Corrected 

Item Total 

Correlation 

Cronbach's 

Alpha Value 

for Deleted 

Items 

Cronbach's 

Alpha 

Number 

of Items 

W11 16.07 20.634 .618 .891 .894 6 

W12 15.69 20.249 .705 .876 - - 

W13 15.72 20.165 .744 .871 - - 

W14 15.75 20.072 .760 .868 - - 

W15 15.64 19.388 .768 .866 - - 

W16 15.72 20.346 .700 .877 - - 

W21 29.15 41.717 .646 .791 .822 10 

W22 29.09 51.132 .005 .854 - - 

W23 29.01 39.092 .763 .776 - - 

W24 29.28 50.375 .079 .843 - - 

W25 29.05 38.043 .780 .772 - - 

W26 29.03 38.362 .798 .771 - - 

W27 28.94 40.340 .724 .782 - - 

W28 29.05 39.271 .770 .776 - -- 

W29 29.39 44.151 .529 .804 - - 

W30 29.20 51.910 -.024 .850 - - 

W31 17.30 26.192 .760 .775 .828 7 

W32 17.58 24.072 .837 .756 - - 

W33 17.45 24.778 .852 .757 - - 

W34 17.14 32.661 .224 .855 - - 

W35 16.98 38.340 -.189 .901 - - 

W36 17.41 24.924 .820 .762 - - 

W37 17.56 24.673 .804 .763 - - 
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7)  Reliability analysis of adjusted variables 

Through the analysis of Table 4.11, it can be seen from the reliability 

analysis results of the revised moderator variables that the reliability levels of all the 

three variables are greater than 0.7. It shows that the questionnaire reliability of the 

revised moderator variables is better. By examining the adjusted item total correlation 

results, it can be seen that all the items of the three variables have a close correlation 

with their respective variables greater than 0.5. At the same time, in the reliability 

analysis results of the deleted item, we can see that there is no item whose reliability is 

greater than the dimension reliability after deletion. The questions of these 

questionnaires are therefore retained. 

 

Table 4.11  Reliability Analysis Table of Modified Adjustment Variables 

 Scale 

Means of 

Deleted 

Items 

Scale 

Variance of 

Deleted 

Items 

Corrected 

Item Total 

Correlation 

Cronbach's 

Alpha Value for 

Deleted Items 

Cronbach's 

Alpha 

Number 

of Items 

W11 16.07 20.634 .618 .891 .894 6 

W12 15.69 20.249 .705 .876 - - 

W13 15.72 20.165 .744 .871 - - 

W14 15.75 20.072 .760 .868 - - 

W15 15.64 19.388 .768 .866 - - 

W16 15.72 20.346 .700 .877 - - 

W21 19.71 39.513 .700 .923 .928 7 

W23 19.57 37.005 .810 .913 - - 

W25 19.61 36.120 .815 .912 - - 

W26 19.60 36.303 .844 .909 - - 

W27 19.50 38.321 .765 .917 - - 

W28 19.61 37.208 .816 .912 - - 

W29 19.89 40.457 .641 .928 - - 

W31 10.94 23.350 .806 .947 .950 5 

W32 11.22 21.232 .892 .932 - - 

W33 11.09 22.024 .897 .932 - - 

W36 11.05 22.106 .870 .936 - - 

W37 11.20 21.955 .843 .941 - - 
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4.2.2 Validity Analysis 

After testing the reliability of the questionnaire, in order to ensure that the 

questions are not affected by random errors and cause data distortion, it is necessary to 

ensure the validity of the questionnaire. Usually, the initial validity of the questionnaire 

needs to be tested by exploratory factor analysis. The test results include three parts. 

The first part is the KMO and Bartlett sphericity test. Usually, it is necessary to ensure 

that the KMO value is greater than 0.7 to prove that the overall questions of the 

questionnaire have good correlation rather than partial correlation. If there is a high 

partial correlation between the items, it means that the exploratory factor analysis is 

not suitable. At the same time, the Bartlett sphericity test needs to be significant, that 

is, the sig is less than 0.05, to ensure that the data can be well extracted. The second 

part is that after passing the limited extraction conditions, the interpretation rate of the 

extracted components needs to be greater than 60%. The third is that the obtained 

rotation component matrix results can be interpreted or are consistent with theoretical 

expectations. It is generally required that in the rotation component matrix, the main 

factor loadings need to be greater than 0.5. At the same time, there is no case of cross-

factor loading, and the attribution of the topic is consistent with the theory. If it does 

not meet the standard, it needs to be deleted and re-analyzed. The exploratory factor 

analysis results of this study are as follows: 

1)  Consumption Attitude Validity Analysis 

(1)  Consumption Attitude KMO and Bartlett's Sphericity Test 

In this study, KMO and Bartlett’s sphericity test were performed, 

and it was usually necessary to ensure that the KMO value was greater than 0.7. In 

order to prove that the overall questions of the questionnaire have good correlation 

rather than partial correlation. If there is a high partial correlation between the items, it 

means that the exploratory factor analysis is not suitable. At the same time, the 

Bartlett’s sphericity test needs to be significant that Sig is less than 0.05. In order to 

ensure that the data can be better extracted components. The specific table is as 

follows: 
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Table 4.12  KMO and Bartlett's Sphere Test of Consumption Attitude 

Kaiser-Meyer-Olkin metric for sampling adequacy .795 

Bartlett's sphericity test approximate chi-square 5281.847 

DF 105 

Sig. 0.000 

 

Through analysis, it can be seen from the results in the above table 

that in the analysis of the consumer attitude questionnaire, it can be seen that the 

Kaiser-Meyer-Olkin measure of sampling adequacy is 0.795. This value complies with 

the standard of 0.7 mentioned above, indicating that there is no strong partial 

correlation between the items. At the same time, the Bartlett sphericity test is 

significant. The approximate chi-square value for the Bartlett sphericity test is 

5281.847 with 105 degrees of freedom. 

(2)  Consumption Attitude Analysis of Variance 

To find the square of the deviation of the value of each unit variable 

in the population and its arithmetic mean at first, and then take the average of this 

variable, which is called the sample variance. The sample variance is used to represent 

the degree of variation in a column of numbers. The arithmetic square root of the 

sample variance is called the sample standard deviation. Both the sample variance and 

the sample standard deviation are quantities that measure the fluctuation of a sample. 

The larger the sample variance or the sample standard deviation, the greater the 

fluctuation of the sample data. The analysis of variance was performed in this study as 

follows: 

 

Table 4.13  Total Variance Interpretation Table for Consumption Attitudes 

Element 

Initial Eigenvalue Extract Sum of Squares Load Rotation Sum of Squares Load 

Total Variance's % Cumulative% Total 
Variance's 

% 
Cumulative% Total 

Variance's 

% 

Cumulative

% 

1 4.796 31.975 31.975 4.796 31.975 31.975 2.518 16.788 16.788 

2 2.391 15.938 47.913 2.391 15.938 47.913 2.413 16.086 32.874 

3 1.814 12.090 60.003 1.814 12.090 60.003 2.382 15.877 48.751 

4 1.655 11.036 71.039 1.655 11.036 71.039 2.373 15.817 64.568 

5 1.367 9.114 80.153 1.367 9.114 80.153 2.338 15.585 80.153 
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Element 

Initial Eigenvalue Extract Sum of Squares Load Rotation Sum of Squares Load 

Total Variance's % Cumulative% Total 
Variance's 

% 
Cumulative% Total 

Variance's 

% 

Cumulative

% 

6 .448 2.987 83.140 - - - - - - 

7 .373 2.486 85.626 - - - - - - 

8 .345 2.301 87.927 - - - - - - 

9 .331 2.205 90.132 - - - - - - 

10 .307 2.049 92.180 - - - - - - 

11 .289 1.928 94.108 - - - - - - 

12 .266 1.774 95.882 - - - - - - 

13 .239 1.596 97.478 - - - - - - 

14 .196 1.305 98.783 - -- - - - - 

15 .327 1.259 90.170 - - - - - - 

16 .341 1.348 89.169 - - - - - - 

17 .183 1.217 100.000 - - - - - - 

 

Note:  Extraction method: principal component analysis. 

 

Through analysis, it can be seen from the results in the above table 

that in the process of component extraction for this questionnaire, there are 5 

components with eigenvalues greater than 1. The eigenvalues of the 5 components 

ranged from 4.796-1.367. The cumulative eigenvalues of these five components 

account for 80.153% of the total eigenvalue ratio. The value is greater than 60%, 

indicating that the five components that have been extracted can better represent the 

information content of the overall questionnaire. 

(3)  Consumption Attitude Matrix Analysis 

Matrix analysis is through principal component analysis that after 

obtaining the independent factors that can be extracted from the overall research 

questionnaire, it is necessary to further judge the attribution relationship between the 

questions and the factors. Classify the topics under the same concept, distinguish the 

topics under different concepts, and test the specific quality of different topics at the 

same time. Usually, it is judged according to the factor loading. First, the factor 

loading of the component where the question is located is required to be greater than 

0.5. That is to say, it proves that more than 50% of the information of the question 

belongs to this dimension. When the factor loading is less than 0.5, it proves that the 

question itself may not have the conceptual attribute to express the connotation of this 

dimension, so it needs to be eliminated. The second is that the difference between the 
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absolute values of factor loadings on different components of the same topic should be 

greater than 0.2. This result proves that the specific topic belongs to only one concept, 

it does not belong to multiple concepts, or that the topic does not confuse each other 

among multiple concepts. If the difference between the absolute values of the factor 

loadings of the same topic in different dimensions is less than 0.2 points, it means that 

the connotation of the same topic may belong to different concepts, and it is usually 

impossible to distinguish the attributes of this topic in the stable structure, so it needs 

to be eliminated. Finally, if a subject in the results obtained by factor rotation has its 

main factor loading and other subjects with different concepts classified as the same 

factor, the homogeneity of its concepts should be considered. If the item can be 

accepted by this factor, then the validity result of the item is better. If not, the 

questionnaire should be removed, or revised and re-analyzed. The specific analysis is 

as follows: 

 

Table 4.14  Matrix Analysis Table of Consumption Attitude 

 
Element 

1 2 3 4 5 

A32 .887 - - - - 

A31 .881 - - - - 

A33 .875 - - - - 

A13 - .870 - - - 

A11 - .853 - - - 

A12 - .840 - - - 

A52 - - .893 - - 

A53 - - .883 - - 

A51 - - .877 - - 

A21 - - - .883 - 

A23 - - - .857 - 

A22 - - - .847 - 

A42 - - - - .893 

A41 - - - - .849 



110 

 

 
Element 

1 2 3 4 5 

A43 - - - - .829 

 

Note:  Extraction method: Main ingredient.  

Rotation method: Kaiser standardized orthogonal rotation method. 

a. The rotation converges after 5 iterations. 

 

Through analysis, it can be seen from the results in the above table 

that the main factor loadings of all subjects are greater than 0.5. It indicates that the 

title has a high attribution intensity to the factor. At the same time, there is no cross-

factor loading, low-factor loading, or less than 3 items in a single factor in the actual 

results described above. Therefore, the topic of the Consumer Attitude Questionnaire 

is reserved. 

2)  Subjective Norms Validity Analysis 

(1)  Subjective norm KMO and Bartlett's sphericity test 

In this study, KMO and Bartlett’s sphericity test were performed, 

and it was usually necessary to ensure that the KMO value was greater than 0.7. In 

order to prove that the overall questions of the questionnaire have good correlation 

rather than partial correlation. If there is a high partial correlation between the items, it 

means that the exploratory factor analysis is not suitable. At the same time, the 

Bartlett’s sphericity test needs to be significant that Sig is less than 0.05. In order to 

ensure that the data can be better extracted components. The specific table is as 

follows: 

 

Table 4.15  Subjective Norm KMO and Bartlett's Sphericity Test 

Kaiser-Meyer-Olkin metric for sampling adequacy .738 

Bartlett’s sphericity test approximate chi-square 2860.060 

DF 36 

Sig. 0.000 
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Through analysis, it can be seen from the results in the above table 

that in the analysis of the subjective normative questionnaire, it can be seen that the 

Kaiser-Meyer-Olkin measure of sampling adequacy is 0.738. This value complies with 

the standard of 0.7 mentioned above, indicating that there is no strong partial  

correlation between the items. At the same time, the Bartlett sphericity test is 

significant, and the approximate chi-square value of the Bartlett sphericity test is 

2860.060, with 36 degrees of freedom. 

(2)  Subjective norm analysis of variance 

First find the square of the deviation of the value of each unit 

variable in the population and its arithmetic mean, and then take the average of this 

variable, which is called the sample variance. The sample variance is used to represent 

the degree of variation in a column of numbers. The arithmetic square root of the 

sample variance is called the sample standard deviation. Both the sample variance and 

the sample standard deviation are quantities that measure the fluctuation of a sample. 

The larger the sample variance or the sample standard deviation, the greater the 

fluctuation of the sample data. The analysis of variance was performed in this study as 

follows: 

 

Table 4.16  Interpretation Table of Total Variance of Subjective Norms 

Element Initial Eigenvalue Extract Sum of Squares Load Rotation Sum of Squares Load 

Total Variance's 

% 

Cumulative% Total Variance's 

% 

Cumulative% Total Variance's 

% 

Cumulative

% 

1 2.629 29.212 29.212 2.629 29.212 29.212 2.494 27.712 27.712 

2 2.488 27.646 56.858 2.488 27.646 56.858 2.415 26.835 54.548 

3 2.056 22.842 79.700 2.056 22.842 79.700 2.264 25.152 79.700 

4 .388 4.313 84.013 - - - - - - 

5 .368 4.084 88.097 - - - - - - 

6 .322 3.573 91.669 - - - - - - 

7 .268 2.981 94.650 - - - - - - 

8 .253 2.808 97.458 - - - - - - 

9 .229 2.542 100.000 - - - - - - 

 

Note:  Extraction method: principal component analysis. 
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As can be seen from the results in the above table, during the 

component extraction process of this questionnaire, there are 3 components with 

eigenvalues greater than 1, and the eigenvalues of these 3 components are between 

2.629-2.056. The cumulative eigenvalues of these three components account for 

79.700% of the total eigenvalue ratio. If the value is greater than 60%, it means that 

the three components that have been extracted can better represent the information 

content of the overall questionnaire. 

(3)  Subjective Norm Matrix Analysis 

Matrix analysis is through principal component analysis that after 

obtaining the independent factors that can be extracted from the overall research 

questionnaire, it is necessary to further judge the attribution relationship between the 

questions and the factors. Classify the topics under the same concept, distinguish the 

topics under different concepts, and test the specific quality of different topics at the 

same time. Usually, it is judged according to the factor loading. First, the factor 

loading of the component where the question is located is required to be greater than 

0.5. That is to say, it proves that more than 50% of the information of the question 

belongs to this dimension. When the factor loading is less than 0.5, it proves that the 

question itself may not have the conceptual attribute to express the connotation of this 

dimension, so it needs to be eliminated. The second is that the difference between the 

absolute values of factor loadings on different components of the same topic should be 

greater than 0.2. This result proves that the specific topic belongs to only one concept, 

it does not belong to multiple concepts, or that the topic does not confuse each other 

among multiple concepts. If the difference between the absolute values of the factor 

loadings of the same topic in different dimensions is less than 0.2 points, it means that 

the connotation of the same topic may belong to different concepts, and it is usually 

impossible to distinguish the attributes of this topic in the stable structure, so it needs 

to be eliminated. Finally, if a subject in the results obtained by factor rotation has its 

main factor loading and other subjects with different concepts classified as the same 

factor, the homogeneity of its concepts should be considered. If the item can be 

accepted by this factor, then the validity result of the item is better. If not, the 

questionnaire should be removed, or revised and re-analyzed. The specific analysis is 

as follows:  
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Table 4.17  Matrix Analysis Table of Subjective Norms 

 
Element 

1 2 3 

B22 .917 - - 

B21 .908 - - 

B23 .904 - - 

B32 - .903 - 

B31 - .899 - 

B33 - .884 - 

B13 - - .869 

B11 - - .868 

B12 - - .864 

 

Note:  Extraction method: Main ingredient.  

Rotation method: Kaiser standardized orthogonal rotation method. 

a. The rotation converges after 4 iterations. 

 

As can be seen from the results in the above table, the main factor 

loadings of all subjects are greater than 0.5. It indicates that the title has a high 

attribution intensity to the factor. At the same time, there is no cross-factor loading, 

low-factor loading, or less than 3 items in a single factor in the actual results described 

above. Therefore, the subject of the subjective normative questionnaire is reserved. 

3)  Perceived behavior control validity analysis 

(1)  Perceived behavior control KMO and Bartlett's sphericity test 

In this study, KMO and Bartlett’s sphericity test were performed, 

and it was usually necessary to ensure that the KMO value was greater than 0.7. In 

order to prove that the overall questions of the questionnaire have good correlation 

rather than partial correlation. If there is a high partial correlation between the items, it 

means that the exploratory factor analysis is not suitable. At the same time, the 

Bartlett’s sphericity test needs to be significant that Sig is less than 0.05. In order to 

ensure that the data can be better extracted components. The specific table is as 
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follows: 

 

Table 4.18  KMO and Bartlett's Sphericity Test for Perceived Behavioral Control 

Kaiser-Meyer-Olkin metric for sampling adequacy .755 

Bartlett’s sphericity test approximate chi-square 3834.270 

DF 66 

Sig. 0.000 

 

Through the analysis, it could be seen from the results in the above 

table that in the analysis of the perceived behavior control questionnaire, it could be 

seen that the Kaiser-Meyer-Olkin measure of sampling adequacy is 0.755, which 

meets the standard of 0.7 mentioned above. It shows that there is no strong partial 

correlation between the items, and the Bartlett sphericity test is significant. The 

approximate chi-square value of the Bartlett’s sphericity test is 3834.270, and the 

degree of freedom is 66. 

(2)  Perceived behavior control analysis of variance 

First find the square of the deviation of the value of each unit 

variable in the population and its arithmetic mean, and then take the average of this 

variable, which is called the sample variance. The sample variance is used to represent 

the degree of variation in a column of numbers. The arithmetic square root of the 

sample variance is called the sample standard deviation. Both the sample variance and 

the sample standard deviation are quantities that measure the fluctuation of a sample. 

