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Abstract 
 

China is a rapidly growing luxury products market with the potential to be the largest luxury 

market worldwide especially in the digital area. This research aims to evaluate various 

motivations which influence Chinese female millennial clicking “like” button on luxury 

clothing posts by influencers on social media platforms. Users and gratifications theory and 

influencer identities theory are employed within this research. The research finding is, to 

increase Chinese female millennial social media engagement, luxury brands should choose 

admired type of influencers who have social bonding with their target Chinese buyers and 

who post interesting and funny types of posts frequently.  
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INTRODUCTION  

These years, according to D’Arpizio, et. al., (2019), the luxury market increased 5% and reached €1.2 trillion 

globally in 2018. Noticeably, Chinese luxury consumers will account for 46% of the global market in 2025 

(D’Arpizio, et. al., 2019). One of the main reason is that Chinese female millennials buyers (aged 22-37), many 

of them from middle classes, have stronger spending power and are more willing to spend on luxury brands than 

counterparts in other countries (Hong & Zhang, 2016).  

However, within the promising macroeconomy situations, the volume of luxury products bought by Chinese 

customers do not increase dramatically (Xie, 2017). Brands seem to have more opportunities to contact Chinese 

customers by various social media platforms, such as WeChat, Weibo and Xiaohongshu. However, there are 

many ad-blocking apps which can be used in various channels to block or to skip ads, such as AD Safe, AD 

Block Plus, JiaHao Ads block app, etc. According to Lao (2018), there are nearly three-quarters Chinese social 

media users installed and applied Ads block apps into social media platforms. The main reason is that the Chinese 

luxury customers’ trust on brands posts on social media is decreasing (Xu, 2018). It makes difficult for brands 

to convey their information to customers directly. Chinese consumers tend to emphasize and trust more reviews 

from their social bonding and relationships than luxury brands (Hong & Zhang, 2016). Therefore, it is becoming 

an essential marketing strategy for brands to cooperate with influencers to convey products and brand 

information to customers (Qiao, 2018). According to Song (2018), China influencer economy will be worth over 

$15.5 billion in 2019 and 67% of Chinese consumers saying their purchases were affected by influencers.  

Chinese luxury clothing market is one of the most promising markets for digital luxury brands, which can bring 

a large volume of potential customers and forecast to a constant expansion in the next decade (Wang, 2019). 

Chinese female millennials are the main purchasing power and are forecast as the driving force in the Chinese 

luxury market in the next decade (Hong & Zhang, 2016).  

 As for the reason on why important to look at social media is because, in China, social media engagement 

become an essential evaluation of brands performance standard among majority companies (Gan, 2018). 

Particularly, for Chinese female millennials, they would like to purchase luxury clothing online via some 

shopping apps, such as Xiaohongshu and WeChat (Qiao, 2018).  

According to Zhang, Jonathan & Kim (2019), social media engagement can be defined as actions, such as 

clicking, viewing, liking, commenting, sharing, etc. Noticeably, liking behaviour is growing in popularity on 

social media among Chinese users but there has been a lack of research on motivations which influence users to 

click “like” (Gan & Li, 2018). Prior studies mainly focus on the marketing aspects, which is the connections 

between social media users’ clicking “like” behavior and their purchase intentions (Mariani & Mohammed, 

2014). Besides, though some motivations have revealed which influence social media users’ behaivour, one 

specific behavior analysis is rare (Mariani & Mohammed, 2014). Thus, this research aims at the evaluation of 

the factors which influence Chinese female millennials customers clicking “like” on luxury clothing influencers 

posts on digital platforms. Moreover, there is three information that social media users want to convey by 

clicking “like” button on posts, they are social media involvement, social media interaction and support. 
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 In general, this research employs the uses and gratifications (U&G) theory from the field of media research to 

examine Chinese female millennials social media users' liking behaviour. It examines how the gratifications 

affect users to click “like” on social platforms for those who want to show their social media involvement, 

interaction and support by this behaviour. 

Purpose 
This article firstly to investigate the worldwide luxury clothing market, especially in China, as well as related 

customers’ engagement behaviours on social media platforms, including their motivations and their aims. 

Secondly, via online questionnaire to gather primary information in order to identify and evaluate how different 

gratifications affect Chinese female millennials clicking “like” button on social platforms. Thirdly, to 

recommend luxury brands on how to choose effective influencers and also influencers on how to increase 

Chinese luxury customers’ engagement on social media based on research findings. 

 

LITERATURE REVIEW 

Influencers 
Influencers are  referred to as individuals who have stable social communities with a large volume of followers 

(Abidin, 2016). For brands, it becomes critically essential to identify the right influencers on social media to 

promote their products. Due to their higher authenticity and credibility compared with brands, they have abilities 

to influence followers’ attitudes and decisions (de Vries, Gensler & Leeflang, 2012).  There are many searches 

on influencers, such as their corporate social responsibility (Smith, Kendall & Knighton, 2018) and identification 

(Gross & Wangenheim, 2018). These from brands perspectives. From both influencers’ and customers’ aspects, 

Freberg et al. (2011) identified specific influencer characteristics that appealed most to luxury customers, 

admired and friendly. Furthermore, Jared (2018) explored the relationship between the different characteristics 

of influencers’ posts and consumers’ engagement towards them.  

 Although these combined influencers and customers, there are different types of influencers which have 

different impact depending on industries. Additionally, customers' gratifications towards them are not the same. 

Considering specific industries, Campbell, Pulse and Herlihy (2018) searched influencers’ innovations and 

motivations on the fitness industry and Thomas (2018) on car industry. But none of them chose to analyze how 

influencers types influence Chinese luxury clothing customers’ engagement on social media platforms, and this 

gap will address in this study. 

Social Media 
Social media refers to the set of internet-based principles that build on the ideological and technological 

foundations (Kaplan & Haenlein, 2010), which is characterized by network effects and user participation 

(Moore, Hopkins, & Raymond, 2013). The growth of social media platforms significantly changed how 

consumers and brands communicate (Pedro et al, 2017). Constantinides and Fountain (2008) and proposed a 

classification based on the use of various platforms, including virtual worlds, blogs and content communities. 

One of the essential parts among these is the curation of user-generated contents or posts, which connect 
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individuals who have the same interests together via virtual social media engagement behavior, such as clicking 

“like” button (Borden, 2016).  

Because of the invention of social media, many organizations have moved away from traditional marketing 

methods, such as phone calls (Alhabash & Ma, 2017). Social media creates two ways of communications 

between customers and brands (Evans et., al. 2017). Customers are able to directly connect with brands and 

brands are able to provide brands and products information to customers. On social media platforms, consumers 

are not only negative receivers of the information but also active creators of brand information (Gomez, Lopez 

& Molina, 2019). Therefore, power has shifted from brands to consumers (Tsai & Men, 2013), with brand no 

longer having full control over the content of their brand messages. This switch means customers are now relying 

more than ever before on their online communities and those who have relationships with them on social media 

(Hong & Zhang, 2016); thus, brand reviews from these people are an important source of information that can 

influence their purchase intentions. Social media users seek a sense of community, engagement, and dependence 

when they join online communities (Xie, 2017). Therefore, many of luxury brands build their brands 

communities by cooperating with the people who have the power to influence a large group of potential target 

customers (Kim & Lee, 2017). These people are influencers who built strong bonds with other users on social 

media platforms. They are in charge of multicomponent concepts includes customer relationships with luxury 

brands, products, and other customers (Kapitan & Silvera, 2016). Especially in China, according to Xu (2018), 

luxury consumers trust influencers more than luxury brands, compared with luxury buyers in other countries and 

Chinese luxury customers tend to buy luxury clothing as influencers and friends recommended.  

Social Media Engagement 
Social media engagement can be defined as online participatory social media behaviours to show users’ 

interaction and activation, subsequent attitudinal and behavioural intentions (Brodie et al., 2013). As social 

media has gained increasing attention in daily life, people are more likely to engage in social media behaviours 

to communicate within online communities (Zhang et. al, 2018). Previous researchers have been focusing on 

the concept of social media engagement on viewing, liking, commenting, and sharing content parts (Brodie et 

al., 2013). Noticeably, more and more users use social media for seeking both emotional and instrumental 

supports by “liking” behaviour (Gan, 2018).  

Customers Social Media Engagement 
Customer behaviours in the digital area can be defined as a broad range of processes and activities customers 

have during the whole purchase period, including attitude formation, decisions, preferences, perceptions (Wu, 

2003). Brodie et al., (2013) agreed that customer engagement can be defined as customers’ social media multiple 

touchpoints, such as the communications with staff, which contains customer engagement constitutes cognitive, 

affective and behavioural components. 

To be more specific, customers’ social media engagement can be regarded as the extent of their involvement on 

brands posts and activities (Grzywinska & Borden, 2012). Together, these interactions constitute the brand 

experience of the customer. One of the most notable conceptualizations of customer social media engagement 

focuses on its behavioural aspect. Vivek, Beatty and Morgan (2016) define customer engagement as the 

customers' behavioural manifestation toward businesses, not only purchase. Companies, therefore, eager to 

encourage their customers positively and actively react to their posts. Afterwards, companies enable to improve 
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their products and service, and create new content by considering customers’ engagement behaviours, emotion 

and cognition on their posts, such as customers clicking “like” button or leave comments (Heller Baird & 

Parasnis, 2011). This means customers are not only viewers but participants who engage in business activities.   

It not only connects with brands but also facilitates the interaction with other customers through their engagement 

behaviours, such as clicking “like”, leaving comments and sharing (Gummerus et. al, 2012). Subsequently, 

customers can build communities with people who have the same interest to know more about brands. Compared 

with traditional customers’ engagement, customer social media engagement behaviours are beyond transaction, 

purchase and they are relationships focused (Bryant & Oliver, 2009). That is, customers’ behaviours on social 

media are easily prone to be affected by the people who have relationships with them. 