The larger the sample variance or the sample standard deviation, the greater the 

fluctuation of the sample data. The analysis of variance was performed in this study as 

follows: 

 

Table 4.19  Total Variance Interpretation Table for Perceived Behavioral Control  

Element Initial Eigenvalue Extract Sum of Squares Load Rotation Sum of Squares Load 

Total Variance's % Cumulative% Total Variance's % Cumulative% Total Variance's % Cumulative% 

1 3.424 28.534 28.534 3.424 28.534 28.534 2.486 20.714 20.714 

2 2.745 22.872 51.407 2.745 22.872 51.407 2.376 19.799 40.513 

3 1.740 14.503 65.910 1.740 14.503 65.910 2.345 19.539 60.052 
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Element Initial Eigenvalue Extract Sum of Squares Load Rotation Sum of Squares Load 

Total Variance's % Cumulative% Total Variance's % Cumulative% Total Variance's % Cumulative% 

4 1.555 12.962 78.872 1.555 12.962 78.872 2.258 18.819 78.872 

5 .464 3.868 82.739 - - - - - - 

6 .387 3.222 85.962 - - - - - - 

7 .339 2.823 88.785 - - - - - - 

8 .334 2.782 91.567 - - - - - - 

9 .297 2.473 94.040 - - - - - - 

10 .289 2.412 96.451 -- - - - - - 

11 .252 2.097 98.548 - - - - - - 

12 .174 1.452 100.000 - - - - - - 

 

 

Note:  Extraction method: principal component analysis. 

 

Through analysis, it can be seen from the results in the above table 

that in the process of component extraction for this questionnaire, there are 4 

components with eigenvalues greater than 1, and the eigenvalues of these 4 

components are between 3.424-1.555. The cumulative eigenvalues of these four 

components account for 78.872% of the total eigenvalue ratio, and the value is greater 

than 60%, indicating that the four components that have been extracted can better 

represent the information content of the overall questionnaire. 

(3)  Perceived behavior control matrix analysis 

Matrix analysis is through principal component analysis that after 

obtaining the independent factors that can be extracted from the overall research 

questionnaire, it is necessary to further judge the attribution relationship between the 

questions and the factors. Classify the topics under the same concept, distinguish the 

topics under different concepts, and test the specific quality of different topics at the 

same time. Usually, it is judged according to the factor loading. First, the factor 

loading of the component where the question is located is required to be greater than 

0.5. That is to say, it proves that more than 50% of the information of the question 

belongs to this dimension. When the factor loading is less than 0.5, it proves that the 

question itself may not have the conceptual attribute to express the connotation of this 

dimension, so it needs to be eliminated. The second is that the difference between the 

absolute values of factor loadings on different components of the same topic should be 
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greater than 0.2. This result proves that the specific topic belongs to only one concept, 

it does not belong to multiple concepts, or that the topic does not confuse each other 

among multiple concepts. If the difference between the absolute values of the factor 

loadings of the same topic in different dimensions is less than 0.2 points, it means that 

the connotation of the same topic may belong to different concepts, and it is usually 

impossible to distinguish the attributes of this topic in the stable structure, so it needs 

to be eliminated. Finally, if a subject in the results obtained by factor rotation has its 

main factor loading and other subjects with different concepts classified as the same 

factor, the homogeneity of its concepts should be considered. If the item can be 

accepted by this factor, then the validity result of the item is better. If not, the 

questionnaire should be removed, or revised and re-analyzed. The specific analysis is 

as follows: 

 

Table 4.20  Matrix Analysis Table for Perceived Behavior Control 

 Element 

1 2 3 4 

C33 .910 - - - 

C32 .904 - - - 

C31 .875 - - - 

C42 - .880 - - 

C43 - .877 - - 

C41 - .866 - - 

C13 - - .885 - 

C11 - - .872 - 

C12 - - .857 - 

C23 - - - .894 

C21 - - - .842 

C22 - - - .834 

 

Note:  Extraction method: Main ingredient.  

Rotation method: Kaiser standardized orthogonal rotation method. 
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a. The rotation converges after 5 iterations. 

 

Through analysis, it can be seen from the results in the above table 

that the main factor loadings of all subjects are greater than 0.5. It indicates that the 

title has a high attribution intensity to the factor. At the same time, there is no cross -

factor loading, low-factor loading, or less than 3 items in a single factor in the actual 

results described above. Therefore, the questions of the questionnaire on perceived 

behavioral control were reserved. 

4)  Compensatory Consumption Motivation Validity Analysis 

(1)  Compensatory Consumption Motivation KMO and Bartlett's 

Sphericity Test 

In this study, KMO and Bartlett’s sphericity test were performed, 

and it was usually necessary to ensure that the KMO value was greater than 0.7. In 

order to prove that the overall questions of the questionnaire have good correlation 

rather than partial correlation. If there is a high partial correlation between the items, it 

means that the exploratory factor analysis is not suitable. At the same time, the 

Bartlett’s sphericity test needs to be significant that Sig is less than 0.05. In order to 

ensure that the data can be better extracted components. The specific table is as 

follows: 

 

Table 4.21  KMO and Bartlett's Sphericity Test of Compensatory Consumption 

Motivation 

Kaiser-Meyer-Olkin metric for sampling adequacy. .897 

Bartlett’s sphericity test approximate chi-square 4232.550 

DF 45 

Sig. 0.000 

 

Through analysis, it can be seen from the results in the above table 

that in the analysis of the compensatory consumption motivation questionnaire, it can 

be seen that the Kaiser-Meyer-Olkin measure of sampling adequacy is 0.897. This 

value complies with the standard of 0.7 mentioned above, indicating that there is no 
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strong partial correlation between the items. At the same time, the Bartlett sphericity 

test is significant, and the approximate chi-square value of the Bartlett sphericity test 

is 4232.550, with 45 degrees of freedom. 

(2)  Compensatory Consumption Motivation Analysis of Variance 

First find the square of the deviation of the value of each unit 

variable in the population and its arithmetic mean, and then take the average of this 

variable, which is called the sample variance. The sample variance is used to represent 

the degree of variation in a column of numbers. The arithmetic square root of the 

sample variance is called the sample standard deviation. Both the sample variance and 

the sample standard deviation are quantities that measure the fluctuation of a sample. 

The larger the sample variance or the sample standard deviation, the greater the 

fluctuation of the sample data. The analysis of variance was performed in this study as 

follows: 

 

Table 4.22  Total Variance Interpretation Table for Compensatory Consumption 

Motivation 

Element 

Initial Eigenvalue Extract Sum of Squares Load Rotation Sum of Squares Load 

Total 
Variance's 

% 
Cumulative% Total 

Variance's 

% 
Cumulative% Total 

Variance's 

% 

Cumulative

% 

1 4.151 51.407 51.407 4.151 51.407 51.407 3.822 38.217 38.217 

2 2.357 23.456 74.882 2.357 23.456 74.882 3.665 36.646 74.882 

3 .449 4.489 79.352 - - - - - - 

4 .324 3.242 90.086 - - - - - - 

5 .164 1.636 100.000 - - - - - - 

 

Note:  Extraction method: principal component analysis. 

 

Through analysis, it can be seen from the results in the above table 

that in the process of component extraction for this questionnaire, there are 2 

components with eigenvalues greater than 1, and the eigenvalues of these two 

components are between 4.151-2.357. The accumulated eigenvalues of these two 

components account for 74.882% of the total eigenvalue ratio, and the value is greater 

than 60%, indicating that the two components that have been extracted can better 

represent the information content of the overall questionnaire.  
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(3)  Compensatory Consumption Motivation Matrix Analysis 

Matrix analysis is through principal component analysis that after 

obtaining the independent factors that can be extracted from the overall research 

questionnaire, it is necessary to further judge the attribution relationship between the 

questions and the factors. Classify the topics under the same concept, distinguish the 

topics under different concepts, and test the specific quality of different topics at the 

same time. Usually, it is judged according to the factor loading. First, the factor 

loading of the component where the question is located is required to be greater than 

0.5. That is to say, it proves that more than 50% of the information of the question 

belongs to this dimension. When the factor loading is less than 0.5, it proves that the 

question itself may not have the conceptual attribute to express the connotation of this 

dimension, so it needs to be eliminated. The second is that the difference between the 

absolute values of factor loadings on different components of the same topic should be 

greater than 0.2. This result proves that the specific topic belongs to only one concept, 

it does not belong to multiple concepts, or that the topic does not confuse each other 

among multiple concepts. If the difference between the absolute values of the factor 

loadings of the same topic in different dimensions is less than 0.2 points, it means that 

the connotation of the same topic may belong to different concepts, and it is usually 

impossible to distinguish the attributes of this topic in the stable structure, so it needs 

to be eliminated. Finally, if a subject in the results obtained by factor rotation has its 

main factor loading and other subjects with different concepts classified as the same 

factor, the homogeneity of its concepts should be considered. If the item can be 

accepted by this factor, then the validity result of the item is better. If not, the 

questionnaire should be removed, or revised and re-analyzed. The specific analysis is 

as follows: 
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Table 4.23  Matrix Analysis Table of Compensatory Consumption Motivation 

  Element 

1 2 

M4 .898 - 

M2 .868 - 

M3 - .855 

M5 - .844 

M1 - .826 

 

Note:  Extraction method: Main ingredient.  

Rotation method: Kaiser standardized orthogonal rotation method. 

a. The rotation converges after 3 iterations. 

 

Through analysis, it can be seen from the results in the above table 

that the main factor loadings of all the items are greater than 0.5, indicating that the 

items have a high attribution strength to the factors. At the same time, there is no 

cross-factor loading, low-factor loading, or less than 3 items in a single factor in the 

actual results described above. Therefore, the topic of the compensatory consumption 

motivation questionnaire is reserved. 

5)  Validity Analysis of Compensatory Consumption Behavior 

(1)  Compensatory Consumption Behavior KMO and Bartlett's 

Sphericity Test 

In this study, KMO and Bartlett’s sphericity test were performed, 

and it was usually necessary to ensure that the KMO value was greater than 0.7. In 

order to prove that the overall questions of the questionnaire have good correlation 

rather than partial correlation. If there is a high partial correlation between the items, it 

means that the exploratory factor analysis is not suitable. At the same time, the 

Bartlett’s sphericity test needs to be significant that Sig is less than 0.05. In order to 

ensure that the data can be better extracted components. The specific table is as 

follows: 
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Table 4.24  KMO and Bartlett’s Sphericity Test of Compensatory Consumption 

Behavior 

Kaiser-Meyer-Olkin metric for sampling adequacy. .897 

Bartlett’s sphericity test approximate chi-square 4254.510 

DF 44 

Sig. 0.000 

 

Through analysis, it can be seen from the results in the above table 

that in the analysis of the compensatory consumption behavior questionnaire, it can be 

seen that the Kaiser-Meyer-Olkin measure of sampling adequacy is 0.897. This value 

complies with the standard of 0.7 mentioned above, indicating that there is no strong 

partial correlation between the items. At the same time, the Bartlett sphericity test is 

significant, and the approximate chi-square value of the Bartlett sphericity test is 

4254.510, with 44 degrees of freedom. 

(2)  Compensatory Consumption Behavior Analysis of Variance 

First find the square of the deviation of the value of each unit 

variable in the population and its arithmetic mean, and then take the average of this 

variable, which is called the sample variance. The sample variance is used to represent 

the degree of variation in a column of numbers. The arithmetic square root of the 

sample variance is called the sample standard deviation. Both the sample variance and 

the sample standard deviation are quantities that measure the fluctuation of a sample. 

The larger the sample variance or the sample standard deviation, the greater the 

fluctuation of the sample data. The analysis of variance was performed in this study as 

follows: 
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Table 4.25  Total Variance Interpretation Table for Compensatory Consumption 

Behavior 

Element 

Initial Eigenvalue Extract Sum of Squares Load Rotation Sum of Squares Load 

Total 
Variance's 

% 
Cumulative% Total Variance's % Cumulative% Total 

Variance's 

% 
Cumulative% 

1 5.162 51.407 51.407 5.162 51.407 51.407 3.822 38.217 38.217 

2 2.346 23.456 74.863 2.346 23.456 74.863 3.665 36.646 74.863 

3 .311 3.109 93.195 - - - - - - 

4 .267 2.667 95.862 - - - - - - 

5 .165 1.645 100.000 - - - - - - 

 

Note:  Extraction method: principal component analysis. 

 

Through analysis, it can be seen from the results in the above table 

that in the process of component extraction for this questionnaire, there are 2 

components with eigenvalues greater than 1, and the eigenvalues of these two 

components are between 5.162-2.346. The cumulative eigenvalues of these two 

components account for 74.863% of the total eigenvalue ratio, and the value is greater 

than 60%, indicating that the two components that have been extracted can  better 

represent the information content of the overall questionnaire. 

(3)  Matrix analysis of compensatory consumption behavior 

Matrix analysis is through principal component analysis that after 

obtaining the independent factors that can be extracted from the overall research 

questionnaire, it is necessary to further judge the attribution relationship between the 

questions and the factors. Classify the topics under the same concept, distinguish the 

topics under different concepts, and test the specific quality of different topics at the 

same time. Usually, it is judged according to the factor loading. First, the factor 

loading of the component where the question is located is required to be greater than 

0.5. That is to say, it proves that more than 50% of the information of the question 

belongs to this dimension. When the factor loading is less than 0.5, it proves that the 

question itself may not have the conceptual attribute to express the connotation of this 

dimension, so it needs to be eliminated. The second is that the difference between the 

absolute values of factor loadings on different components of the same topic should be 

greater than 0.2. This result proves that the specific topic belongs to only one concept, 
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it does not belong to multiple concepts, or that the topic does not confuse each other 

among multiple concepts. If the difference between the absolute values of the factor 

loadings of the same topic in different dimensions is less than 0.2 points, it means that 

the connotation of the same topic may belong to different concepts, and it is usually 

impossible to distinguish the attributes of this topic in the stable structure, so it needs 

to be eliminated. Finally, if a subject in the results obtained by factor rotation has its 

main factor loading and other subjects with different concepts classified as the same 

factor, the homogeneity of its concepts should be considered. If  the item can be 

accepted by this factor, then the validity result of the item is better. If not, the 

questionnaire should be removed, or revised and re-analyzed. The specific analysis is 

as follows: 

 

Table 4.26  Matrix Analysis Table of Compensatory Consumption Behavior 

  Element 

1 2 

Y7 .876 - 

Y2 .860 - 

Y6 - .842 

Y5 - .837 

Y3 - .778 

 

Note:  Extraction method: Main ingredient.  

Rotation method: Kaiser standardized orthogonal rotation method. 

a. The rotation converges after 3 iterations. 

 

Through analysis, it can be seen from the results in the above table 

that the main factor loadings of all subjects are greater than 0.5. It indicates that the 

title has a high attribution intensity to the factor. At the same time, there is no cross-

factor loading, low-factor loading, or less than 3 items in a single factor in the actual 

results described above. Therefore, the topic of the questionnaire on compensatory 

consumption behavior is reserved. 
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6)  Moderator Validity Analysis 

(1)  Moderator variable KMO and Bartlett's sphericity test 

In this study, KMO and Bartlett’s sphericity test were performed, 

and it was usually necessary to ensure that the KMO value was greater than 0.7. In 

order to prove that the overall questions of the questionnaire have good correlation 

rather than partial correlation. If there is a high partial correlation between the items, it 

means that the exploratory factor analysis is not suitable. At the same time, the 

Bartlett’s sphericity test needs to be significant that Sig is less than 0.05. In order to 

ensure that the data can be better extracted components. The specific table is as 

follows: 

 

Table 4.27  KMO and Bartlett's Sphericity Test for Moderator Variables 

Kaiser-Meyer-Olkin metric for sampling adequacy. .904 

Bartlett's sphericity test approximate chi-square 8809.945 

DF 153 

Sig. 0.000 

 

Through analysis, it can be seen from the results in the above table 

that in the analysis of the moderator variable questionnaire, it can be seen that the 

Kaiser-Meyer-Olkin measure of sampling adequacy is 0.904. This value complies with 

the standard of 0.7 mentioned above, indicating that there is no strong partial 

correlation between the items. At the same time, the Bartlett sphericity test is 

significant, and the approximate chi-square value of the Bartlett sphericity test is 

8809.945, with 105 degrees of freedom. 

(2)  Analysis of variance of adjustment variables 

First find the square of the deviation of the value of each unit 

variable in the population and its arithmetic mean, and then take the average of this 

variable, which is called the sample variance. The sample variance is used to represent 

the degree of variation in a column of numbers. The arithmetic square root of the 

sample variance is called the sample standard deviation. Both the sample variance and 

the sample standard deviation are quantities that measure the fluctuation of a sample. 



125 

 

The larger the sample variance or the sample standard deviation, the greater the 

fluctuation of the sample data. The analysis of variance was performed in this study as 

follows: 

 

Table 4.28 Total Variance Interpretation Table for Moderator Variables  

Element 

Initial Eigenvalue Extract Sum of Squares Load Rotation Sum of Squares Load 

Total 
Variance's 

% 
Cumulative% Total Variance's % Cumulative% Total 

Variance's 

% 
Cumulative% 

1 6.644 36.911 36.911 6.644 36.911 36.911 4.905 27.251 27.251 

2 3.885 21.581 58.492 3.885 21.581 58.492 4.195 23.307 50.558 

3 2.546 14.144 72.636 2.546 14.144 72.636 3.974 22.078 72.636 

4 .733 4.072 76.708 - - - - - - 

5 .568 3.158 79.866 - - - - - - 

6 .453 2.519 82.384 - - - - - - 

7 .435 2.418 84.802 - - - - - - 

8 .399 2.216 87.018 - - - - - - 

9 .373 2.074 89.092 - - - - - - 

10 .333 1.852 90.944 - - - - - - 

11 .306 1.699 92.643 - - - - - - 

12 .262 1.458 94.101 - - - - - - 

13 .238 1.320 95.421 - - - - - - 

14 .206 1.146 96.567 - - - - - - 

15 .181 1.003 97.570 - - - - - - 

16 .167 .930 98.501 - - - - - - 

17 .159 .883 99.384 - - - - - - 

18 .111 .616 100.000 - - - - - - 

 

Note:  Extraction method: principal component analysis. 