 

Likes 

 

One of social media engagement behaviours, clicking “like” button on social media platforms’ posts, is 

increasingly popular and has become ubiquitous across various social media (Lee, Hansen, & Lee, 2016). Liking 

works as a “paralinguistic digital affordance”, which is similar to symbolic expressions, such as greeting and 

waving (Toma & Hancock, 2013). They make social media users communicate and interact without employing 

a specific language (Hayes, Carr &Wohn, 2016). As a widely recognized and accepted user behaviour, clicking 

“like” button allows social media users to convey their positive feelings, such as interest, enjoyment or agreement 

for contents, such as words, photos, videos which published on various social media platforms (Basalingappa, 

Subhas, & Tapariya, 2015). Not only to convey their feelings, through clicking “like”, individuals also enable to 

show their support, involvement and interaction on social media platform (Fullwood, Nicholls & Makichi, 2015). 

Consequently, clicking “like” is a form of social media user engagement, the positive reaction and feelings, 

through which, users can interact directly with shared posts and respond to other users who have the same interest 

on these posts.  

While “liking” behaviour is a mode of online social media communication that has shaped the daily lives among 

individuals, little research has been done to elucidate these social media users’ engagement behaviour (Hong, 

Chen & Li, 2017). In 2016, Lee (Shu-Yueh), Hansen and Lee (JinKyun) demonstrated how “like” means for 

users with different personalities, social influences and technology used in the digital area. However, respondents 

in this survey are young (average age is 21) and white demographic from the same university, who are likely to 

have a similar cultural background. Thus, they may “like” same posts with similar motivations, which have 

limitations on representativeness. To be more focusing, Gan (2018) researched "liking" behaviour on WeChat 

(a Chinese communication platform, like WhatsApp) from an individual level. She strongly aims to find the 

differences between how "like" action related to genders difference. Nevertheless, the sample is from a southern 

university in China, which has a limitation on demographics because, in China, southern and northern people 

have huge demographic diversities (Xu, 2018). Moreover, this study mainly focuses on gratifications that 

motivate users' adoption behaviour but does not consider the influences of other factors, such as technology. 

There is no research contributes to the factors which can influence customers clicking “like” on Chinese digital 

luxury clothing influencers posts.  
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Theoretical Frameworks 

This research will employ uses and gratifications (U&G) theory to examine how the gratifications 

affect digital millennials users' liking behaviour on posts from luxury clothing influencers. The 

original U&G concept in media area was announced by from Katz, Blumler, and Gurevitch (1974) 

that media users are goal-directed and they purposefully attempting to seek for the particular 

platform depending on their specific media channels demands. This audience-centred framework 

was widely employed to search for the reason why and what for what purpose these people choose 

to use media platforms (Sato, Yuki & Norasakkunkit, 2014).  

 

This theory is frequently used by researchers when explaining motivations on using different 

digital platforms, such as Facebook and Twitter (de Oliveira & Huertas, 2015). The U&G has 

identified three major types of gratifications for social media platforms users' liking behavior 

related to this study: utilitarian gratification (information seeking, sharing and stocking, self-

identity), hedonic gratification (habitual use and enjoyment) and social gratification (social 

connection and inclusion) (Gan, 2018; Wang, 2017; Xie, 2018). 

 

From influencers’ perspective, previous research mainly focused on demonstrating how their 

social identity (admired or friendly) effects differently on consumers’ behaviours on the digital 

area (Lee & Koo, 2015; Kim, 2018). 

Research hypotheses 

information sharing, seeking and storage 

 Information sharing is defined as communicating and collaborate (Chung, 2008). As the wide 

usage of the Internet, various social media become popular platforms for users to search for their 

wanted information (Wang, 2016). In the luxury clothing area, many Chinese customers using 

social platforms to look through related posts because they want to keep up to date on the latest 

fashion trend and events (Zheng, 2017). Besides, Wang (2016) added that the Chinese female’ 

behaviour in the digital area such as clicking “like” button is driven by information storage. That 

is after they click “like” on posts, these posts will storage in a special folder which customers can 

find them easily when they need. Therefore, it is expected that the gratifications of information 
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sharing, seeking and storage will lead to Chinese users on social media clicking “like” on luxury 

clothing posts by influencers, and the following hypotheses is formulated: 

 

H1: Information sharing, seeking and storage have a positive effect on Chinese female millennials 

luxury customers to click “like” button on luxury clothing posts by influencers on social media 

platforms. 