 

Through analysis, it can be seen from the results in the above table 

that in the process of component extraction for this questionnaire, there are 3 

components with eigenvalues greater than 1, and the eigenvalues of these 3 

components are between 6.644-2.546. The cumulative eigenvalues of these three 

components account for 72.636% of the total eigenvalue ratio, and the value is greater 

than 60%, indicating that the three components that have been extracted can better 

represent the information content of the overall questionnaire. 
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(3)  Moderating Variable Matrix Analysis 

Matrix analysis is through principal component analysis that after 

obtaining the independent factors that can be extracted from the overall research 

questionnaire, it is necessary to further judge the attribution relationship between the 

questions and the factors. Classify the topics under the same concept, distinguish the 

topics under different concepts, and test the specific quality of different topics at the 

same time. Usually, it is judged according to the factor loading. First,  the factor 

loading of the component where the question is located is required to be greater than 

0.5. That is to say, it proves that more than 50% of the information of the question 

belongs to this dimension. When the factor loading is less than 0.5, it proves that the 

question itself may not have the conceptual attribute to express the connotation of this 

dimension, so it needs to be eliminated. The second is that the difference between the 

absolute values of factor loadings on different components of the same topic should be 

greater than 0.2. This result proves that the specific topic belongs to only one concept, 

it does not belong to multiple concepts, or that the topic does not confuse each other 

among multiple concepts. If the difference between the absolute values of the factor 

loadings of the same topic in different dimensions is less than 0.2 points, it means that 

the connotation of the same topic may belong to different concepts, and it is usually 

impossible to distinguish the attributes of this topic in the stable structure, so it needs 

to be eliminated. Finally, if a subject in the results obtained by factor rotation has its 

main factor loading and other subjects with different concepts classified as the same 

factor, the homogeneity of its concepts should be considered. If the item can be 

accepted by this factor, then the validity result of the item is better. If not, the 

questionnaire should be removed, or revised and re-analyzed. The specific analysis is 

as follows: 

 

Table 4.29  Matrix Analysis Table of Moderator Variables 

 Element 

1 2 3 

W26 .881 - - 

W25 .867 - - 
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 Element 

1 2 3 

W28 .866 - - 

W23 .854 - - 

W27 .834 - - 

W21 .747 - - 

W29 .728 - - 

W33 - .919 - 

W32 - .904 - 

W36 - .892 - 

W37 - .887 - 

W31 - .858 - 

W14 - - .839 

W15 - - .836 

W13 - - .819 

W12 - - .785 

W16 - - .782 

W11 - - .666 

 

Note:  Extraction method: Main ingredient.  

Rotation method: Kaiser standardized orthogonal rotation method. 

a. The rotation converges after 5 iterations. 

 

Through analysis, it can be seen from the results in the above table 

that the main factor loadings of all subjects are greater than 0.5. It indicates that the 

title has a high attribution intensity to the factor. At the same time, there is no cross-

factor loading, low-factor loading, or less than 3 items in a single factor in the actual 

results described above. Therefore, the questions of the questionnaire for moderating 

variables are reserved. 
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4.2.3 Confirmatory Factor Analysis of Variables 

The questionnaire in this paper has obtained a relatively stable variable 

structure after basic reliability analysis and exploratory factor analysis. In confirmatory 

factor analysis, in order to test the degree of matching between the data and the model 

that has been determined, it generally includes three tests. The first is that the 

normalized factor loading value needs to be greater than 0.5. Secondly, the model 

fitting coefficient needs to be guaranteed to be within the basic level. Generally,  

CMIN/DF<5, GFI, NFI, TLI, and CFI need to be greater than 0.8, and RMSEA needs 

to be less than 0.8. As a basic test, if it matches, it means that the model matches the 

data well; if it doesn't match, the model needs to be revised. Finally, there is 

convergent validity and combined reliability analysis. Usually, the convergent validity 

value needs to be greater than 0.5, and the combined reliability needs to be greater 

than 0.7. In this study, Amos22.0 software was used for testing to obtain standardized 

factor loading diagrams and tables as follows. 

1)  Confirmatory Factor Analysis of Consumption Attitudes 

The maximum likelihood method is performed by the analysis tool 

AMOS to obtain the model fitting index. Its main purpose is to determine whether the 

data can be matched with the model. If the index reaches the standard, it proves that 

the model is good, and the specific numerical results obtained are true and effective. If 

it does not meet the standard, it proves that there is a problem with the model. 
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Figure 4.1  Standardized Factor Loadings Plot for Consumption Attitudes  
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At the same time, according to the Amos 22.0 software, the specific 

standardized load table could be exported, and the results of the load coefficient, 

standard error, test critical value ratio and significance could be shown in the following 

table: 

 

Table 4.30  Standardized Load Table for Consumption Attitudes 

 

Through analysis, it could be seen from the results in the above table 

that the standardization factor loading value of each item of consumption attitude is 

greater than 0.5, indicating that the attribution relationship between the item and the 

dimension is good and the structure is stable. 

  

   Estimate S.Estimate S.E. C.R. P 

A11 <--- Brand pursuit 1 0.832 - - - 

A12 <--- Brand pursuit 1.102 0.843 0.047 23.49 *** 

A13 <--- Brand pursuit 1.054 0.855 0.044 23.786 *** 

A21 <--- Shopping enjoyment 1 0.793 - - - 

A22 <--- Shopping enjoyment 0.981 0.817 0.047 20.839 *** 

A23 <--- Shopping enjoyment 1.001 0.865 0.046 21.559 *** 

A31 <--- Brand loyalty 1 0.842 - - - 

A32 <--- Brand loyalty 1.191 0.908 0.044 27.288 *** 

A33 <--- Brand loyalty 1.091 0.851 0.043 25.567 *** 

A41 <--- Impulse shopping 1 0.836 - - - 

A42 <--- Impulse shopping 1.094 0.879 0.05 21.967 *** 

A43 <--- Impulse shopping 0.805 0.723 0.042 19.009 *** 

A51 <--- Conspicuous 

consumption 

1 0.815 - - - 

A52 <--- Conspicuous 

consumption 

1.096 0.843 0.051 21.348 *** 

A53 <--- Conspicuous 

consumption 

1.025 0.819 0.049 21.019 *** 
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According to the analysis, the fitting results of the model could be 

obtained as follows: 

 

Table 4.31  Model Fitting Coefficient Table of Consumption Attitude 

CMIN DF CMIN/DF GFI NFI TLI CFI RMSEA 

220.013 80 2.75 0.957 0.959 0.965 0.973 0.053 

 

According to the criterion that the ideal value of CMIN/DF is less than 

5 proposed by Hou Jietai (2004) in the book "Structural Equation Modeling and Its 

Application". Through analysis, it could be seen from the above table that in terms of 

consumption attitude, CMIN/DF is 2.75 < 5, GFI and other indicators are all greater 

than 0.8, and RMSEA is 0.053 < 0.08, indicating that the model fits well with the data, 

and the results obtained from the structure are relatively stable.  

2)  Confirmatory Factor Analysis of Subjective Norms 

The maximum likelihood method is performed by the analysis tool 

AMOS to obtain the model fitting index. Its main purpose is to determine whether the 

data can be matched with the model. If the index reaches the standard, it proves that  

the model is good, and the specific numerical results obtained are true and effective. If 

it does not meet the standard, it proves that there is a problem with the model. 
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Figure 4.2  Normalized Factor Loadings Plot for Subjective Norms 

 

At the same time, according to the Amos 22.0 software, the specific 

standardized load table could be exported, and the results of the load coefficient, 

standard error, test critical value ratio and significance could be shown in the following 

table: 
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Table 4.32  Normalized Load Table for Subjective Norms 

   Estimate S.Estimate S.E. C.R. P 

B11 <--- Mandatory norms 1 0.792 - - - 

B12 <--- Mandatory norms 0.918 0.79 0.05 18.249 *** 

B13 <--- Mandatory norms 0.881 0.801 0.048 18.336 *** 

B21 <--- Individual norms 1 0.856 - - - 

B22 <--- Individual norms 0.978 0.888 0.037 26.355 *** 

B23 <--- Individual norms 0.898 0.843 0.036 25.128 *** 

B31 <--- Exemplary norms 1 0.855 - - - 

B32 <--- Exemplary norms 0.924 0.862 0.039 23.743 *** 

B33 <--- Exemplary norms 0.855 0.805 0.038 22.495 *** 

 

Through analysis, it could be seen from the results in the above table 

that the standardization factor loading value of each subject of the subjective norm is 

greater than 0.5, indicating that the attribution relationship between the subject and the 

dimension is good and the structure is stable. 

 

Table 4.33  Table of Model Fit Coefficients for Subjective Specifications 

CMIN DF CMIN/DF GFI NFI TLI CFI RMSEA 

35.602 24 1.483 0.987 0.988 0.994 0.996 0.028 

 

According to the criterion that the ideal value of CMIN/DF is less than 

5 proposed by Hou (2004) in the book "Structural Equation Modeling and Its 

Application". Through analysis, it could be seen from the above table that in terms of 

subjective norms, CMIN/DF is 1.483 < 5, GFI and other indicators are all greater than 

0.8, and RMSEA is 0.028 < 0.08, indicating that the model and data fit well, and the 

results obtained for the structure are relatively stable. 
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3)  Confirmatory factor analysis of perceived behavioral control 

The maximum likelihood method is performed by the analysis tool 

AMOS to obtain the model fitting index. Its main purpose is to determine whether the 

data can be matched with the model. If the index reaches the standard, it proves that 

the model is good, and the specific numerical results obtained are true and effective. If 

it does not meet the standard, it proves that there is a problem with the model. 

 

 

Figure 4.3  Normalized Factor Loading Plots for Perceived Behavioral Control  
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At the same time, according to the Amos 22.0 software, the specific 

standardized load table could be exported, and the results of the load coefficient, 

standard error, test critical value ratio and significance could be shown in the following 

table: 

 

Table 4.34  Normalized Load table for Perceived Behavior Control 

   Estimate S.Estimate S.E. C.R. P 

C11 <--- Perceived Benefits 1 0.862 - - - 

C12 <--- Perceived Benefits 0.909 0.76 0.045 20.164 *** 

C13 <--- Perceived Benefits 0.918 0.833 0.042 21.73 *** 

C21 <--- Perceived loss 1 0.725 - - - 

C22 <--- Perceived loss 0.977 0.752 0.056 17.388 *** 

C23 <--- Perceived loss 1.355 0.9 0.075 17.968 *** 

C31 <--- Perceived emotion 1 0.787 - - - 

C32 <--- Perceived emotion 1.216 0.911 0.05 24.569 *** 

C33 <--- Perceived emotion 1.155 0.889 0.048 24.245 *** 

C41 <--- Perceptual experience 1 0.831 - - - 

C42 <--- Perceptual experience 1.043 0.845 0.048 21.873 *** 

C43 <--- Perceptual experience 0.886 0.799 0.042 21.034 *** 

 

Through analysis, it could be seen from the results in the above table 

that the normalized factor loading value of each item of Perceived Behavior Control is 

greater than 0.5, indicating that the attribution relationship between items and 

dimensions is good and the structure is stable. 

 

Table 4.35  Table of Model Fit Coefficients for Perceived Behavior Control 

CMIN DF CMIN/DF GFI NFI TLI CFI RMSEA 

82.735 48 1.724 0.979 0.979 0.987 0.991 0.034 
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According to the criterion that the ideal value of CMIN/DF is less than 

5 proposed by Hou (2004) in the book "Structural Equation Modeling and Its 

Application". Through analysis, it could be seen from the above table that in terms of 

perceived behavior control, CMIN/DF is 1.724 < 5, GFI and other indicators are all 

greater than 0.8, and RMSEA is 0.034 < 0.08, indicating that the model and data fit 

well, and the results obtained by the structure more stable. 

4) Confirmatory factor analysis of compensatory consumption 

motivation and behavior 

The maximum likelihood method is performed by the analysis tool 

AMOS to obtain the model fitting index. Its main purpose is to determine whether the 

data can be matched with the model. If the index reaches the standard, it proves that 

the model is good, and the specific numerical results obtained are true and effective. If 

it does not meet the standard, it proves that there is a problem with the model. 
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Figure 4.4  Normalized Factor Loading Plots for Compensatory Consumption 

Motivations and Behaviors 
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At the same time, according to the Amos 22.0 software, the specific 

standardized load table could be exported, and the results of the load coefficient, 

standard error, test critical value ratio and significance could be shown in the following 

table: 

 

Table 4.36  Standardized Load Table of Compensatory Consumption Motivations and 

Behaviors  

   Estimate S.Estimate S.E. C.R. P 

M1 <--- Compensatory 

consumption motive 

1 0.798 - - - 

M2 <--- Compensatory 

consumption motive 

1.222 0.864 0.05 24.684 *** 

M3 <--- Compensatory 

consumption motive 

1.062 0.826 0.046 23.214 *** 

M5 <--- Compensatory 

consumption motive 

1.082 0.832 0.046 23.427 *** 

M6 <--- Compensatory 

consumption motive 

1.187 0.887 0.046 25.584 *** 

Y2 <--- Compensatory 

consumption behavior 

1 0.826 - - - 

Y3 <--- Compensatory 

consumption behavior 

0.817 0.74 0.04 20.558 *** 

Y5 <--- Compensatory 

consumption behavior 

0.874 0.823 0.037 23.833 *** 

Y6 <--- Compensatory 

consumption behavior 

1.014 0.825 0.042 23.914 *** 

Y7 <--- Compensatory 

consumption behavior 

0.997 0.857 0.04 25.208 *** 
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Through analysis, it could be seen from the results in the above table 

that the standardization factor loading value of each item of compensatory 

consumption motivation and behavior is greater than 0.5, indicating that the attribution 

relationship between items and dimensions is good and the structure is stable. 

 

Table 4.37  Model Fitting Coefficient Table of Compensatory Consumption 

Motivation and Behavior  

CMIN DF CMIN/DF GFI NFI TLI CFI RMSEA 

149.245 34 4.39 0.954 0.966 0.965 0.974 0.074 

 

According to the criterion that the ideal value of CMIN/DF is less than 

5 proposed by Hou (2004) in the book "Structural Equation Modeling and Its 

Application". Through analysis, it could be seen from the above table that in terms of 

compensatory consumption motivation and behavior, CMIN/DF is 4.39 < 5, GFI and 

other indicators are all greater than 0.8, and RMSEA is 0.074 < 0.08, indicating that 

the model fits well with the data and the structure. The obtained results are relatively 

stable. 

5)  Confirmatory factor analysis of moderator variables 

The maximum likelihood method is performed by the analysis tool 

AMOS to obtain the model fitting index. Its main purpose is to determine whether the 

data can be matched with the model. If the index reaches the standard, it proves that 

the model is good, and the specific numerical results obtained are true and effective. If 

it does not meet the standard, it proves that there is a problem with the model. 
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Figure 4.5  Standardized Factor Loadings Plot for Moderator Variables 

 

At the same time, according to the Amos 22.0 software, the specific 

standardized load table could be exported, and the results of the load coefficient, 

standard error, test critical value ratio and significance could be shown in the following 

table: 
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Table 4.38  Normalized Loading Tables for Moderated Variables 

   Estimate S.Estimate S.E. C.R. P 

W11 <--- Self-esteem threat 1 0.658 - - - 

W12 <--- Self-esteem threat 1.076 0.742 0.067 16.03 *** 

W13 <--- Self-esteem threat 1.134 0.805 0.066 17.117 *** 

W14 <--- Self-esteem threat 1.14 0.814 0.066 17.263 *** 

W15 <--- Self-esteem threat 1.26 0.834 0.072 17.588 *** 

W16 <--- Self-esteem threat 1.066 0.74 0.067 16.004 *** 

W21 <--- Lack of sense of 

belonging 

1 0.734 - - - 

W23 <--- Lack of sense of 

belonging 

1.255 0.843 0.059 21.243 *** 

W25 <--- Lack of sense of 

belonging 

1.347 0.853 0.063 21.503 *** 

W26 <--- Lack of sense of 

belonging 

1.343 0.885 0.06 22.365 *** 

W27 <--- Lack of sense of 

belonging 

1.127 0.802 0.056 20.122 *** 

W28 <--- Lack of sense of 

belonging 

1.21 0.83 0.058 20.876 *** 

W29 <--- Lack of sense of 

belonging 

0.883 0.662 0.054 16.389 *** 

W31 <--- Lack of control 1 0.834 - - - 

W32 <--- Lack of control 1.241 0.921 0.04 30.662 *** 

W33 <--- Lack of control 1.16 0.927 0.037 30.993 *** 

W36 <--- Lack of control 1.138 0.895 0.039 29.097 *** 

W37 <--- Lack of control 1.15 0.871 0.041 27.785 *** 
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Through analysis, it could be seen from the results in the above table 

that the standardization factor loading value of each item of the moderating variable is 

greater than 0.5, indicating that the attribution relationship between the item and the 

dimension is good and the structure is stable. 

 

Table 4.39  Table of Model Fit Coefficients for Moderating Variables 

CMIN DF CMIN/DF GFI NFI TLI CFI RMSEA 

642.568 132 4.868 0.896 0.927 0.932 0.941 0.079 

 

According to Hou (2004) in his book "Structural Equation Modeling 

and Its Applications", the criterion that the ideal value of CMIN/DF is less than 5 is 

proposed. Through analysis, it can be seen from the above table that in terms of 

adjustment variables, CMIN/DF is 4.868<5, GFI and other indicators are all greater 

than 0.8, and RMSEA is 0.079<0.08. It shows that the model fits well with the data, 

and the results obtained by the structure are relatively stable. 

 

4.3 Convergent Validity and Combined Reliability 

Convergent validity is to test the consistency of all items in the same 

concept and whether the items in the variable express the same concept. The combined 

reliability is the reliability test of the questionnaire again. 

 

Table 4.40  Convergent Validity and Combined Reliability Test Table 

 AVE CR 

Brand pursuit 0.711  0.881  

Shopping enjoyment 0.682  0.865  

Brand loyalty 0.753  0.901  

Impulse shopping 0.665  0.855  

Conspicuous consumption 0.682  0.865  

Mandatory norms 0.631  0.837  

Individual norms 0.744  0.897  
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 AVE CR 

Exemplary norms 0.707  0.879  

Perceived benefits 0.672  0.860  

Perceived loss 0.634  0.837  

Perceived emotion 0.747  0.898  

Perceived experience 0.681  0.865  

Compensatory consumption motivation 0.709  0.924  

Compensatory consumption behavior 0.665  0.908  

Self-esteem threat 0.590  0.896  

Lack of sense of belonging 0.647  0.927  

Lack of control 0.793  0.950  

 

Through analysis, it could be seen from the results in the above table 

that the convergent validity of all variables is greater than 0.5, and the combined 

reliability is greater than 0.7, indicating that the test results are good. 

 

4.4 Correlation Analysis 

Correlation analysis test is the precondition of hypothesis test. After the 

reliability and validity test is carried out, it is first necessary to test whether the 

variables between the hypotheses have a correlation relationship. If there is a 

correlation, subsequent analysis could be performed. The specific inspection is as 

follows: 

 

Table 4.41  Correlation Test Analysis Table 

 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 1

7 B

P 

1 - - - - - - - - - - - - - - - - 

S

E 

.37

3** 

1 - - - - - - - - - - - - - - - 

B

L 

.40

7** 

.26

9** 

1 - - - - - - - - - - - - - - 

L

S 

.32

7** 

.21

6** 

.30

6** 

1 - - - - - - - - - - - - - 

C

C 

-.1

29*

* 

-.1

24*

* 

-.0

32 

-.0

36 

1 - - - - - - - - - - - - 

M

N 

.47

9** 

.45

2** 

.38

0** 

.3

01

** 

-.1

16*

* 

1 - - - - - - - - - - - 

L

N 

.02

2 

.09

3* 

.07

3 

.0

22 

.21

0** 

.02

3 

1 - - - - - - - - - - 
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 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 1

7 E

N 

.21

9** 

.14

8** 

.21

0** 

.1

66

** 

-.0

45 

.10

3* 

-.0

49 

1 - - - - - - - - - 

P

B 

-.0

50 

-.0

27 

.00

9 

.0

03 

.00

8 

-.1

51*

* 

-.1

18*

* 

.03

6 

1 - - - - - - - - 

P

L 

.03

1 

-.0

51 

-.0

34 

-.0

68 

-.0

13 

-.0

05 

-.1

29*

* 

-.2

29*

* 

.2

48

** 

1 - - - - - - - 

P

E 

.14

3** 

.16

2** 

.20

5** 

.0

26 

.13

8** 

.15

5** 

.22

9** 

.05

2 

.1

80

** 

.06

2 

1 - - - - - - 

P

E

X 

.30

0** 

.24

2** 

.37

3** 

.2

85

** 

.15

6** 

.22

1** 

.10

9** 

.25

1** 

.1

06

** 

-.0

96* 

.2

91

** 

1 - - - - - 

C

C

M 

.43

5** 

.44

2** 

.44

3** 

.3

86

** 

.22

3** 

.39

5** 

.28

8** 

.34

0** 

-.0

30 

-.2

04*

* 

.3

36

** 

.4

91

** 

1 - - - - 

C

C

B 

.08

2* 

.14

6** 

.10

2* 

.0

97

* 

.05

1 

.11

6** 

.03

3 

-.0

06 

.0

27 

-.1

39*

* 

.1

01

* 

.0

84

* 

.2

62

** 

1 - - -

- S

E 

-.0

60 

-.0

43 

-.1

35*

* 

.0

72 

.01

8 

-.1

28*

* 

-.0

93* 

.11

0** 

.1

56

** 

-.0

52 

-.0

07 

.0

19 

.0

00 

.0

49 

1 - - 

L

S

B 

.10

3* 

-.0

87* 

.03

0 

.0

02 

.01

1 

-.0

41 

-.1

13*

* 

.18

5** 

.1

10

** 

-.0

68 

.0

08 

-.0

02 

.0

26 

-.

00

4 

.2

47

** 

1 - 

L

C 

-.0

69 

-.0

39 

-.0

46 

.0

07 

-.0

09 

-.0

15 

-.2

29*

* 

.11

2** 

.1

23

** 

.01

9 

-.0

20 

-.0

79 

.1

10

** 

.0

62 

.4

08

** 

.2

00

** 

1 

 

Note:  **. Significantly correlated at the .01 level (two-sided). 

*. Significantly correlated at the 0.05 level (two-sided). 

 

Remark: 

Brand Pursuit = BP 

Shopping Enjoyment = SE 

Brand Loyalty = BL 

Impulse Shopping = LS 

Conspicuous Consumption = CC 

Mandatory Norm = MN 

Individual Norms = LN 

Exemplary Norms = EN 

Perceived Benefits = PB 

Perceived Loss = PL 

Perceived Emotion = PE 

Perceptual Experience = PEX 

Compensatory Consumption Motivation = CCM 

Compensatory Consumption Behavior = CCB 

Self-esteem Threat = ST 

Lack of Sense of Belonging = LSB 

Lack of Control = LC 
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Through analysis, it could be seen from the results of the above table: 

1)  The five variables of consumption attitude were significantly 

correlated with compensatory consumption motivation, and the correlation coefficient 

r ranged from 0.223 to 0.435, p < 0.01. 

2) The three variables of subjective norm were significantly correlated 

with compensatory consumption motivation, the correlation coefficient r ranged from 

0.288 to 0.395, p < 0.01. 

3) Among the four variables of perceived behavior control, perceived 

gain is significantly correlated with compensatory consumption motivation, and the 

correlation coefficients of the other three variables are -0.204, 0.336, and 0.491, which 

are all significant. 

At the same time, compensatory consumption motivation and compensatory 

consumption behavior were significantly correlated r = 0.262, p < 0.01. 

 

4.5 Confirmatory Factor Analysis 

4.5.1 BP Measurement Model 

 

 

Figure 4.6  BP Measurement Model 

 

Table 4.42  BP Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 1.439 0.999 0.999 0.999 0.998 0.999 .027 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 
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As shown in the table: X2/DF = 1.439, GFI = 0.999, AGFI = 0.999, NFI = 

0.999, TLI = 0.998, CFI = 0.999, RMSEA = 0.027. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.43  BP Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical Ratio 

C.R.(Z) 
P CR AVE 

BP 

A11 .861 - - - 

0.928 0.900 A12 .951 .047 23.277 *** 

A13 .887 .042 23.508 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the BP Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 

 

4.5.2 SE Measurement Model 

 

 

Figure 4.7  SE Measurement Model 
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Table 4.44  SE Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 3.635 .994 .971 0.992 0.983 0.994 .065 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table: X2/DF = 3.635, GFI = 0.994, AGFI = 0.971, NFI = 

0.992, TLI = 0.983, CFI = 0.994, RMSEA = 0.065. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.45  SE Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

SE 

A21 .834 - - - 

0.860 0.820 A22 .832 .047 20.978 *** 

A23 .793 .044 20.381 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the SE Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 
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4.5.3 BL Measurement Model 

 

 

Figure 4.8  BL Measurement Model 

 

Table 4.46  BL Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 1.863 .994 .997 .996 0.995 0.998 .037 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table above: X2/DF = 1.863, GFI = 0.994, AGFI = 0.997, NFI 

= 0.996, TLI = 0.995, CFI = 0.998, RMSEA = 0.037. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.47  BL Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

BL 

A31 .863 - - - 

0.925 0.820 A32 .839 .047 22.900 *** 

A33 .806 .048 22.187 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the BL Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 
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meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 

 

4.5.4 LS Measurement Model 

 

 

Figure 4.9  LS Measurement Model 

 

Table 4.48  LS Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 3.171 .995 .974 .993 0.995 0.995 .059 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table above: X2/DF = 3.171, GFI = 0.995, AGFI = 0.974, NFI 

= 0.993, TLI = 0.995, CFI = 0.995, RMSEA = 0.059. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.49  LS Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

LS A41 .815 - - - 0.927 0.836 

A42 .870 .050 22.080 *** 

A43 .806 .042 21.188 *** 
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The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the LS Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 

 

4.5.5 CC Measurement Model 

 

 

Figure 4.10  CC Measurement Model 

 

Table 4.50  CC Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 4.452 .993 .965 .990 0.992 0.992 .075 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the above table: X2/DF = 4.452, GFI = 0.993, AGFI = 0.965, NFI 

= 0.990, TLI = 0.992, CFI = 0.992, RMSEA = 0.075. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 
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Table 4.51  CC Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

CC 

A51 .795 - - - 

0.925 0.823 A52 .875 .054 21.104 *** 

A53 .800 .047 20.336 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the CC Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 

 

4.5.6 MN Measurement Model 

 

 

Figure 4.11  MN Measurement Model 

 

Table 4.52  MN Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 3.569 .994 .971 .990 0.993 0.993 .064 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 
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As shown in the table above: X2/DF = 3.569, GFI = 0.994, AGFI = 0.971, NFI 

= 0.990, TLI = 0.993, CFI = 0.993, RMSEA = 0.064. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.53  MN Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

MN 

B11 .758 - - - 

0.919 0.788 B12 .840 .056 17.740 *** 

B13 .767 .051 17.415 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the MN Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 

 

4.5.7 LN Measurement Model 

 

 

Figure 4.12  LN Measurement Model 
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Table 4.54  LN Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 2.603 .996 .979 .996 0.992 0.997 .051 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table above: X2/DF = 2.603, GFI = 0.996, AGFI = 0.979, NFI 

= 0.996, TLI = 0.992, CFI = 0.997, RMSEA = 0.051. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.55  LN Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

LN 

B21 .846 - - - 

0.933 0.870 B22 .902 .039 27.083 *** 

B23 .862 .036 25.996 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the LN Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 
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4.5.8 EN Measurement Model 

 

 

Figure 4.13  EN Measurement Model 

 

Table 4.56  EN Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 2.094 .997 .983 .996 0.993 0.998 .060 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table above: X2/DF = 2.094, GFI = 0.997, AGFI = 0.983, NFI 

= 0.996, TLI = 0.993, CFI = 0.998, RMSEA = 0.060. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.57  EN Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

EN 

B31 .851 - - - 

0.933 0.870 B32 .840 .040 23.257 *** 

B33 .836 .040 23.178 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the EN Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 
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validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant P < 

0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 

 

4.5.9 PB Measurement Model 

 

 

 

Figure 4.14  PB Measurement Model 

 

Table 4.58  PB Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 3.212 995 .974 .990 .980 .993 .060 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table above: X2/DF = 3.212, GFI = 0.995, AGFI = 0.974, NFI 

= 0.990, TLI = 0.980, CFI = 0.993, RMSEA = 0.060. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 
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Table 4.59  PB Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

PB 

C11 .828 - - - 

0.809 0.759 C12 .594 .055 14.064 *** 

C13 .856 .062 16.284 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the PB Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 

 

4.5.10 PL Measurement Model 

 

 

Figure 4.15  PL Measurement Model 

 

Table 4.60  PL Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 4.753 .992 .962 .987 .969 .990 .078 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 
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As shown in the table above: X2/DF = 4.753, GFI = 0.992, AGFI = 0.962, NFI 

= 0.987, TLI = 0.969, CFI = 0.990, RMSEA = 0.078. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.61  PL Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

PL 

C21 .702 - - - 

0.917 0.779 C22 .655 .058 15.871 *** 

C23 .981 .094 15.741 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the PL Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 

 

4.5.11 PE Measurement Model 

 

 

Figure 4.16  PE Measurement Model 
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Table 4.62  PE Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 1.449 .998 .988 .998 .998 .999 .027 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table above: X2/DF = 1.449, GFI = 0.998, AGFI = 0.988, NFI 

= 0.998, TLI = 0.998, CFI = 0.999, RMSEA = 0.027. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.63  PE Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

PE 

C31 .852 - - - 

0.936 0.896 C32 .921 .038 30.499 *** 

C33 .915 .037 30.262 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the PE Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 
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4.5.12 PEX Measurement Model 

 

 

Figure 4.17  PEX Measurement Model 

 

Table 4.64  PEX Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 2.792 .996 .978 .995 .990 .997 .054 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table above: X2/DF = 2.792, GFI = 0.996, AGFI = 0.978, NFI 

= 0.995, TLI = 0.990, CFI = 0.997, RMSEA = 0.054. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.65  PEX Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

PEX 

C41 .872 - - - 

0.930 0.850 C42 .911 .042 26.444 *** 

C43 .766 .039 22.462 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the PEX Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 
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meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 

 

4.5.13 CCM Measurement Model 

 

 

Figure 4.18  CCM Measurement Model 

 

Table 4.66  CCM Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 3.180 .995 .974 .996 .992 .997 .059 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table above: X2/DF = 3.180, GFI = 0.995, AGFI = 0.974, NFI 

= 0.996, TLI = 0.992, CFI = 0.997, RMSEA = 0.059. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 
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Table 4.67  CCM Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

CCM 

M1 .854 - - - 

0.929 0.849 

M2 .743 .049 21.936 *** 

M3 .876 .040 28.704 *** 

M5 .910 .038 30.743 *** 

M6 .861 .041 27.855 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the CCM Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 

 

4.5.14 CCB Measurement Model 

 

 

Figure 4.19  CCB Measurement Model 
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Table 4.68  CCB Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 4.110 .987 .960 .986 .979 .990 .071 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table above: X2/DF = 4.110, GFI = 0.987, AGFI = 0.960, NFI 

= 0.986, TLI = 0.979, CFI = 0.990, RMSEA = 0.071. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.69  CCB Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

CCB 

Y2 .805 - - - 

0.921 0.836 

Y3 .808 .038 22.739 *** 

Y5 .806 .038 22.658 *** 

Y6 .865 .041 24.983 *** 

Y7 .897 .037 26.234 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the CCB Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 
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4.5.15 ST Measurement Model 

 

 

Figure 4.20  ST Measurement Model 

 

Table 4.70  ST Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 1.523 .993 .983 .993 .996 .998 .029 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table above: X2/DF = 1.523, GFI = 0.993, AGFI = 0.983, NFI 

= 0.993, TLI = 0.996, CFI = 0.998, RMSEA = 0.029. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.71  ST Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

ST 

W11 .714 - - - 

0.898 0.770 
W12 .700 .060 16.516 *** 

W13 .783 .056 18.440 *** 

W14 .781 .050 18.393 *** 
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Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

W15 .863 .057 20.199 *** 

W16 .777 .053 18.298 *** 

        

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the ST Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 

 

4.5.16 LSB Measurement Model 

 

 

Figure 4.21  LSB Measurement Model 
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Table 4.72  LSB Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 4.400 .973 .946 .975 .970 .980 .074 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table above: X2/DF = 4.400, GFI = 0.973, AGFI = 0.946, NFI 

= 0.975, TLI = 0.970, CFI = 0.980, RMSEA = 0.074. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.73  LSB Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

LSB 

W21 .753 - - - 

0.934 0.816 

W23 .834 .056 21.821 *** 

W25 .868 .058 22.873 *** 

W26 .821 .057 21.415 *** 

W27 .854 .052 22.436 *** 

W28 .878 .055 23.187 *** 

W29 .702 .050 17.920 *** 

 

The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the LSB Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 
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4.5.17 LC Measurement Model 

 

 

Figure 4.22  LC Measurement Model 

 

Table 4.74  LC Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 2.795 .991 .973 .991 .988 .994 .054 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

As shown in the table above: X2/DF = 2.795, GFI = .991, AGFI = 0.973, NFI 

= 0.991, TLI = 0.988, CFI = 0.994, RMSEA = 0.054. Based on the above analysis, all 

indicators have reached the standard, and the overall fit of the model is good. 

 

Table 4.75  LC Model Convergent Validity Analysis 

Latent 

Variable 

Observed 

Variable 

Normalized 

Load Factor 

Standard 

Error S.E. 

Critical 

Ratio 

C.R.(Z) 

P CR AVE 

LC W31 .858 - - - 0.948 0.885 

W32 .919 .035 32.512 *** 

W33 .934 .032 33.603 *** 

W36 .857 .037 28.395 *** 

W37 .858 .039 28.438 *** 
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The observed factor loadings, combined reliability (CR) and mean variance 

extraction (AVE) of the LC Measurement Model are shown in the table above. The 

loading value of each item factor is greater than 0.8, indicating that the convergent 

validity is high. The combined reliability (CR) of the dimension is greater than 0.7 to 

meet the standard, and the AVE greater than 0.5 meets the standard. Significant 

P<0.001, indicating that the latent variable has a significant relationship with each 

measurement index variable. Convergence of the scale structure model is very good. 

 

4.6 Structural Equation Modeling Analysis 

4.6.1 Path Model Analysis 

The path model is set by Amos 22.0 software and calculated by the maximum 

likelihood method. The result of the standardized path model diagram is obtained as 

shown in the figure: 

 

Figure 4.23  Path Model Diagram 
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At the same time, the maximum likelihood method is fitted by Amos22.0 

software, and the standardized path results are obtained as follows: 

 

Table 4.76  Normalized Path Coefficient Table 

   Estimate S.Estimate S.E. C.R. P 

CCM <--- BP 0.159 0.182 0.035 4.485 *** 

CCM <--- SE 0.203 0.236 0.033 6.133 *** 

CCM <--- BL 0.142 0.195 0.028 5.157 *** 

CCM <--- LS 0.113 0.139 0.027 4.16 *** 

CCM <--- CC 0.201 0.265 0.025 7.909 *** 

CCM <--- MN 0.036 0.035 0.047 0.754 0.451 

CCM <--- LN 0.11 0.133 0.026 4.175 *** 

CCM <--- EN 0.146 0.148 0.032 4.5 *** 

CCM <--- PB -0.009 -0.009 0.033 -0.262 0.793 

CCM <--- PL 0.146 0.136 0.036 4.051 *** 

CCM <--- PE 0.092 0.124 0.024 3.774 *** 

CCM <--- PEX 0.094 0.114 0.032 2.967 *** 

CCB <--- CCM 0.494 0.401 0.053 9.239 *** 

 

Through analysis, it could be seen from the results in the above table that 

Mandatory Norms cannot significantly predict Compensatory Consumption 

Motivation, and the standardization coefficient is 0.035, P = 0.451. Perceived Benefits 

cannot significantly predict Compensatory Consumption Motivation, and the 

standardization coefficient is -0.009, P = 0.793. The results show that the assumptions 

H6 and H9 are not tenable. 

  



169 

 

However, the results show that other path tests are significant, as follows: 

1) Brand pursuit significantly positively predicted compensatory 

consumption motivation (S. Estimate = 0.182, P < 0.001). It shows that the higher the 

brand pursuit, the higher the compensatory consumption motivation. Therefore, the 

hypothesis of this study that H1 is true. 

2) Shopping enjoyment significantly positively predicted 

compensatory consumption motivation (S. Estimate = 0.236, P < 0.001). It shows that 

the higher the shopping pleasure type, the higher the compensatory consumption 

motivation. Therefore, the hypothesis of this study that H2 is true. 