  

Self-identity 

  

In this study, self-identity contains two parts, which are self-expression and self-recognition. Self-identity on 

social media platforms refers to the activity will help users to present themselves and let other users know about 

these users’ preferences and attitude towards posts (Wu & Li, 2016). Self-recognition means the activity which 

helps the user to generate a picture of personality (Goffman, 1959). It is a strong determinant of the customers' 

social media behaviour in China because people are pursuing social identity and a positive impression from other 

users (Zheng, 2017).  

Moreover, in China, one of the main reasons for users clicking “like” button on luxury products posts is that they 

want to announce their wealth, which belongs to self- recognition (Zhang & Hong, 2016). That is, they can buy 

those luxury products on these posts. Therefore, these social media users want to receive other users’ praise or 

even admire by clicking “like” button on luxury products posts. Consequently, it is expected that the 

gratifications of self-expression and self-recognition will lead to Chinese social media users clicking “like” 

button on luxury clothing posts by influencers, and the following hypotheses are formulated. 

 

H2: Self-identity has a positive effect on Chinese female millennials luxury customers to click “like” button on 

luxury clothing posts by influencers on social media platforms. 

  

Habitual use 

  

Habitual use means the extent to which the activity can fill up social media users' free time (Althaus 

& Tewksbury, 2000). It is also means the users’ habit to check social media platforms posts 

regularly (Ruggiero, 2010). It contains the following situations. Firstly, looking through posts on 

social media platforms and click “like” button on these posts helps users to pass time when they 

are bored or because they have nothing better to do (Ruggiero, 2010). Secondly, for some Chinese 
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users clicking “like” button on social media posts is one of their habits to tell other users that they 

have read these posts (Gan, 2018). Thus, this survey expects that habitual use will affect users' 

liking behaviour on social media, and the following hypothesis is put forward: 

  

H3: Habitual use has a positive effect on Chinese female millennials luxury customers to click 

“like” button on luxury clothing posts by influencers on social media platforms.  

  

Enjoyment 

  

Enjoyment is defined as the way social media serves as a means for entertaining and escaping 

pressure (Lee & Ma, 2012). The clicking “like” button behaviour on social media platforms on 

luxury clothing influencers’ posts may bring individuals' enjoyment through, for example, finding 

something interesting and funny or distract them from other boring stuff. In particular, Xie (2017) 

revealed that enjoyment as an essential motivation which users clicking “like” on social media 

posts and increase their involvement. That means people feel free sharing their opinions by 

clicking “like” behaviour on social media posts. Moreover, Diddi and LaRose (2006) argued that 

the entertain contents within social media posts enable to distract users from other boring things 

and make them relax. Therefore, it is expected that the gratifications of social media enjoyment 

function will lead to Chinese social media users clicking “like” button on influencers’ posts, and 

the following hypotheses are formulated: 

  

H4: Enjoyment function has a positive effect on Chinese female millennials luxury customers to 

click “like” button on luxury clothing posts by influencers on social media platforms. 

  

Social Connection 
 

Social connection can be defined as relationships with other social media users. Social media 

makes traditional face-to-face communication becomes “corporeal co-presence” which 

relationships even does not exist in the real world (Stafford, Stafford & Schkade, 2018). In addition 
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to this, Leiner et al (2018) state that social media provides remarkable convenience and efficiency 

for making people who are interested in common things to get together by building social 

connections. Thus, this research will consider the social connection as one of the factors which 

influence users' liking behaviour on social media, and the following hypothesis is put forward:  

  

H5: Social connection on social media has a positive effect on Chinese female millennials luxury 

customers to click “like” button on luxury clothing posts by influencers on social media platforms. 

  

Inclusion  
 

Inclusion in social media gratification refers to the users’ sense of belonging, which means they 

can find someone who has the same interests with them and who can build a relationship to (Xu, 

2018). This is one of the purposes why people use social media. One behaviour-clicking “like” 

button enables them to build sociable and friendly status (Gan, 2018). Based on previous studies, 

Xie (2017) found inclusion was one of the prime motivators driving social media usage. For 

Chinese luxury customers, especially for those female millennials, inclusion on social media 

platforms also contains the feeling of being important and being admired among peers so that they 

can be included into the high class community (Xu, 2018). Thus, this research will consider 

inclusion as one of the factors which influence users' liking behaviour on social media, and the 

following hypothesis is put forward:  

 

H6: The inclusion of social media has a positive effect on Chinese female millennials luxury 

customers to click “like” button on luxury clothing posts by influencers on social media platforms. 

 

Admired Type Of Influencers 
 

Admired type of influencers on social media means they live a high standard life, which makes 

their social identity has significant contrast compared with the common social media users (Cude, 

2018). According to Xie (2018), some Chinese female luxury clothing buyers tend to search some 
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famous endorsers’ accounts on social media and their posts, such as posts about their dressing style 

before they buy luxury clothing. After they clicked “like”, these posts can be saved automatically 

which easily for them to find in the future when they need it. Qiao (2018) found luxury customers 

are likely to take positively users engagement (including “liking” behaviour) to the admired type 

of influencers on social media platforms as they want to imitate whom they aspire to be alike. In 

conclude, admired type of influencers will account for one of the factors which influence users' 

liking behaviour on social media, and the following hypothesis is put forward: 

 

H7: The admired type of influencers on social media has a positive effect on Chinese female 

millennials luxury customers to click “like” button on luxury clothing posts by influencers on 

social media platforms. 