3) Brand loyalty significantly positively predicted compensatory 

consumption motivation (S. Estimate = 0.195, P < 0.001). It shows that the higher the 

brand pursuit, the higher the compensatory consumption motivation. Therefore, the 

hypothesis of this study that H3 is true. 

4) Impulse shopping significantly positively predicted compensatory 

consumption motivation (S. Estimate = 0.139, P < 0.001). It shows that the higher the 

impulse shopping type is, the higher the compensatory consumption motivation is. 

Therefore, the hypothesis of this study that H4 is true. 

5) Conspicuous consumption significantly positively predicted 

compensatory consumption motivation (S. Estimate = 0.265, P < 0.001). It shows that 

the higher the conspicuous consumption type is, the higher the compensatory 

consumption motivation is. Therefore, the hypothesis of this study that H5 is true. 

6) Individual norms significantly positively predicted compensatory 

consumption motivation (S. Estimate = 0.133, P < 0.001). It shows that the higher the 

individual norm, the higher the compensatory consumption motivation. Therefore, the 

hypothesis of this study that H7 is true. 

7) Exemplary norms significantly positively predict compensatory 

consumption motivation (S. Estimate = 0.148, P < 0.001). It shows that the higher the 

exemplary norms are, the higher the compensatory consumption motivation is. 

Therefore, the hypothesis of this study that H8 is true. 

8) Perceived loss significantly positively predicted compensatory 

consumption motivation (S. Estimate = 0.136, P < 0.001). It shows that the higher the 
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perceived loss, the higher the compensatory consumption motivation. Therefore, the 

hypothesis of this study that H10 is true. 

9) Perceived emotion significantly positively predicted compensatory 

consumption motivation (S. Estimate = 0.124, P < 0.001). It shows that the higher the 

perceived emotion, the higher the compensatory consumption motivation. Therefore, 

the hypothesis of this study that H11 is true. 

10) Perceived experience significantly positively predicted 

compensatory consumption motivation (S. Estimate = 0.114, P < 0.001). It shows that 

the higher the perceived experience, the higher the compensatory consumption 

motivation. Therefore, the hypothesis of this study that H12 is true. 

11) Compensatory consumption motivation significantly positively 

predicted compensatory consumption behavior (S. Estimate = 0.401, P < 0.001). It 

shows that the higher the compensatory consumption motivation, the higher the 

compensatory consumption behavior. Therefore, the hypothesis of this study that H13 

is true. 

At the same time, the model fitting results are obtained as follows: 

 

Table 4.77  Table of Fitting Coefficient of Path Model 

CMIN DF CMIN/DF GFI NFI TLI CFI RMSEA 

2281.92 910 2.508 0.87 0.883 0.916 0.926 0.049 

 

Through analysis, it can be seen from the above table that on the path model, 

CMIN/DF is 2.508 < 5, GFI and other indicators are all greater than 0.8, and RMSEA 

is 0.049 < 0.08. It shows that the model fits well with the data, and the results obtained 

by the structure are relatively stable. 

 

4.6.2 Mediation Effect Analysis 

In this study, Bootstrap was used to test the mediation effect, and the confidence 

interval of the test was set at 95%. The results were obtained by random sampling 

5000 times: 
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Table 4.78  Table of Mediation Test 

Independent 

Variable 

Mediating 

Variable 

Dependent 

Variable 
Effect Quantity S.E. LLCI ULCI P 

Perceived 

experience 
→CCM →CCB 0.046 0.016 0.013 0.077 0.005 

Perceived emotion →CCM →CCB 0.05 0.013 0.024 0.076 0.001 

Perceived loss →CCM →CCB -0.054 0.014 -0.082 -0.028 0.001 

Perceived benefits →CCM →CCB -0.004 0.014 -0.029 0.024 0.808 

Exemplary norms →CCM →CCB 0.059 0.014 0.032 0.088 0.001 

Individual norms →CCM →CCB 0.053 0.013 0.028 0.08 0.001 

Mandatory norms →CCM →CCB 0.014 0.018 -0.024 0.048 0.486 

Conspicuous 

consumption 
→CCM →CCB 0.106 0.016 0.075 0.139 0.001 

Impulse shopping →CCM →CCB 0.056 0.015 0.028 0.087 0.001 

Brand loyalty →CCM →CCB 0.078 0.017 0.046 0.113 0.001 

Shopping enjoyment →CCM →CCB 0.095 0.019 0.061 0.135 0.001 

Brand pursuit →CCM →CCB 0.073 0.018 0.039 0.111 0.001 

 

Note:  The mediating variable in the above table is the compensatory consumption 

motivation (CCM); the dependent variable is the compensatory consumption 

behavior (CCB). 

 

Through analysis, we could see from the above table: 

1)  Taking perceived experience as the independent variable and 

compensatory consumption motivation as the mediation variable, the mediation effect 

of compensatory consumption behavior is predicted. It shows that the hypothesis H28 

of this study holds. 

2)  Taking perceived emotion as the independent variable and 

compensatory consumption motivation as the mediation variable, the mediation effect 

of compensatory consumption behavior is predicted. It shows that the hypothesis H27 

of this study holds. 

3)  Taking perceived loss as the independent variable and compensatory 

consumption motivation as the mediation variable, the mediation effect of 

compensatory consumption behavior is predicted. It shows that the hypothesis H26 of 

this study holds. 
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4)  Taking perceived benefits as the independent variable and 

compensatory consumption motivation as the mediation variable, the mediation effect 

of compensatory consumption behavior failed to be predicted. It shows that the 

hypothesis H25 of this study does not hold. 

5)  Taking exemplary norms as the independent variable and 

compensatory consumption motivation as the mediation variable, the mediation effect 

of compensatory consumption behavior is predicted. It shows that the hypothesis H24 

of this study holds. 

6)  Taking individual norms as the independent variable and 

compensatory consumption motivation as the mediation variable, the mediation effect 

of compensatory consumption behavior is predicted. It shows that the hypothesis H23 

of this study holds. 

7)  Taking mandatory norms as the independent variable and 

compensatory consumption motivation as the mediation variable, the mediation effect 

of compensatory consumption behavior failed to be predicted.  It shows that the 

hypothesis H22 of this study does not hold. 

8)  Taking conspicuous consumption as the independent variable and 

compensatory consumption motivation as the mediation variable, the mediation effect 

of compensatory consumption behavior is predicted. It shows that the hypothesis H21 

of this study holds. 

9)  Taking impulse shopping as the independent variable and 

compensatory consumption motivation as the mediation variable, the mediation effect 

of compensatory consumption behavior is predicted. It shows that the hypothesis H20 

of this study holds. 

10)  Taking brand loyalty as the independent variable and compensatory 

consumption motivation as the mediation variable, the mediation effect of 

compensatory consumption behavior is predicted. It shows that the hypothesis H19 of 

this study holds. 

11)  Taking shopping enjoyment as the independent variable and 

compensatory consumption motivation as the mediation variable, the mediation effect 

of compensatory consumption behavior is predicted. It shows that the hypothesis H18 

of this study holds. 
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12)  Taking the brand pursuit type as the independent variable and the 

compensatory consumption motivation as the mediation variable, the mediation effect 

of the compensatory consumption behavior is predicted. It shows that the hypothesis 

H17 of this study holds. 

To sum up, this study assumes that perceived experience, perceived emotion, 

perceived loss, exemplary norm, individual norm, conspicuous consumption, impulse 

shopping, brand loyalty, shopping enjoyment, and brand pursuit are used as 

independent variables to compensate. Compensatory consumption motivation as the 

mediation variable and compensatory consumption behavior as the dependent variable 

are all established. However, the mediation test with perceived benefits and mandatory 

norms as independent variables, compensatory consumption motivation as mediation 

variable, and compensatory consumption behavior as dependent variable does not 

hold. 

 

4.6.3 Moderating Effect Analysis 

Hierarchical regression is actually based on other regression analysis methods. 

All regression methods could be used, which is just equivalent to analyzing the 

variables of each layer separately to find out the differences. The basic idea is to put 

the variable of interest in the last step into the model to investigate the contribution of 

the variable to the regression equation when excluding the contribution of other 

variables. If the variable still has obvious contribution, we could conclude that the 

variable does have a unique role that other variable cannot replace. This method is 

mainly used when there is a high correlation between independent variables and the 

unique contribution of an independent variable is difficult to determine. 

Combined with the actual situation of this paper, in terms of adjustment test, 

this paper adopts hierarchical regression analysis, that is, the first layer puts in control 

variables, the second layer puts in independent variables and adjustment variables, and 

the third layer puts in the interaction items between independent variables and 

adjustment variables. Among them, the second layer independent variables are 

required to predict the dependent variables significantly, and the third layer interaction 

items are significant. The specific results are as follows: 
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1)  Moderating effect of self-esteem threat 

This study uses AMOS 22.0 to compare the moderating effect of self-

esteem threat in groups. According to Wen, Hou, and Zhang (2005), the method used 

to test the moderating effect in AMOS was: if the moderating variable was a 

continuous variable, it could be the moderating effect was tested using the interaction 

term between the independent variable and the moderator variable. 

(1)  The moderating effect of ST between BP and CCM 

 

 

Figure 4.24  BP-ST Moderating Effect Model 

 

Table 4.79  BP-ST Moderating Effect Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 5.504 .882 .839 .893 .888 .908 .094 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

It could be seen from the above table that X2 / DF = 5.504 through 

chi square test shows that the fitting degree of the model does not reach the best. 

However, from the perspective of model fitting index, GFI = 0.882, AGFI = 0.839, 

NFI = 0.893, TLI = 0.888, CFI = 0.908, and the fitting index values of all models are 

close to 1, RMSEA = 0.094 (less than 0.10). In conclusion, the model is acceptable. 

(Browne & Cudeck,1992; MacCallum, Browne, &, Sugawara,1996). 
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Table 4.80  BP-ST Moderating Model Path Analysis 

Path Estimate S.E. C.R. P 

CCM <--- BP-ST .309 .075 6.812 *** 

 

As shown in the figure above, the moderating effect of ST between 

BP and CCM was examined by constructing a moderating effect model. It could be 

seen from the above table that the standardized regression coefficient of the interaction 

term BP-ST on CCM is β = 0.309, P<0.05, indicating that ST has a significant positive 

moderating effect between BP and CCM, so it is assumed that H14a is established. 

(2)  The moderating effect of ST between SE and CCM 

 

Figure 4.25  SE-ST Moderating Effect Model 

 

Table 4.81  SE-ST Moderating Effect Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 5.617 .889 .890 .894 .905 .909 .094 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 
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It could be seen from the above table that X2/DF = 5.617 through the 

chi-square value test, indicating that the fitting degree of the model is not optimal. 

However, from the perspective of the model fit index, GFI = 0.889, AGFI = 0.890, 

NFI = 0.894, TLI = 0.905, CFI = 0.909, all model fit index values are close to 1, 

RMSEA = 0.094 (less than 0.10). In summary, the model is acceptable. 

 

Table 4.82  SE-ST Moderating Model Path Analysis 

Path Estimate S.E. C.R. P 

CCM <--- SE-ST .178 .044 4.185 *** 

As shown in the figure above, the moderating effect of ST between 

SE and CCM was examined by constructing a moderating effect model. It could be 

seen from the above table that the standardized regression coefficient of the interaction 

term SE-ST on CCM is β = 0.178, P<0.05, indicating that ST has a significant positive 

moderating effect between SE and CCM, so it is assumed that H14b is established. 

(3)  Moderating effects of ST between BL and CCM 

 

 

Figure 4.26  BL-ST Moderating Effect Model 
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Table 4.83  BL-ST Moderating Effect Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 4.795 .908 .901 .921 .926 .925 .078 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

It could be seen from the above table that X2/DF = 4.795 through 

the chi-square value test, indicating that the fitting degree of the model is good. From 

the model fit index, GFI = .908, AGFI = 0.901, NFI = 0.921, TLI = 0.926, CFI = 

0.925, all model fit index values are close to 1; RMSEA = 0.078 (less than 0.08). In 

summary, the model fitting degree is good. 

 

Table 4.84  BL-ST Moderating Model Path Analysis 

Path Estimate S.E. C.R. P 

CCM <--- BL-ST .223 .069 4.751 *** 

 

As shown in the figure above, the moderating effect of ST between 

BL and CCM was examined by constructing a moderating effect model. It could be 

seen from the above table that the standardized regression coefficient of the interaction 

term BL-ST on CCM is β = 0.223, P<0.05, indicating that ST has a significant positive 

moderating effect between BL and CCM, so it is assumed that H14c is established. 
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(4)  The moderating effect of ST between LS and CCM 

 

 

Figure 4.27  LS-ST Moderating Effect Model 

Table 4.85  LS-ST Moderating Effect Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 7.247 .876 .833 .877 .869 .891 .101 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

It could be seen from the above table that X2/DF = 7.247 through 

the chi-square value test, indicating that the fitting degree of the model is not optimal. 

However, from the point of view of model fit index, GFI = 0.876, AGFI = 0.833, NFI 

= 0.877, TLI = 0.869, CFI = 0.891, all model fit index values are close to 1, RMSEA 

= 0.101 (approximately equal to 0.10). In summary, the model is acceptable. 

 

Table 4.86  LS-ST Moderating Model Path Analysis 

Path Estimate S.E. C.R. P 

CCM <--- LS--ST .259 .073 4.956 *** 

 

As shown in the figure above, the moderating effect of ST between 

LS and CCM was examined by constructing a moderating effect model. It could be 

seen from the above table that the standardized regression coefficient of the interaction 

term LS-ST on CCM is β = 0.259, P<0.05, indicating that ST has a significant positive 
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moderating effect between LS and CCM, so it is assumed that H14d holds. 

(5)  Moderating effects of ST between CC and CCM 

 

 

Figure 4.28  CC-ST Moderating Effect Model 

 

Table 4.87  CC-ST Moderating Effect Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 7.780 .869 .821 .868 .858 .883 .104 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

It could be seen from the above table that X2/DF = 7.691 through 

the chi-square value test, indicating that the fitting degree of the model is not optimal. 

However, from the point of view of model fit index, GFI = 0.882, AGFI = 0.834, NFI 

= 0.900, TLI = 0.891, CFI = 0.912, all model fit index values are close to 1, RMSEA 

= 0.104 (approximately equal to 0.10). In summary, the model is acceptable. 

 

Table 4.88  MN-LSB Moderating Model Path Analysis 

Path Estimate S.E. C.R. P 

CCM <--- MN-LSB -.072 .054 -1.501 .133 
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As shown in the figure above, the moderating effect of LSB 

between MN and CCM was examined by constructing a moderating effect model. It 

could be seen from the above table that the standardized regression coefficient of the 

interaction term MN-LSB on CCM is β= -0.072, P>0.05, indicating that LSB does 

not have a regulating effect between MN and CCM, so it is assumed that H15a does 

not hold. 

(6)  The moderating effect of LSB between LN and CCM 

 

 

Figure 4.29  LN-LSB Moderating Effect Model 

 

Table 4.89  LN-LSB Moderating Effect Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 6.787 .877 .836 .894 .890 .908 .093 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

It could be seen from the above table that X2/DF = 6.787 through the 

chi-square value test, indicating that the fitting degree of the model is not optimal. 

However, from the point of view of model fit index, GFI = .877, AGFI = .836, NFI 

= .894, TLI = .890, CFI = 0.908, all model fit index values are close to 1, RMSEA = 

0.093 (less than 0.10). In summary, the model is acceptable. 
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Table 4.90  LN-LSB Moderating Model Path Analysis 

   Estimate S.E. C.R. P 

CCM <--- LN-LSB .203 .078 3.986 *** 

 

As shown in the figure above, the moderating effect of LSB 

between LN and CCM was examined by constructing a moderating effect model. It 

could be seen from the above table that the standardized regression coefficient of the 

interaction term LN-LSB on CCM is β = 0.203, P<0.05, indicating that LSB has a 

significant positive moderating effect between LN and CCM, so it is assumed that 

H15b is established. 

(7)  The moderating effect of LSB between EN and CCM 

 

 

Figure 4.30  EN-LSB Moderating Effect Model 

 

Table 4.91  EN-LSB Moderating Effect Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 6.533 .874 .831 .898 .894 .912 .095 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 
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It could be seen from the above table that the chi-square value test 

X2/DF = 6.533 indicates that the fit of the model is not optimal. However, from the 

point of view of model fit index, GFI = .874, AGFI = .831, NFI = .898, TLI = .894, 

CFI = 0.912, all model fit index values are close to 1, RMSEA = 0.095 (less than 

0.10). In summary, the model is acceptable. 

 

Table 4.92  EN-LSB Moderating Model Path Analysis 

Path Estimate S.E. C.R. P 

CCM <--- EN-LSB .100 .054 2.342 .019 

 

As shown in the figure above, the moderating effect of LSB 

between EN and CCM was examined by constructing a moderating effect model. It 

could be seen from the above table that the standardized regression coefficient of the 

interaction term EN-LSB on CCM is β= 0.100, P<0.05, indicating that LSB has a 

significant positive moderating effect between LN and CCM, so it is assumed that 

H15c is established. 

3)  The Moderating Effect of Lack of Control 

(1)  The moderating effects of LC between PB and CCM 

 

 

Figure 4.31  PB-LC Moderating Effect Model 
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Table 4.93  PB-LC Moderating Effect Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 7.899 .872 .823 .894 .885 .906 .106 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

It could be seen from the above table that X2/DF = 7.899 through the 

chi-square value test, indicating that the fitting degree of the model is not optimal. 

However, from the point of view of model fit index, GFI = .872, AGFI = .823, NFI 

= .894, TLI = .885, CFI = 0.906, all model fit index values are close to 1, RMSEA = 

0.106 (approximately equal to 0.10). In summary, the model is acceptable. 

 

Table 4.94  PB-LC Moderating Model Path Analysis 

Path Estimate S.E. C.R. P 

CCM <--- PB-LC -.082 .042 -1.846 .065 

 

As shown in the figure above, the moderating effect of LC between 

PB and CCM was examined by constructing a moderating effect model. It could be 

seen from the above table that the standardized regression coefficient of the interaction 

term PB-LC on CCM is β = -0.082, P>0.05, indicating that LC does not have a 

significant positive moderating effect between PB and CCM, so it is assumed that 

H16a does not hold. 
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(2)  The moderating effects of LC between PL and CCM 

 

 

Figure 4.32  PL-LC Moderating Effect Model 

 

Table 4.95  PL-LC Moderating Effect Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 6.788 .888 .844 .900 893 .913 .097 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

It could be seen from the above table that X2/DF = 6.788 through the 

chi-square value test, indicating that the fitting degree of the model is not optimal. 

However, from the point of view of model fit index, GFI = .888, AGFI = .844, NFI 

= .900, TLI = .893, CFI = 0.913, all model fit index values are close to 1, RMSEA = 

0.097 (less than 0.10). In summary, the model is acceptable. 

 

Table 4.96  PL-LC Moderating Model Path Analysis 

Path Estimate S.E. C.R. P 

CCM <--- PL-LC .285 .083 5.906 *** 
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As shown in the figure above, the moderating effect of LC between 

PL and CCM was examined by constructing a moderating effect model. It could be 

seen from the above table that the standardized regression coefficient of the interaction 

term PL-LC on CCM is β = 0.285, P<0.05, indicating that LC has a significant positive 

moderating effect between PL and CCM, so it is assumed that H16b is established. 

(3)  The moderating effects of LC between PE and CCM 

 

 

Figure 4.33  PE-LC Moderating Effect Model 

 

Table 4.97  PE-LC Moderating Effect Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 7.384 .873 .823 .919 .913 .929 .102 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

It could be seen from the above table that the chi-square value test 

X2/DF = 7.384 indicates that the fit of the model is not optimal. However, from the 

point of view of model fit index, GFI = .873, AGFI = .823, NFI = .919, TLI = .913, 

CFI = 0.929, all model fit index values are close to 1, RMSEA = 0.102 (approximately 

equal to 0.10). In summary, the model is acceptable. 
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Table 4.98  PE-LC Moderating Model Path Analysis 

   Estimate S.E. C.R. P 

CCM <--- PE-LC .343 .043 8.793 *** 

 

As shown in the figure above, the moderating effect of LC between 

PE and CCM was examined by constructing a moderating effect model. It could be 

seen from the above table that the standardized regression coefficient of the interaction 

term PE-LC on CCM is β = 0.343, P<0.05, indicating that LC has a significant positive 

moderating effect between PE and CCM, so it is assumed that H16c is established. 

(4)  The moderating effects of LC between PEX and CCM 

 

Figure 4.34  PEX-LC Moderating Effect Model 

 

Table 4.99  PEX-LC Moderating Effect Model Fit 

Index X2/DF GFI AGFI NFI TLI CFI RMSEA 

Statistics 6.325 .886 .845 .909 .906 .922 .093 

Reference <5 >0.8 >0.8 >0.9 >0.9 >0.9 <0.08 

 

It could be seen from the above table that the chi-square value test 

X2/DF = 6.325 indicates that the fitting degree of the model is not optimal. However, 

from the perspective of model fit index, GFI = .886, AGFI = .845, NFI = .909, TLI 
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= .906, CFI = 0.922, all model fit index values are close to 1, RMSEA = 0.093 (less 

than 0.10). In summary, the model is acceptable. 

 

Table 4.100  PEX-LC Moderating Model Path Analysis 

Path Estimate S.E. C.R. P 

CCM <--- PEX-LC .290 .086 5.675 *** 

 

As shown in the figure above, the moderating effect of LC between 

PEX and CCM was examined by constructing a moderating effect model. It could be 

seen from the above table that the standardized regression coefficient of the interaction 

term PEX-LC on CCM is β= 0.290, P<0.05, indicating that LC has a significant 

positive moderating effect between PEX and CCM, so it is assumed that H16d is 

established. 

In summary, the conclusion of this study is summarized as follows: 

 

Table 4.101  Summary Table of Inspection Conclusions 

 Research Hypothesis 
Support 

(Yes/No) 

Direct effect H1: Brand pursuit has a positive effect on 

compensatory consumption motivation. 

Yes 

H2: Shopping enjoyment has a positive effect on 

compensatory consumption motivation. 

Yes 

H3: Brand loyalty has a positive effect on 

compensatory consumption motivation. 

Yes 

H4: Impulse shopping has a positive effect on 

compensatory consumption motivation. 

Yes 

H5: Conspicuous consumption has a positive effect 

on compensatory consumption motivation. 

Yes 

H6: Mandatory norms have a positive effect on 

compensatory consumption motivation. 

No 
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 Research Hypothesis 
Support 

(Yes/No) 

H7: Individual norms have a positive effect on 

compensatory consumption motivation. 

Yes 

H8: Exemplary norms have a positive effect on 

compensatory consumption motivation. 

Yes 

H9: Perceived benefits have a positive effect on 

compensatory consumption motivation. 

No 

H10: Perceived loss has a positive effect on 

compensatory consumption motivation. 

Yes 

H11: Perceived emotion has a positive effect on 

compensatory consumption motivation. 

Yes 

H12: Perceived experience has a positive effect on 

compensatory consumption motivation. 

Yes 

H13: Compensatory consumption motivation has a 

positive effect on compensatory consumption 

behavior. 

Yes 

Moderating 

effect 

H14a: Self-esteem threat moderates the relationship 

between brand pursuit and compensatory 

consumption motives. 

Yes 

H14b: Self-esteem threat moderates the 

relationship between shopping enjoyment and 

compensatory consumption motivation. 

Yes 

H14c: Self-esteem threat moderates the relationship 

between brand loyalty and compensatory 

consumption motivation. 

Yes 

H14d: Self-esteem threat moderates the 

relationship between impulse shopping and 

compensatory consumption motivation. 

Yes 
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 Research Hypothesis 
Support 

(Yes/No) 

H14e: Self-esteem threat moderates between 

conspicuous consumption and compensatory 

consumption motivation. 

Yes 

H15a: Lack of sense belonging moderates the 

relationship between mandatory norms and 

compensatory consumption motivation. 

No 

H15b: Lack of sense belonging moderates the 

relationship between individual norms and 

compensatory consumption motivation. 

Yes 

H15c: Lack of sense belonging moderates the 

relationship between exemplary norms and 

compensatory consumption motivation. 

Yes 

H16a: Lack of control moderates the relationship 

between perceived benefits and compensatory 

consumption motivation. 

No 

H16b: Lack of control moderates the relationship 

between perceived loss and compensatory 

consumption motivation. 

Yes 

H16c: Loss of control moderates between 

perceived emotion and compensatory consumption 

motivation. 

Yes 

H16d: Lack of control moderates the relationship 

between perceived experience and compensatory 

consumption motivation. 

Yes 

Mediation 

effect 

H17: Compensatory consumption motivation plays 

a mediating role between brand pursuit and 

compensatory consumption behavior. 

Yes 
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 Research Hypothesis 
Support 

(Yes/No) 

H18: Compensatory consumption motivation plays 

a mediating role between shopping enjoyment and 

compensatory consumption behavior. 

Yes 

H19: Compensatory consumption motivation plays 

a mediating role between brand loyalty and 

compensatory consumption behavior. 

Yes 

H20: Compensatory consumption motivation plays 

a mediating role between impulse shopping and 

compensatory consumption behavior. 

Yes 

H21: Compensatory consumption motivation plays 

a mediating role between conspicuous consumption 

and compensatory consumption behavior. 

Yes 

H22: Compensatory consumption motives play a 

mediating role between mandatory norms and 

compensatory consumption behaviors. 

No 

 H23: Compensatory consumption motivation plays 

a mediating role between individual norms and 

compensatory consumption behavior. 

Yes 

H24: Compensatory consumption motives mediate 

between exemplary norms and compensatory 

consumption behaviors. 

Yes 

H25: Compensatory consumption motivation plays 

a mediating role between perceived benefit and 

compensatory consumption behavior. 

No 

 H26: Compensatory consumption motivation plays 

a mediating role between perceived loss and 

compensatory consumption behavior. 

Yes 
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 Research Hypothesis 
Support 

(Yes/No) 

H27: Compensatory consumption motivation plays 

a mediating role between perceived emotion and 

compensatory consumption behavior. 

Yes 

H28: Compensatory consumption motivation plays 

a mediating role between perceived experience and 

compensatory consumption behavior. 

Yes 

 

As shown in the table above, among all the prediction hypotheses in 

this study, except for the six prediction hypotheses of H6, H9, H15a, H16a, H22, and 

H25, which were not established, the rest of the hypotheses have passed the prediction. 

It shows that most of the hypotheses of this study are established, and the results and 

objectives of this study are achieved. 

  



 

 

CHAPTER 5 

 

CONCLUSION 

 

This paper uses SPSS and AMOS statistical analysis tools to carry out 

descriptive statistical analysis, normal distribution test, reliability and validity test, 

factor analysis, regression analysis, variance analysis, variance analysis, etc. The 

research models and research hypotheses were basically validated. 

Among the elderly, the choice of online shopping behavior is slightly lower for 

males than for females, indicating that female elderly is more inclined to online 

shopping. Moreover, among the surveyed subjects, in terms of education, there is little 

difference between college education and undergraduate education, which shows that 

the elderly who choose online shopping are mostly who have knowledge in cities, and 

master’s degree also accounts for a certain proportion. Educational background is one 

of the factors affecting the online consumption behavior of the elderly, and only 58 

people are below high school. Only a small number of elderly people with low 

education level choose to shop online, and this part might be due to the influence of 

young nursing staff. Or complete online shopping behavior under the influence and 

assistance of family members. In terms of occupational distribution, most of the 

respondents are corporate employees, accounting for 32.4%, followed by self -

employed and public institutions, and their proportions are not very different, 

indicating that corporate employees are accustomed to online shopping, while self-

employed and business The number of employees who choose online shopping 

behavior is average, which shows that although self-employed and public institution 

employees choose online shopping, they also choose other ways. The monthly income 

of 5001-10000 CNY and 10001-15000 CNY is the largest, accounting for 25.8 and 

25.3% respectively, indicating that the economic foundation of the elderly who choose 

online shopping behavior is good. 
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To sum up, the elderly under the age of 70 are more likely to have online 

shopping consumption psychology, so they choose online shopping more. At the same 

time, most of the seniors with high education will have online shopping behavior, and 

most of them are employees of enterprises or institutions. It can be seen that high-

income seniors are educated, knowledgeable and fixed-income groups. Therefore, 

they are used to or like to choose online shopping for consumption. 

This paper tests the following hypotheses: First, the moderating effect of self-

esteem threat in the influence mechanism of brand pursuit, shopping enjoyment, brand 

loyalty, impulse purchase and conspicuous consumption on compen satory 

consumption motivation. The test results show that self-esteem threat has a positive 

and significant moderating effect on the influence mechanism of brand pursuit, 

shopping enjoyment, brand loyalty, impulse shopping and conspicuous consumption 

on compensatory consumption motivation. The second is the moderating effect of lack 

of sense belonging in the influence mechanism of individual norm and exemplary 

norm on compensatory consumption motivation. The results show that the lack of 

sense of belonging has a positive and significant moderating effect on the influence 

mechanism of individual norm and exemplary norm on compensatory consumption 

motivation. The third is the moderating effect of lack of control in the influence 

mechanism of perceived loss, perceived emotion and perceived experience on 

compensatory consumption motivation. The results show that the lack of control has a 

positive and significant moderating effect on the influence mechanism of perceived 

loss, perceived emotion and perceived experience on compensatory consumption 

motivation. As mentioned above, the elderly would have a higher level of 

compensatory consumption motivation under the moderating effects of self-esteem 

threat, lack of sense of belonging, and lack of control. 

In this study, the research model was constructed, sample collection, data 

analysis, and empirical testing of the direct effects, moderating effects, and 

intermediary effects of independent variables, dependent variables, and mediator 

variables in this paper.  

First, in the direct effect of consumption behavior attitude and its components 

on compensatory consumption motivation, it is assumed that H1, H2, H3, H4, and H5 

are all established, indicating that the direct effect is significant, indicating that the 
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compensatory consumption motivation of the elderly is affected. Influence of 

individual consumer behavior attitude. Therefore, a good attitude towards consumption 

behavior could trigger the compensatory consumption motivation of the elderly.  

Second, among the direct effects of subjective norms and their constituent 

elements on compensatory consumption motivation, hypothesis H7 and H8 are 

established, indicating that their direct effects are significant, indicating that the 

compensatory consumption motivation of the elderly is affected by individual norms 

and exemplary norms. Therefore, the individual norms and exemplary norms of the 

elderly could affect the compensatory consumption motivation of the elderly.  

Third, in the direct effect of perceived behavior control and its components on 

compensatory consumption motivation, it is assumed that H10, H11, and H12 are all 

established, indicating that the direct effect is significant, indicating that the 

compensatory consumption motivation of the elderly would suffer from perceived 

loss，perceived emotion, perceived experience. Therefore, the elderly's good 

perceived loss and perceived emotion as well as the perceived experience are 

responsible for triggering his compensatory consumption motivation.  

Fourth, the mediating effect of compensatory consumption motives, assuming 

that H17, H18, H19, H20, H21, H23, H24, H26, H27, and H28 are all established, 

indicating that compensatory consumption brand loyalty, impulse shopping, 

conspicuous consumption, individual norms, exemplary norms, perceived loss, 

perceived emotion, perceived experience and compensatory consumption behavior 

play a mediating role, indicating that it has a significant mediating effect, indicating 

that under the mediating effect, the elderly would have a higher level of compensatory 

consumption behavior.  

Fifth, for the moderating effects of self-esteem threat, lack of sense of 

belonging, and lack of control, it is assumed that H14a, H14b, H14c, H14d, H14e, 

H15b, H15c, H16b, H16c, and H16d are all established, indicating that they have 

significant moderating effects. It shows that on the basis of brand pursuit, shopping 

enjoyment, brand loyalty, impulse shopping, conspicuous consumption, individual 

norms, exemplary norms, perceived loss, perceived emotion, and perc eived 

experience, the elderly still have compensatory consumption behaviors. It would be 

positively regulated by self-esteem threat, lack of sense belonging, and lack of control, 
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and its effect is significant. This finding is the main innovation and theore tical 

contribution of this study. 

 

5.1 Research Findings 

This study has obtained inspiration from the research results of previous 

scholars. Therefore, relevant research questions in this field are raised in the previous 

article, and the author would answer the above-mentioned relevant questions in this 

chapter. 

 

5.1.1 The Influence of Consumption Attitude on Compensatory 

Consumption Motivation 

Scholars W. Liu, Wang, and Chen (2014); Sivanathan and Pettit (2010) 

believed that it was a questionable research gap whether consumption attitude and its 

constituent elements had an impact on compensatory consumption motivation, and its 

effect still need to be further explored. 

The results of this study found that H1, H2, H3, H4, and H5 were all 

established, indicating that consumption attitudes and their constituent elements have 

a positive and significant effect on compensatory consumption motivation, which is 

one of the new findings of this study. Mainly as follows: First, the stronger the pursuit 

of brands by the elderly, the stronger the motivation of the elderly to compensatory 

consumption. Second, the stronger the shopping enjoyment of the elderly, the stronger 

the motivation of the elderly to compensate for consumption. Third, the stronger the 

loyalty of the elderly to a certain brand, the stronger the motivation of the elderly to 

compensate for consumption. Fourth, the stronger the impulsive shopping of the 

elderly, the stronger the motivation of the elderly to compensate for consumption. 

Fifth, the elderly the stronger the conspicuous consumption, the stronger the 

motivation of the elderly to compensate for the consumption. 

The above answers research question 1: exploring the influence of behavioral 

attitudes and their constituent elements on compensatory consumption motivation. 
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5.1.2 The Influence of Subjective Norms on Compensatory Consumption 

Motivation  

Scholars (Bolino et al., 2016); Puntoni and Tavassoli (2007) believed that 

subjective norms could improve consumers' purchase intention. However, how the 

mandatory norm, the individual norm and the exemplary norm in the constituent 

elements of subjective norm affect the compensatory consumption motivation still 

needs to be further explored. 

The results of this study found that: H6 does not hold, that is, mandatory norms 

do not have an impact on compensatory consumption motivation. Both H7 and H8 are 

established, indicating that individual norm and exemplary norm have a positive and 

significant effect on compensatory consumption motivation. It is mainly manifested 

in: First, the compensatory consumption motivation of the elderly is not affected by 

mandatory norms, mainly because the consumption behavior of the elderly pays more 

attention to inner needs and seldom considers additional consumption behavior. 

Second, when shopping, the stronger the individual norms, the stronger the motivation 

of the elderly to compensatory consumption. Thirdly, when the elderly goes shopping, 

the stronger the exemplary norms, the stronger the motivation of the elderly to 

compensatory consumption. 

The above answers research question 2: exploring the impact of subjective 

norms and their constituent elements on compensatory consumption motivation. 

 

5.1.3 The Influence of Perceived Behavior Control on Compensatory 

Consumption Motivation  

Scholars H. Kim and Jang (2020); J. Wu, Tan, and Liu (2008) had conducted a 

series of studies on perceived usefulness, perceived ease of use, and perceived 

behavior. It was found that customer satisfaction would directly affect customers' 

intention to spend, but they had not deeply investigated the influencing factors of 

customers' consumption motivation. Therefore, the extent to which perceived 

behavioral control and its components affect compensatory consumption motivation 

remains to be further studied. 
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The results of this study found that hypothesis H9 does not hold, that is, 

perceived benefits do not affect the compensatory consumption motivation of the 

elderly. The hypothesis H10, H11, and H12 are all established, indicating that 

perceived loss, perceived emotion, and perceived experience have a positive and 

significant effect on compensatory consumption motivation. This is also one of the 

findings of this study. Mainly as follows: First, when the elderly does their own 

shopping, the perceived benefit has nothing to do with the motivation of the elderly to 

compensatory consumption, that is, the actual conditions of the goods themselves 

cannot affect the compensatory consumption behavior of the elderly. Second, the 

stronger the evaluation (perceived loss) of others when the elderly are shopping, the 

stronger the motivation of the elderly to make compensatory consumption. Thirdly, 

the stronger the perceived emotion of the elderly when shopping, the stronger the 

motivation of the elderly to make compensatory consumption. Fourth, the stronger the 

perceived experience of the elderly when shopping, the stronger the motivation of the 

elderly to make compensatory consumption. 

The above answers research question 3: exploring the impact of perceived 

behavior and their components on compensatory consumption motivation. 