Friendly type of influencers  
 

Friendly type of influencers on social media are those people who are more active with their 

followers within online communities and lead a similar life as the common users (Bakshy et. al, 

2011). Song (2019) conclude that people on social media platforms are more likely to interact. 

Besides, Wang (2016) state that people prefer to be more engaged in the posts on social media 

which show their familiar scenes and the people whom they have interacted to more. In line with 

this perspective, this study proposes friendly as one of the factors which influence users' liking 

behaviour on social media, and the following hypothesis is put forward:  

 

H8: The friendly type of influencers on social media has a positive effect on Chinese female 

millennials luxury customers to click “like” button on luxury clothing posts by influencers on 

social media platforms. 

Factors Users Want To Convey By Clicking “Like” 

Social Media Involvement 
Social media involvement is widely recognized by researchers as an important component of customers’ 

behaviour to join online communities, which is defined at the cognitive, affective or motivational level (Vivek, 

Beatty & Morgan, 2012). Although clicking “like” on posts is an actual social media behaviour, some users do 

not mean to show they are interacting and the actual behaviours are not necessary (Xie, 2018). According to Xu 

(2018), clicking “like” button on influencers’ posts on social media platforms can be regarded as a response to 
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the posts or influencers to convey their positive feelings and by doing it, users aim to display that they are 

involved in social media. Several scholars have acknowledged that showing users’ social media involvement is 

one of an essential reason for them on their social media engagement behaviours (De Vries & Carlson, 2014; 

France et al., 2016; Xu, 2018).  

Social Media Support 

Social media support means that some interactions on social media aim to be supportive to other 

users, influencers or brands (Ngcongo, 2016). Lin (2016) demonstrated that one reason people use 

social media “like” button is maintaining or developing relationships with others and support their 

friends and families with a positive attitude is essential. Gan (2017) used it on WeChat “like” 

behaviour and Ronda and Derek (2017) applied it on Facebook “like” behaviour. Because users 

enable to know who already clicked “like” button on the post, when they also click “like”, it 

indicates they support previous “like” clickers (Xu, 2018).  

Social Media Interaction 
 

Social interaction is the actual exchange behaviours between users who have similar interests in building a 

society (Kaplan & Haenlein, 2010). Compared with traditional media, although people are from different areas 

in the world who are separated by long physical distance, they enable to exchange their ideas effectively by 

actual online involvement behaviours (Hossain, Kim & Jahan, 2019). The structure of this research is showing 

by diagram. 
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RESEARCH METHODS   
This study has used online questionnaires from about 150 Chinese female millennials who clicked “like” on 

luxury clothing posts from influencers on one typical Chinese digital platform, Xiaohongshu.  

 Within the online questionnaire, there are closed-questions which will be used to measure how these items affect 

users to click “like” button on social media will be designed by using a 7-point scale, ranging from strongly 

disagree (-3) to strongly agree (+3). Also, there will be an open question to gather other personal preferences 

that have a positive influence on clicking “like”. The original online research questionnaire will be created in 

English via Qualtrics. It will be translated into Chinese to send out and then translate back into English to analyze 

in order to ensure the consistency of the content.  

Primary data will analyze by positivist paradigm using mainly deductive approach. The gathered data will use 

SPSS to analyze the reliability, correlations and regressions. To ensure the volume of respondents, this research 

will take snowball and convenience sampling methods.  

 After the initial online questionnaire developed, a pilot survey will be held by inviting 10 Chinese female 

millennials who frequently click “like” button on luxury clothing posts by influencers.  

There are many social media as e-commerce platforms in China for influencers to post luxury clothing photos 

and videos. Considering the respondents and influencers groups in this survey, Xiaohongshu is chosen as a 

typical Chinese social platform. It has 200 million users and 86% of them are Chinese female millennials (Han 

et al.,2018). Influencers and common users on Xiaohongshu publish in-depth feedback about products, including 

notes, videos and pictures (Xi, 2018). There are 16.6k posts and above 10 million influencers on luxury clothing 

area (Zheng, 2019). Xiaohongshu has no commercial and brand accounts, advertisements or commercial 

posts. This allows users to trust recommendations and endorsements from other users that are genuine: everyone 

is to discover the latest trends, recommend good products and share their honest opinion, rather than making 

profit (Zhang, 2018). This platform has a trusted source of advice and recommendations for its community of 

luxury products. 