 

5.1.4 The Influence of Compensatory Consumption Motivation on 

Compensatory Consumption Behavior 

Scholars Koles, Wells, and Tadajewski (2018); Woodruffe-Burton and Elliott 

(2005); Woodruffe (1997) pointed out in the study of consumption intention that 

frequent excessive shopping behavior, as compensation for stress, anxiety, depression 

or boredom. It was a manifestation of compulsory consumption. In some cases, such 

consumers were no different from addicts, who had little control over their consumption 

behavior. After consumption, the individual had experienced a strong sense of guilt. 

This was an abnormal consumer's intention to consume and an extreme form of 

consumption behavior. The effect of the elderly's compensatory consumption 

motivation on compensatory consumption behavior needs further research. 

The results of this study found that hypothesis H13 was established, indicating 

that compensatory consumption motivation has a positive effect on compensatory 

consumption behavior. The test result of this paper is that compensatory consumption 
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motivation and compensatory consumption behaviors have a significant positive 

impact, indicating that the higher the compensatory consumption motivation of the 

elderly, the higher the level of compensatory consumption behaviors. According to the 

research results, the elderly would have higher compensatory consumption behaviors 

because of their personal consumption motivation. 

The above answers research question 4: exploring the impact of compensatory 

consumption motivation on compensatory consumption behavior. 

 

5.1.5 The Mediation Effect of Compensatory Consumption Motivation 

between Consumption Attitude and Compensatory Consumption 

Behavior 

Scholars Rucker and Galinsky (2008); S. Kim and Rucker (2012) found that in 

real life, many people who did not have enough financial ability also had a strong 

tendency to conspicuous consumption. X.-a. Zhang (2013) pointed out through research 

that fear of losing face was one of the important motivations for Chinese consumers to 

consume luxury goods. However, the mediating effect of compensatory consumption 

motivation between consumption attitude and its components and compensatory 

consumption behavior needs to be further studied. 

The results of this study found that hypotheses H17, H18, H19, H20, and H21 

were all established. It shows that the compensatory consumption motivation of the 

elderly plays a mediating effect on the relationship between brand pursuit, shopping 

enjoyment, brand loyalty, impulse shopping, conspicuous consumption and the 

compensatory consumption behavior of the elderly. This study assumes that all of the 

five factors of the elderly's consumption attitude have a positive and significant effect 

on compensatory consumption motivation. It indicates that brand pursuit, shopping 

enjoyment, brand loyalty, impulsive shopping, and conspicuous consumption are 

important for compensatory consumption motivation as influencing factors. Therefore, 

according to the results of the study, it could be inferred that when the elderly chooses 

to shop online, they might have impulse shopping intentions and show off their 

consumption levels because of their personal pursuit of brands, shopping enjoyment, 

and loyalty to certain brands for compensatory consumption behavior. It shows that the 

mediating effect of compensatory consumption motivation between consumption 



199 

 

attitude with its components and compensatory consumption behavior has a positive 

and significant effect. 

The above answers research question 5: exploring the mediating effect of 

compensatory consumption motivation between behavioral attitudes and its 

components on compensatory consumption behavior. 

 

5.1.6 The Mediation Effect of Compensatory Consumption Motivation 

between Subjective Norms and Compensatory Consumption 

Behavior 

Scholars (Rucker & Galinsky, 2013); Woodruffe (1997) had conducted research 

on the mediation effect of compensatory consumption motivation or compensatory 

consumption behavior. However, the mediation effect of compensatory consumption 

motivation between subjective norm with its components and compensatory 

consumption behavior needs further research. 

The results of this study found that the hypothesis H22 was not valid, that is, the 

compensatory consumption motivation of the elderly did not play a mediating role 

between the mandatory norm and the compensatory consumption behavior of the 

elderly. Hypotheses H23 and H24 are established, indicating that the compensatory 

consumption motivation of the elderly plays a mediating effect between individual 

norms and exemplary norms on the compensatory consumption behaviors of the 

elderly. This study assumes that two of the three factors of subjective norm have a 

significant positive impact on compensatory consumption motivation. The test result of 

this paper is that among the three factors of subjective norm, individual norm and 

exemplary norm have a significant positive impact on compensatory consumption 

motivation, while mandatory norm fails the prediction test. It shows that compensatory 

consumption motivation has a positive and significant mediating effect between the two 

factors of individual norm and exemplary norm on compensatory consumption 

behavior. Compensatory consumption motivation has no positive and significant effect 

on the mediating effect between mandatory norm and compensatory consumption 

behavior. 
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The above answers research question 6: exploring the mediation effect of 

compensatory consumption motivation between subjective norm and compensatory 

consumption behavior. 

 

5.1.7 The Mediation Effect of Compensatory Consumption Motivation 

between Perceived Behavior Control and Compensatory 

Consumption Behavior……………………. 

Scholars Ajzen (2002); Kraft, Rise, Sutton, and Røysamb (2005); H. Zhang, Bai, 

and Li (2011) had studied the mediation effects of compensatory consumption 

motivation and compensatory consumption behavior in terms of perceived behavioral 

control. But there were still some theoretical gaps and knowledge blind spots. The 

mediation effect of compensatory consumption motivation between perceived 

behavioral control and its components on compensatory consumption behavior needs 

further research. 

The results of this study found that the hypothesis H25 does not hold, that is, the 

compensatory consumption motivation of the elderly does not play a mediating role 

between the perceived benefits and the compensatory consumption behavior of the 

elderly. Hypotheses H26, H27, and H28 are all established, indicating that the 

compensatory consumption motivation of the elderly plays a mediating effect between 

perceived loss, perceived emotion, perceived experience and the compensatory 

consumption behavior of the elderly. The test result of this paper is that the three factors 

of perceived loss, perceived emotion and perceived experience of the four factors of 

perceived behavior have a significant positive impact on compensatory consumption 

motivation. The perceived benefit failed to pass the prediction test, indicating that the 

perceived benefit factor has no effect on the compensatory consumption motivation. 

Therefore, according to the research results, perceived loss, perceived emotion, and 

perceived experience are one of the influencing factors of compensatory consumption 

motivation. At the same time, it can be inferred that the elderly may have compensatory 

consumption motivation due to personal perceived behavior when they choose online 

shopping. It shows that the compensatory consumption motivation has a positive and 

significant effect on the mediating effect between the three factors of perceived loss, 

perceived emotion and perceived experience on compensatory consumption behavior. 
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The mediation effect of compensatory consumption motivation between perceived 

benefit factor and compensatory consumption behavior has no positive and significant 

effect. 

The above answers research question 7: exploring the mediating effect of 

compensatory consumption motivation between perceived behavioral control and 

compensatory consumption behavior. 

 

5.1.8 The Moderating Effects of Self-esteem Threat, Lack of Sense of 

Belonging and Lack of Control 

Scholars Carter and Gilovich (2014); Holoien and Fiske (2013); L. Gao et al. 

(2009); Rucker and Galinsky (2008, 2009); W. Liu, Wang, and Chen (2014); Zheng 

and Peng (2014) had conducted relevant research on the moderating effects of self-

esteem threat, lack of sense of belonging, and lack of control, and obtained 

corresponding research results. However, there are still some knowledge blind spots in 

the moderating effects of self-esteem threat, lack of sense of belonging, and lack of 

control between compensatory consumption motivation and compensatory 

consumption behavior. Therefore, the moderating effects of self-esteem threat, lack of 

sense of belonging, and lack of control still need to be further explored. 

The results of this study found that: H15a and H16a do not hold. That is to say, 

in the mechanism of influence on the compensatory consumption behavior of the 

elderly: the lack of sense of belonging does not play a moderating effect between the 

mandatory norm and the compensatory consumption motivation. Lack of control has 

no moderating effect between perceived benefit and compensatory consumption 

motivation. And hypotheses H14a, H14b, H14c, H14d, H14e, H15b, H15c, H16b, 

H16c, H16d are all established. It shows the influence mechanism of brand pursuit, 

shopping enjoyment, brand loyalty, impulse shopping, conspicuous consumption, 

individual norm, exemplary norm, perceived loss, perceived emotion, and perceived 

experience on the compensatory consumption behavior of the elderly. It is the threat 

of self-esteem, lack of sense of belonging, and lack of control that play a significant 

positive moderating effect. This is the main innovation and theoretical contribution of 

this study. 
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The above answers research question 8: exploring the moderating effects of 

self-esteem threat, lack of sense of belonging, and lack of control. 

 

5.2 Theoretical Contribution 

From the perspective of compensatory consumption intention, this paper 

explores the gaps in behavior attitude, subjective norms, perceived behavior control, 

and the mechanism relationship between their constituent elements and compensatory 

consumption motivation and compensatory consumption behavior. On the basis of 

combing and summarizing the relevant literature, this paper constructs a research 

model with behavior attitude, subjective norms and perceived behavior control as 

independent variables, compensatory consumption motivation as intermediary 

variables, compensatory consumption behavior as dependent variables, self-esteem 

threat, lack of sense of belonging and lack of control as moderating variables, and 

empirically tests the mechanism relationship between various variables and factors. It 

aims to find the internal influence mechanism between variables. At the same time, 

this study found innovations in the moderating effects of self-esteem threat, lack of 

sense of belonging, and lack of control. 

To sum up, the theoretical contributions of this study are as follows. 

 

5.2.1 Self-esteem Threat Moderates Compensatory Consumption 

Motivation……………………. 

Scholars Holoien and Fiske (2013); L. Gao et al. (2009); W. Liu, Wang, and 

Chen (2014) had all conducted research on self-esteem threats, and they had 

demonstrated that self-esteem threats had a mediating effect. However, the moderating 

effect of self-esteem threat had not been fully confirmed, indicating that there are still 

some blind spots on the moderating effect of self-esteem threat. 

The results of this study show that the research hypotheses H14a, H14b, H14c, 

H14d, and H14e are all valid, indicating that self -esteem threat modulates all 

components of consumer attitudes. That is to say, in the influence mechanism of 

consumption attitude on compensatory consumption motivation, the self-esteem threat 

positively regulates the brand pursuit. The stronger the self-esteem threat, the better 
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the consumption attitude and the stronger the compensatory consumption motivation. 

The self-esteem threat positively regulates the shopping enjoyment. The stronger the 

self-esteem threat, the better the consumption attitude and the stronger the 

compensatory consumption motivation. Self-esteem threat positively regulates brand 

loyalty. The stronger the self-esteem threat, the better the consumption attitude and the 

stronger the compensatory consumption motivation. Self-esteem threat positively 

regulates impulse shopping. The stronger the self-esteem threat, the better the 

consumption attitude and the stronger the compensatory consumption motivation. 

Self-esteem threat positively regulates conspicuous consumption. The stronger the 

self-esteem threat, the better the consumption attitude and the stronger the 

compensatory consumption motivation. This is because self-esteem threat plays a 

moderating role in the influencing mechanism of this research model. This is a further 

extension of the Theory of Planned Behavior (TPB), which is an innovation of the 

basic theory. It will also provide important theoretical guidance for future scholars in 

this research field. 

 

5.2.2 Lack of Sense of Belonging Moderates Compensatory Consumption 

Motivation 

Scholars Carter and Gilovich (2014); W. Liu, Wang, and Chen (2014) had 

conducted research on the lack of sense of belonging and demonstrated the effect of 

lack of sense of belonging as a pre-determined variable. However, the effect of lack of 

sense of belonging as a moderator was not mentioned. It shows that there are still 

some unknown blind spots about the moderating effect of lack of sense of belonging. 

Through the results of this study, the research hypothesis H15a does not hold, 

and the lack of sense of belonging does not regulate the mandatory norm. The 

hypotheses H15b and H15c are established, indicating that the lack of sense of 

belonging would positively moderate the components of subjective norms, that is, in 

the influence mechanism of subjective norms on compensatory consumption 

motivation, lack of sense of belonging moderate individual norms, and the higher the 

level of lack of sense of belonging, the stronger of the subjective norm, the higher the 

compensatory consumption motivation. The lack of sense of belonging moderates the 

exemplary norm, the higher the level of lack of sense of belonging, the stronger of 
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subjective norm, and the higher the compensatory consumption motivation. This is 

because the lack of sense of belonging plays a moderating role in the influence 

mechanism of this research model, which is a further extension of the subjective norm 

theory and an innovation of the basic theory. This would also contribute important 

theoretical guidance for future scholars in this research field. 

 

5.2.3 Lack of Control Moderates Compensatory Consumption 

Motivation 

Scholars Rucker and Galinsky (2008, 2009); Zheng and Peng (2014) had 

studied the lack of control and confirmed that the lack of control had a moderating 

effect. However, no research has been done on whether the moderating effect of lack 

of control affects perceived behavior. It shows that the influence of lack of belonging 

in perceived behavior has not been empirically confirmed. 

The results of this study show that the research hypothesis H16a does not hold, 

and in the impact mechanism of perceived behavior on compensatory consumption 

motivation, the lack of control does not moderate the perceived benefits. The 

hypotheses H16b, H16c, and H16d are all established, indicating that the lack of 

control could modulate the perceived behavior, that is, the lack of control positively 

moderates the components of the perceived behavior. In the influence mechanism of 

perceived behavior on compensatory consumption motivation, lack of control 

positively moderates perceived loss. The higher the level of lack of control, the 

stronger the level of perceived loss, and the better the compensatory consumption 

motivation. Lack of control positively regulates perceived emotion. The higher the 

level of lack of control, the stronger the perceived emotion level and the better the 

compensatory consumption motivation. Lack of control positively moderates 

perceived experience. The higher the level of lack of control, the stronger the level of 

perceived experience and the better the compensatory consumption motivation. This is 

because the lack of control plays a moderating role in the influence mechanism of this 

research model, which is a further extension of the perceptual behavior theory and 

belongs to the innovation of the basic theory. This would also contribute important 

theoretical guidance for future scholars in this research field. 
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5.3 Practical Significance 

This paper conducts an empirical investigation on the online shopping 

consumption behavior of Chinese elderly and obtains relevant characteristics by 

analyzing the data. Then cite the theory of compensatory consumption to analyze the 

online shopping consumption behavior of the elderly and draw relevant conclusions. 

Combined with behavior theory, psychological theory, marketing theory and other 

theories, it would analyze and research, and put forward corresponding strategies and 

measures, which would serve as government supervision departments, online sales 

companies, and the elderly to provide the theory and decision-making basis for online 

shopping, in order to solve the following three practical problems of online shopping 

consumption behavior of Chinese elderly 

 

5.3.1 Reduce the Impact of Self-esteem Threat on the Compensatory 

Consumption Behavior of the Elderly 

Scholars Sivanathan and Pettit (2010) explicitly proposed that products with 

status symbols could be used as means of self-protection. When the ego was threatened 

for some reason, people were willing to pay higher prices for products that could 

symbolize social status. J. Lee and Shrum (2012) found that consumers who were 

ignored by others prefer large, prominent brand identities. Because the experience of 

being ignored by others led to the perceived threat of self-ability, the brand identity 

became the way for individuals to cope with the self-threat and prove their own ability. 

Online shopping platform enterprises must continuously improve service 

quality in the daily service process. In the process of online shopping for the elderly, 

merchants must strictly control the quality of products, and strictly inspect and 

measure the size, color, and style of products. Exaggerated publicity is strictly 

prohibited to avoid unnecessary product risks and disputes. It not only provides the 

elderly consumers with satisfactory products, but also protects the rights and interests 

of the elderly consumers. Promotional activities carried out by enterprises need the 

support of comprehensive promotion strategies. Businesses or enterprises should 

improve or innovate online marketing strategies in a timely manner according to the 

social situation and provide high-quality online services to elderly consumers. 



206 

 

Ensuring that seniors have access to affordable, value-for-money products online. 

 

5.3.2 Reduce the Impact of Lack of Sense of Belonging on the 

Compensatory Consumption Behavior of the Elderly 

Scholars Baumeister and Leary (2017) believed that as social creatures, human 

beings had a strong drive to connect with others and pursue a sense of group 

belonging. Maner et al. (2007) believed that when this need for belonging was not met 

(such as being rejected or excluded by others), the direct response was to actively 

contact others to reconnect, or to conform to the group specification to be recognized. 

Jaehoon Lee and Shrum (2013) argued that another indirect coping approach was to 

re-establish a sense of belonging through other non-social goals (such as products). 

Scholars N. L. Mead et al. (2011) argued that consumers who were excluded from 

others choose products that symbolize group membership (such as wristbands with 

school logos) re-establish a sense of belonging. Scholars Tai, Zheng, and Narayanan 

(2011) found that socially excluded people who touched the teddy bear behaved better 

than socially excluded people who just watched the teddy bear from a distance more 

pro-social. Touching a teddy bear mitigated the negative effect of social exclusion, 

thereby increasing prosocial behavior. Positive emotions mediated the relationship 

between touch and prosocial behavior. Their findings suggest this is a possible way to 

mitigate the unpleasant effects of social exclusion. 

In real life, the elderly prefers to touch and keep pets, which might be because 

touch could give them psychological warmth and relieve their social loneliness. It 

could be speculated that touch could satisfy the desire for warmth in those who 

experience social exclusion. Therefore, consumers who experience social exclusion 

have a higher demand for touch, especially for products with a softer appearance. 

Older people might pay more attention to personal experience or real feelings. In the 

process of online shopping, how to let elderly consumers see or touch real objects, so 

that they would feel more at ease. Online shopping platforms could develop 

specialized shopping websites for the elderly, providing rich, diverse and fashionable 

products. It also provides personalized services to elderly consumers, providing 

targeted consultation and shopping guide services. Enhance the consumer experience 

and sense of belonging in the shopping process of the elderly.  
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5.3.3 Reduce the Impact of Lack of Control on the Compensatory 

Consumption Behavior of the Elderly 

Scholar Rotter (1966) believed that having a sense of control over one's own 

environment was one of the basic human needs. When this need for control was not 

met for some reason, such as no sense of power, loss of freedom, or helpless, 

compensatory consumption behaviors would be stimulated. Levav and Zhu (2009) 

found that confined space made people feel free, and in order to regain the sense of 

freedom, consumers would seek a variety of product categories. Scholars Garg and 

Lerner (2013) found that consumers who felt helpless due to grief would make up for 

this psychological deficit by buying more new things and consuming unhealthy foods. 

Online shopping platforms should give full play to the function and role of 

service recovery. For elderly consumers, service recovery could help consumers 

understand what they could and should do after a service failure occurs. For 

enterprises, attaching importance to service recovery means that the enterprise 

considers itself responsible for the failed service, pays attention to the rights and 

interests of consumers, and further promotes the healthy development of the online 

sales industry while striving to protect the rights and interests of consumers. The 

views and attitudes of young people towards online shopping would also subtly affect 

the behavior of the elderly. The help and guidance of young people to the elderly in 

online shopping also promotes the enthusiasm and confidence of the elderly in online 

shopping. Young people should actively support and help the elderly to access online 

media and be able to patiently explain relevant online shopping knowledge, payment 

procedures and other precautions. Integrate social resources and focus on guiding the 

online shopping and consumption behavior of the elderly. It enables the elderly to live 

a convenient and pleasant life in the information age and improves the quality of life 

and happiness of the elderly. 

 

5.4 Research Recommendations 

The research results of this paper are mainly to provide theoretical basis and 

decision-making reference for the network sales platform in the aspects of enterprise 

development, planning, promotion, publicity, etc., and to promote the network sales 
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platform to continuously improve the product quality and service level of the 

enterprise itself. At the same time, further improving the experience and feeling of 

online shopping for the elderly would help trigger the compensatory consumption 

motivation and compensatory consumption behavior of the elderly. Based on the 

results of this study, the following suggestions are put forward. 

 

5.4.1 Strengthen the Management of Shopping Platforms and Improve 

the Safety of Online Shopping for the Elderly 

The product quality of online shopping platforms is an important source of 

good experience for the elderly in online shopping. Therefore, it is suggested that 

online shopping platforms and related enterprises should increase the control of 

product quality. First, strengthen the supervision of procurement channels for product 

quality and improve product quality. In order to gain more seniors' recognition of 

product quality and improve the experience of seniors to achieve compensatory 

consumption when they choose online shopping. The second is to strengthen the 

branding of enterprises and products, and further optimize the source of product 

quality in order to meet the pursuit of product brands by the elderly in the process of 

compensatory consumption. The third is to establish the reputation of enterprises and 

products and build brand enterprises and well-known products. Satisfy the purchase 

intention of the elderly for loyal brands, which would help cultivate the shopping 

habits of the elderly. The above measures would help trigger the compensatory 

consumption motivation and behavior of the elderly and ensure the safety of online 

shopping for the elderly. At the same time, it could also promote the long-term and 

stable development of online shopping platforms and related enterprises. 

 

5.4.2 Enhance the Service of Shopping Platform and Improve the Online 

Shopping Skills of the Elderly 

The service quality level of online shopping platforms is one of the factors that 

trigger the compensatory consumption motivation and compensatory consumption 

behavior of the elderly. Therefore, it is suggested that online shopping platforms and 

related enterprises should increase the control over the level of service quality: First, 

strengthen the skills training and quality improvement of business employees of the 
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enterprise platform, so that in the process of shopping exchanges with the elderly, they 

could give good service impression for the elderly. The second is to strengthen the 

after-sales service level of the enterprise online platform, in terms of product quality, 

functional guarantee, price concessions, and service response. It enables the elderly to 

leave a deep impression after online shopping behavior. The third is to strengthen the 

building and maintenance of corporate brands and create a good service experience in 

terms of corporate reputation, product competitiveness, and brand image. Through the 

above measures, the interaction between people and machines during online shopping 

for the elderly could be more humanized and interactive. It helps to trigger the 

compensatory consumption motivation and compensatory consumption behavior of 

the elderly. 

 

5.4.3 Improve the Technical Level of Enterprises and Improve the Online 

Shopping Communication of the Elderly 

Many social problems brought about by China's serious population aging have 

become topics that the whole society has to pay attention to. It is urgent to accelerate 

the technological level of small and medium-sized online sales enterprises, because 

online sales platforms are emerging enterprises in the development of the network. 

Therefore, it is suggested that online sellers should regard it as a market opportunity 

when facing the problem of aging when formulating their marketing strategies. 

Therefore, it is necessary to establish a healthy, effective and convenient network sales 

structure. The first is to create an online shopping platform that provides services for 

the elderly, so as to provide convenient services for the elderly in the process of online 

shopping. The second is to build humanized online shopping operating procedures for 

different educational levels and different cultural levels. Provide a simple and efficient 

shopping experience for seniors with different hobbies or different occupations. The 

third is to optimize the quality of facilities, equipment and products, so that more 

elderly people could complete online shopping behaviors in different scenarios and 

different places. Through the above measures, it would help to improve the 

compensatory consumption motivation and compensatory consumption behavior of 

the elderly. And thus, we can further improve the consumption concept and quality of 

life of the elderly, in order to achieve corporate social responsibility and development 
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goals. 

 

5.4.4 Strengthen the Sales Ability of Enterprises and Improve the 

Problem of Online Shopping for the Elderly 

In order to improve the experience and satisfaction of online shopping for the 

elderly and improve the compensatory consumption motivation and compensatory 

consumption behavior of the elderly. And to accelerate the development of online 

sales enterprises, the government or relevant moderating departments should do the 

following in the process of governance: First, it is necessary to formulate relevant 

moderating systems and measures in a scientific and reasonable manner and guide 

online sales companies and service personnel. Follow the policy system to carry out 

related sales business. Second, the government or relevant moderating authorities and 

enterprises should strengthen the positive publicity of online shopping, and carry out 

positive publicity on the quality, brand, service, price, etc. of online shopping, so as to 

obtain more senior citizens' opinions on online sales enterprises. and platform 

approval. The third is that the government or relevant moderating departments should 

formulate and issue incentive and punishment policies. In the process of corporate 

supervision, the enterprises that operate with good faith and abide by the law would be 

rewarded in terms of taxation or policies,  while those who operate with 

untrustworthiness and operate in violation of discipline and regulations would be 

rewarded. Enterprises that are more likely to be punished or revoke their economic 

qualifications are punished in order to optimize the quality of online sales enterprises. 

Fourth, the government or moderating authorities should formulate and issue relevant 

policies to ensure the legitimacy of online sales companies and the stability of the 

platform. At the same time, it is necessary to ensure that the online shopping 

consumption behavior of the elderly is guaranteed. Through the guarantee and 

implementation of the above policies, it would help to improve the compensatory 

consumption motivation and compensatory consumption behavior of the elderly, and 

also help to accelerate the future development of online sales enterprises. 
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5.5 Research Limitations and Future Research Prospects 

Due to the limitation of objective conditions such as talents, material resources, 

and financial resources, this study has certain limitations. 

1)  This study uses Beijing, Shanghai, Tianjin, Guangzhou, Shenzhen, 

Nanjing, Hangzhou, Chengdu, Chongqing and Xi'an 10 first- and second-tier cities in 

China as sample collection and research sites, which might not fully represent the 

elderly network across the country and the reality of consumer behavior. Taking the 

elderly over 60 years old as the research sample, whether the differences with other age 

groups have the same reference value needs further research by later scholars. 

2) This study is based on the variable relationship between 

compensatory consumption intention and behavioral attitudes, subjective norms, 

perceived behavioral control, compensatory consumption motivation, compensatory 

consumption behavior, and self-esteem threat, lack of sense of belonging, and lack of 

control. However, other theoretical foundations or influence relationships that might 

exist between variable relationships need to be further studied by later scholars. 

3)  This study selects the compensatory consumption motivation as the 

mediating variable to study. However, whether other dimensions and factors of 

compensatory consumption intention have influences needs to be supplemented by 

other scholars in the future. 

4) This study has explained the factors influencing compensatory 

consumption behavior, but whether the online consumption behavior of the elderly 

based on compensatory consumption willingness has some impact on the local 

economy, environment, and society needs further research. 

Due to time, manpower, material resources and various objective reasons, this 

research has certain limitations or deficiencies. Therefore, the author believes that 

further research in this field could still be done in the future. For example, it could also 

focus on the following aspects. 

First, because the research object of this paper is Beijing, Shanghai, Tianjin, 

Guangzhou, Shenzhen, Nanjing, Hangzhou, Chengdu, Chongqing and Xi’an 10 first- 

and second-tier cities in China, the sample collection is mainly in developed cities in 

China, while not for the whole country. Whether there would be any differences in these 
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samples nationally or whether the research results would be different would be left for 

future scholars to conduct more in-depth research. 

Second, from a research perspective, the extension could be expanded. In 

addition to the compensatory consumption motivation as a mediating variable, a 

mediating variable model could also be constructed from other perspectives to study 

the compensatory consumption behavior of the elderly. As well to the elderly, the 

research objects could also study other types of people, such as occupational 

classification or regional classification, etc., and there might be new theoretical 

discoveries. 
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APPENDIX 

 



 

 

A Questionnaire Survey on Online Shopping Consumption 

Behavior of The Elderly 

 

Dear old friends: 

 

Hello! 

In order to better understand the online shopping consumption behavior of the 

elderly under the compensatory consumption intention, improve the development of 

the elderly online shopping industry, meet the living needs of the elderly, and improve 

the quality of life of the elderly, a questionnaire survey on the online shopping 

consumption behavior of the elderly was specially conducted. This survey studies the 

influence mechanism of the elderly online shopping consumption behavior under 

compensatory consumption intention. This questionnaire will be only used for 

academic research. The questionnaire is an anonymous survey, which is only used for 

overall research and does not disclose individual data information. Please do not worry 

about the disclosure of personal information. 

Thank you very much for taking the time to participate in our survey. Please 

answer the following questions according to your actual situation. There is no right or 

wrong answer. Each discussion is divided into five evaluation levels. From "1" to "5", 

indicate the evaluation score and intensity, such as: "very disagree, disagree, 

commonly, agree, very agree", and directly draw "√" on the selected option when 

answering the question. 

Thank you very much for your understanding and cooperation with this survey, 

thank you! 

Research Group of Elderly Online Shopping Consumption Behavior 

International College of National Institute of Development and Administration  
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Part Ⅰ:  Descriptive Statistics of Demographic Characteristics 

 

Personal Information 

 

1. Gender A. Male   B. Female 

2. Age A. 60-64 years old   B. 65-70 years old    

C. 71-74 years old   D. 75-80 years old    

E. Over 81 years old 

3. Occupation A. Civil servants   B. Employees of public institutions    

C. Teachers           D. Employees of enterprises 

E. Self-employed   F. Others 

4. Educational level A. High school and below   B. College    

C. Bachelor’s degree          D. Master and above 

5. Monthly income A. Less than 5000 CNY   B. 5001-10000 CNY    

C. 10001-15000 CNY      D. 15001-20000 CNY    

E. Over 20001 CNY 

 

Part Ⅱ:  Evaluation of Influencing Factors of Online Shopping Consumption 

Behavior 

 

1. Behavioral Attitude Measurement Scale 

 

Dimension Number Items 
Very 

Disagree 
Disagree Commonly Agree 

Very 

Agree 

Brand pursuit A1 In order to have more 

choices, I would buy 

different brands and 

go to different stores 

to buy. 

1 2 3 4 5 

A2 When shopping 

online, I try to be as 

thoughtful as possible. 

1 2 3 4 5 

A3 When shopping 

online, I try to be goal 

1 2 3 4 5 
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Dimension Number Items 
Very 

Disagree 
Disagree Commonly Agree 

Very 

Agree 

oriented. 

Shopping 

enjoyment 

A4 When I shop online, I 

enjoy the shopping 

process, not just the 

products that might be 

purchased. 

1 2 3 4 5 

A5 I like to relax by 

shopping online. 

1 2 3 4 5 

A6 I like to save time by 

shopping online. 

1 2 3 4 5 

Brand loyalty A7 When shopping 

online, I like to 

browse previous 

shopping sites. 

1 2 3 4 5 

A8 When shopping 

online, I prefer 

products from the 

same brand. 

1 2 3 4 5 

A9 When shopping 

online, I prefer to buy 

products from well-

known brands. 

1 2 3 4 5 

Impulse 

shopping 

A10 When shopping 

online, I always try to 

end the buying 

process as quickly as 

possible. 

1 2 3 4 5 

A11 When shopping 

online, I mainly 

complete the shopping 

plan I have made. 

1 2 3 4 5 

A12 Impulse purchases due 

to discounts when 

shopping online. 

1 2 3 4 5 

Conspicuous 

consumption 

A13 Buying luxury goods 

could satisfy me. 

1 2 3 4 5 

A14 I would always add 

the most popular 

fashions. 

1 2 3 4 5 
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Dimension Number Items 
Very 

Disagree 
Disagree Commonly Agree 

Very 

Agree 

A15 Buying luxury goods 

could make me feel 

good. 

1 2 3 4 5 

 

2. Subjective Norm Measurement Scale 

 

Dimension Number Items 
Very 

Disagree 
Disagree Commonly Agree 

Very 

Agree 

Mandatory 

norms 

B1 People who are 

important to me support 

me to use the online 

shopping platform for 

shopping. 

1 2 3 4 5 

B2 People who could 

influence my decision 

support me to use the 

online shopping platform 

for shopping. 

1 2 3 4 5 

B3 I hope my behavior of 

using online shopping 

platform to shop would 

be recognized by others. 

1 2 3 4 5 

Individual 

norms 

B4 When shopping online, I 

would buy according to 

my own needs. 

1 2 3 4 5 

B5 When shopping online, I 

am used to buying 

exclusive goods. 

1 2 3 4 5 

B6 When shopping online, I 

would consider the 

practicability of goods. 

1 2 3 4 5 

Exemplary 

norms 

B7 I prefer others to refer to 

my shopping habits. 

1 2 3 4 5 

B8 I think others would buy 

the goods I buy. 

1 2 3 4 5 

B9 I think my shopping 

style could be recognized 

by others. 

1 2 3 4 5 
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3. Perceived Behavior Control Measurement Scale 

 

Dimension Number Items 
Very 

Disagree 
Disagree Commonly Agree 

Very 

Agree 

Perceived 

benefit 

C1 The strength of 

discounts on online 

items affects my 

purchasing decisions. 

1 2 3 4 5 

C2 How good or bad an 

item is online affecting 

my buying decision. 

1 2 3 4 5 

Perceived 

loss 

C3 Good or bad reviews of 

online products affect 

my purchasing 

decision. 

1 2 3 4 5 

C4 The quality of the items 

purchased online would 

affect my purchasing 

decision. 

1 2 3 4 5 

Perceived 

emotion 

C5 I prefer to shop online 

because it saves 

consumption costs. 

1 2 3 4 5 

C6 I prefer to shop online 

because it saves time 

and cost. 

1 2 3 4 5 

Perceived 

experience 

C7 Choose online shopping 

because of its 

convenience. 

1 2 3 4 5 

C8 Choose online shopping 

because of its 

applicability. 

1 2 3 4 5 
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4. Compensatory Consumption Motivation Measurement Scale 

 

Number Items 
Very 

Disagree 
Disagree Commonly Agree 

Very 

Agree 

D1 When shopping, I don't think too long 

about price. 

1 2 3 4 5 

D2 When shopping, I have borrowing or 

instalment consumption behavior. 

1 2 3 4 5 

D3 If an item shows my taste, I'll buy it 

even if it's not good value for money. 

1 2 3 4 5 

D4 When buying products, I would 

choose a brand with a relatively high 

reputation. 

1 2 3 4 5 

D5 I would buy different products in 

pursuit of maverick. 

1 2 3 4 5 

D6 I would buy what would be used in 

the future. 

1 2 3 4 5 

 

5. Compensatory Consumption Behavior Measurement Scale 

 

Number Items 
Very 

Disagree 
Disagree Commonly Agree 

Very 

Agree 

E1 When buying items, I choose items 

from well-known brands. 

1 2 3 4 5 

E2 I love shopping because it gives me 

satisfaction. 

1 2 3 4 5 

E3 I have experience of hedonic 

consumption or petty bourgeoisie life. 

1 2 3 4 5 

E4 When shopping, I don't worry too 

much. 

1 2 3 4 5 

E5 Items that I feel fit would buy soon. 1 2 3 4 5 

E6 In the process of consumption, I often 

have the behavior of over-

consumption. 

1 2 3 4 5 

E7 I often regret buying certain products 

after purchasing. 

1 2 3 4 5 

E8 When I find a brand I like, I love it. 1 2 3 4 5 

E9 A brand that makes me satisfied, I 

would insist on continuing to buy it. 

1 2 3 4 5 
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Number Items 
Very 

Disagree 
Disagree Commonly Agree 

Very 

Agree 

E10 I often switch between different 

brands when buying similar items. 

1 2 3 4 5 

 

6. Self-esteem Threat Measurement Scale 

 

Number Items 
Very 

Disagree 
Disagree Commonly Agree 

Very 

Agree 

F1 I consider myself a valuable 

person. 

1 2 3 4 5 

F2 I think I have many good qualities. 1 2 3 4 5 

F3 I consider myself a winner. 1 2 3 4 5 

F4 I think I have a lot of highlights. 1 2 3 4 5 

F5 I think I could get a lot of respect. 1 2 3 4 5 

F6 I think I could play my specialty in 

many places. 

1 2 3 4 5 

 

7. Lack of Sense of Belonging Measurement Scale 

 

Number Items 
very 

disagree 
disagree commonly agree 

very 

agree 

G1 I think I am an important part of 

society. 

1 2 3 4 5 

G2 My social circle is easy to accept 

people like me. 

1 2 3 4 5 

G3 My friends around me would 

seriously absorb my opinions. 

1 2 3 4 5 

G4 Most people in the life circle like me. 1 2 3 4 5 

G5 People in my circle are very friendly 

to me. 

1 2 3 4 5 

G6 All my friends like me very much. 1 2 3 4 5 

G7 In life, I feel the same as most people. 1 2 3 4 5 

G8 In life, I could be myself. 1 2 3 4 5 

G9 My friends would give me basic 

respect. 

1 2 3 4 5 

G10 My friends like the way I do things. 1 2 3 4 5 
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8. Lack of Control Measurement Scale 

 

Number Items 
Very 

Disagree 
Disagree Commonly Agree 

Very 

Agree 

H1 The key to my ability to take on 

important positions lies in my own 

ability. 

1 2 3 4 5 

H2 I often feel like I could change most 

things in my life. 

1 2 3 4 5 

H3 I am able to arrange my lifestyle to 

my liking. 

1 2 3 4 5 

H4 How many friends I have depends on 

who I am. 

1 2 3 4 5 

H5 My life is up to me. 1 2 3 4 5 

H6 I am totally in control of my life. 1 2 3 4 5 

H7 I could protect my legal rights. 1 2 3 4 5 

H8 I could adapt quickly to the changing 

pace of life. 

1 2 3 4 5 

 

The questionnaire is over. Thank you for your active cooperation and strong 

support! 
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