RESULTS ANALYSIS AND DISCUSSION  

Xiaohongshu Valuable Testing Analysis 

There are 167 Chinese female millennials (N=167) who completed the online questionnaire.In this research, 

Xiaohongshu, as a typical Chinese social media platform was chosen. One part of the research objectives is to 

apply the results to other Chinese social media platforms.  
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How long respondents have been used Xiaohongshu for luxury clothing searching (N=167) 

 

Figure 4.2.2 depicts the frequency respondents used Xiaohongshu for luxury clothing searching and about 60% 

of them used it frequently, at least several times per week. It means Xiaohongshu is widely and frequently used 

Chinese social media platform for Chinese female millennials when people want to search luxury clothing posts 

on social media platforms. 

 

Figure 4.2.2: How often respondents use Xiaohongshu for luxury clothing searching (N=167) 
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In general, Xiaohongshu is a popular social media platform for Chinese female millennials searching for luxury 

clothing. Thus, data analysis in this research can be regarded as valuable and sustainable, which can be applied 

to future social media platforms researches and even on other social media platforms on luxury clothing research.  

Hypotheses Analysis and Discussions  
This research employs SPSS to analyse hypothesis findings, including reliability, correlation and regression. 

Dependent variables are social media interaction (Interaction), social media support (Supportive) and social 

media involvement (Involvement). Independent variables are information (IF), identity (ID), habitual use (HU), 

enjoyment (EN), social connection (SC), inclusion (IN), admired (AI) and friendly (FI). Because there are 

several questions within each of information (IF), identity (ID), habitual use (HU) and enjoyment (EN) factors, 

the researcher will get the average figure in each of these factors to ensure the consistency of data analysis. 

 First, researchers-tested the reliability of questions within each one of four factors. All tested samples, values 

of Cronbach's Alpha were higher than the threshold value 0.7, which shows the good internal consistency within 

their groups and all of them should be taken into account (Cronk, 2017) (Figure 4.3.1). In this research, the 

questions among the same scale, including information (IF), identity (ID), habitual use (HU) and enjoyment 

(EN) are connected. 

 

Figure 4.3.1: Reliability Testing on information (IF), identity (ID), habitual use (HU) and enjoyment (EN)                          

Source: SPSS Reliability analysis results. 

All the indicators were significant with a 99% confidence level in correlations (Figure 4.3.2).  
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 Figure 

4.3.2: SPSS Correlation Analysis  

Source: SPSS Correlation analysis results. 

In regression coefficients’ analysis (Figure 4.3.3), the significant numbers among different scales various.  
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 Figure 

4.3.3: SPSS Regression Analysis of each Dependent Variables   

Source: SPSS Regression analysis results. 

Figure 4.3.4 is the regression coefficients’ analysis among different independents and average 

dependents, which is the figure for Chinese female millennials luxury customers clicking “like” 

button on luxury clothing posts by influencers on social media platforms. 
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Figure 4.3.4: SPSS Regression Analysis among different independents and average dependents   

Source: SPSS Regression analysis results. 

H1 Result 

Its correlation sig. (2-Tailed) value is .000 and regression sig. value is 0.426, which is higher than 

0.05. It means information sharing, seeking and storage has no significant influence on Chinese 

female millennials luxury customers to click “like” button on luxury clothing posts by influencers 

on social media platforms. Thus, H1 is undecided.  

  

However, information sharing, seeking and storage do have associate with Chinese female 

millennials social media users showing their social media involvement, interaction and supportive 

because of all their correlation regression sig. values are less than 0.05.  
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One of the reasons is that the limit volume of dependent scales within this research. Respondents 

via information sharing, seeking and storage to show other users on social media platforms that 

they are active and willing to join in their online communities. By clicking “like” button on these 

informative posts, they show their emotional support to those influencers who post these luxury 

clothing-related notes on Xiaohongshu.  

 

However, Chinese female millennials do not click “like” button on luxury clothing posts by 

influencers on social media platforms only because this post is informative, they can easily share 

or storage these posts. The reasons are as follows. Firstly, Xiaohongshu, as a specific customers’ 

communications platform without brands intervention, trustful and unbiased information is the 

dominance motivation on choosing this platform and clicking “like” on posts, instead of gaining, 

sharing and storage the information they need (Xie, 2018). Secondly, they may use other social 

media engagement behaviours, such as leaving comments, to show their social media involvement, 

interaction and supportive when they find informative, easy to share and storage posts by 

influences on luxury clothing posts (Zhang, 2018).  

H2 Result 

According to SPSS analysis, this hypothesis is accepted because of both its correlation sig. and 

regression sig. are less than 0.05. It unstandardized B value is 0.26 which means self-identity has 

a significant level of association with Chinese female millennials luxury customers clicking “like” 

button on luxury clothing posts by influencers on social media platforms.  

Regarding the connections between self-identity and each of the dependent variables, the results 

are different. There is a positive relationship between self-identity and clicking “like” by showing 

their social media involvement. Noticeably, there is a high level of the positive correlation between 

these two variables.For Chinese female millennials, many of them are middle class and new luxury 

buyers who want to step into the high class communities by engaging into social media platforms, 

such as clicking “like” on luxury influencers’’ posts to show their positive self-identity, in order 

to attract real wealthy people’ attention (Kim & Lee, 2017; Zhang & Zhao, 2019). 
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Regarding to the social media supportive, there is no significant connection with the self-identity 

because social media users are more likely to trust and support people within the same 

communities, who share the same interesting topics and habits (De Vries & Carlson, 2014). 

However, self-identity has no significant impact on showing users’ social media interaction. That 

is, Chinese female millennials users tend to click “like” button on luxury clothing posts by 

influencers to join the online groups instead of interacting with other users.  

H3 Result 
Based on SPSS correlation and regression analysis, habitual use does influence Chinese female millennials 

luxury customers clicking “like” button on luxury clothing posts by influencers on social media platforms 

because of both sig. values are less than 0.05. However, it has a negative impact on it.  

Based on the previous research on users’ clicking “like” behaviour on social media platforms, habitual use is 

taken as an important factor in different social platforms among researches (Ozanne, Navas & Mattila, 2017; 

Gan, 2018; Hossain, Kim & Jahan, 2019). However, in this research, habitual use has a negative impact on users’ 

social media involvement and interaction. Meanwhile, it has no significant connection with users’ social media 

support.  

There are three reasons. The first one is, Chinese luxury buyers are prone to considering Xiaohongshu as a 

second step for them to check brands or products after they first knew the brands (Xie, 2018). This suggests that 

people use Xiaohongshu to meet their specific objectives and gaining the necessary information, instead of 

checking Xiaohongshu posts frequently as a habit.  

The second reason is the target respondents, Chinese female millennials. The majority of previous researchers 

focusing on both male and female and they make the comparison on their social media behaviours preferences, 

such as Gan (2018) explored the gender difference on motivations on Chinese users clicking “like” on WeChat 

using U&G theory and found that gender revealed to exert a huge impact on this social media users’ engagement 

behaviour. Male rely more on social media platforms as their habitual use than female in China (Gan, 2018).  

The third reason is the chosen industry, compared with the mass-produce cloth, people are more goal-oriented 

on searching luxury product information instead of using it to pass time because they have nothing else to do 

(Zhang, 2018).   

H4 Result 
The gathered data shows this hypothesis can be accepted and enjoyment has the significant positive influence 

on Chinese female millennials luxury customers on clicking “like” button on luxury clothing posts by influencers 

on social media platforms. 

  

Considering the influence of this factor on each dependent variable, firstly, the enjoyment is the significant 

impact on respondents to show their social media involvement. This is because Chinese female are more likely 



 
 

 

   

 

Page 20 of 135  Vol 3  Issue  2 (Jul-Dec 2019)   ISSN 2516-3051  http://emidjournals.co.uk/2019-volume-3-issue-2 

 
 

to engage in interesting and funny posts (Zhang & Hong 2017). The second aspect is that Chinese social media 

users feel free to share their opinions with other users via clicking “like” on posts social media platforms, such 

as their agreements and supportive (Yang, 2013). The third reason is Xiaohongshu is an informative platform 

with lots of in-depth feedback about other products users’ experience purchases without official brand 

advertisement, which makes users more easily to trust the opinions on this platform and use this platform with 

enjoyment. 

H5 Result 

According to SPSS data analysis on correlation and regression, its sig. values on both are less than 

0.05, which means this hypothesis can be accepted.  

Although the social connection has a positive influence on Chinese female millennials luxury 

customers clicking “like” button on luxury clothing posts by influencers on social media platforms, 

it has no connection with social media involvement, interaction and supportive. By clicking “like” 

button on Xiaohongshu, social media users could easily build connections with friends, especially 

in China for Chinese female millennials, they are more likely to build connections on social media 

platforms which may not exits on the real world. However, those who click on “like” to show their 

social media involvement, interaction and supportive do not consider the social connection as one 

of their motivations on it. 

 

There are some reasons causing it. The first one is because of the luxury industry and users clicked 

“like” on Xiaohongshu luxury clothing posts do not motivated by building social connections (Xu, 

2018). As the second reason, there may have some problems in understanding questions from the 

questionnaire process (Wilson, 1999). There are many social connections on Xiaohongshu, such 

as users with influencers or with other users. Within this online questionnaire, respondents may 

consider that connection refers to the users with influencers. However, social connection in this 

questionnaire also refers to the connections between users. Also, the misunderstanding of the 

question can indeed cause the respondents’ understanding deviate from what researcher’s original 

intention (Yang, 2017). 

H6 Result 
Inclusion indeed has an influence on Chinese female millennials luxury customers clicking “like” button on 

luxury clothing posts by influencers on social media platforms; however, it has an adverse impact.  
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Inclusion has a negative impact on users who clicked “like” on luxury clothing posts by influencers in order to 

show their social media involvement due to the unstandardized B is negative. There are no significant 

associations that respondents’ liking behaviour is because they want to show their social media interaction and 

support.  

One reason to cause this result, although users’ liking behaviour enable to help them to join online communities, 

for Chinese female millennials luxury customers, many of them from middle classes, they want to stand out 

(Yang, 2017). According to Lin et al. (2019), because the expansion of the middle class in China, millennials 

from this class are eager to be the difference and to highlight their uncommon characteristics. Also, they buy 

luxury products aim to experience the feeling of superior and they want to join the high-class communities (Lee, 

Hansen & Lee, 2016). However, there have some barriers such as their different educational backgrounds and 

lifestyles (Wang, 2019). Thus, some Chinese female millennials luxury customers do not consider inclusion as 

one of the motivations. Another one is the nature of Chinese social media users, who trust reviews from their 

social bonding and relationships, instead of strangers (Xu, 2018). That means, they do not consider Xiaohongshu 

as a platform for them to find a sense of belongings so that they do not need to find and join online groups to 

gain inclusion. 

H7 Result 
This hypothesis can be accepted, which means Chinese female millennials luxury customers are prone to click 

“like” button on luxury clothing posts by influencers on social media platforms because they posted by admired 

influencers. 

  

 

For each of the dependent variables, the extent of admired influencers impact is different. Chinese female 

millennials luxury customers clicking “like” by showing their social media interaction and support are not 

because these posts are posted by admired influencers. Admired influencers have no significant impact on those 

Chinese female millennials luxury customers who click “like” by showing their social media interaction. This is 

because the admired type of influencers is easy to let users have the feeling of distance, such as their indifferent, 

expensive lifestyles or different social status (Xie, 2018). This is why respondents refuse to show their interaction 

on social media by clicking “like” button on admired influencers’ luxury clothing posts.  

 

Considering the supportive, Chinese social media users are more likely to show their support to the person they 

are familiar with, such as their family member and friends (Zhang & Hong, 2018). That is why admired 

influencers are excluded from social media supportive part.  

 

To show their social media involvement, admired influencers is one of the reasons why they clicked “like” button 

on luxury clothing posts. Xie (2018) stated that Chinese female tend to click “like” on famous endorsers’ posts 
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on social media because of the eager to learn the dressing ticks from them and then buy the similar products. 

They consider admired influencers as their source of dressing information where they can find the trendy and 

fashion matches. Thus, they clicked “like” on their luxury clothing posts to save the posts. 

H8 Result 
This hypothesis is undecided because of its regression sig. value is 0.275, which is higher than 0.05. That is, the 

friendly type of influencers has no significant influence on Chinese female millennials luxury customers clicking 

“like” button on luxury clothing posts on social platforms.  

Friendly type of influencers has no significant influence on Chinese female who clicked “like” on posts to show 

their social media involvement, interaction and support. Based on Bakshy et. al (2011), Evans et. al (2017) and 

Brown and Hayes (2018), social media users tend to engage with those people who are friendly and have the 

similar lifestyle with them because this type of influencers is easy to be approached. However, from this survey, 

Chinese luxury customers do not consider friendly influencers as one of the motivations that make then clicking 

“like”. The main reason for causing this is the target social media users, who are luxury clothing buyers and 

most of them eager to pursue a superior standard life (Xu, 2018). Thus, for luxury clothing buyers, they may 

even not follow the friendly type of influencers when they want to search for luxury clothing posts. 

Open answers analysis  
To eliminate these adverse impacts, one open-ended question is included to find out other innovative factors 

which influence Chinese female millennials clicking “like” on influencers’ posts about luxury clothing on social 

media platforms. There are some people gave their personal reasons on clicking “like” on button on luxury 

clothing posts on social media platforms by influencers, such as attractive pictures and videos on the posts, their 

instant emotions, products itself are what they need and when they saw their friends clicked before, they want 

to do the same.  

 

Scope for any Future Research  

 

Firstly, to have an overall view, researcher may add male as respondents as well as respondents and even make 

a comparison using t-test to analysis the data in SPSS to find out users’ social media engagement different among 

different genders. Therefore, in the future, researchers may choose other groups of social media users in different 

social media platforms to investigate their online engagement behaviors. Secondly, in the future research, 

researchers may add other factors gained via open question which enable to motivations on social media users’ 

engagement, such as follow their friends’ behaviors and the content of posts.  
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Conclusion  

 

The factors analysis provides luxury brands a clear guidance to increase Chinese female millennials luxury 

customers’ social media engagement, luxury brands need to pick admired types of influencers who have strong 

social bonding with their target Chinese luxury buyers and who post interesting and funny types of posts 

frequently. Also, those influencers are supposed to have strong self-identity character characteristics, such as 

extravagant lifestyle, which enable to make them different from the other influencers. Theoretically, this research 

showed some factors need to be carefully considered within U&G theory and find more factors for future related 

research. 
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The questionnaire screenshots 
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