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Mechanism on How Susceptibility to Interpersonal Influence Works on
Chinese Consumers’ Need for Uniqueness
QI Haifeng
(East China University of Science and Technology, Shanghai, China)

Abstract; Based on the previous works, some hypotheses are put forward and the relationship be-
tween consumers’ need for uniqueness and interpersonal influence is analyzed through empirical re-
search methods by sampling local consumers. It is concluded that local consumers’ susceptibility to in-
terpersonal influence is positively related to the need for uniqueness. Accordingly, this causality
makes it understandable for us to some extent many particular phenomena including conformity, keep-
ing up with the Joneses and keeping face of Chinese consumers during the process of consumption.
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3.21 2.69 2.68 3.04 3.46
4 3.26 2.58 2.86 2.91 3.43
3.43 2,00 2.75 3.63 3.50
5 3.15 2.81 2.88 2.69 3.00
3.16 2.60 2.68 2.85 3.31
6 3.27 2,64 2. 80 3.01 3.49
3.23 2.78 3.10 3.32 3.77
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SR e AL T 26~30 3.40 2.67 3.00 3.06 3.47
£ 31~35  3.26 267  2.83  2.89 3.30
36~40 3.04 2.79 3.07 3.00 3.29
11~45 3.00 2.6 2.94 3.00 3.23
15~50 3.22 2,17 2.94 3.16 4,19
51~55 3.14 2.33 1.00 3.00 5. 00
<3 000 3. 14 2.61 2.71 2.93 3.38
1 3001~5000 3.27 2.70 2.83 3.02 3.51
5001~7 000 3.28 2.51 2.78 3.11 3.63
2 2 7001~9 000 3.10 2.55 2.87 3.08 3.46
=9 000 3.64 2.74 2.94 2.89 3.40
, 500 453 BEARDEN 'Y
, 87.6%., 18~55 ,
30 79. 7%, 30 , 11
20.3%; 49.2%, 50.8%; , 7 ,
2 000 31.1%,2 001~3 000 4 .
19. 6% .3 001 ~4 000 14. 1%, 0.782,
4 000 35.1%, 1 2.4
Lisrel8. 70
i SPSS13. 0 .
2.3 3
2 ,
TIAN [ ,
31 , 2
, 24 ( 2),
) 7 ) s ' 1639.36.df 487,
’ RMSEA  0.072, 0.8,NNFI 0. 90,
8 R Likert 5 . CFI 0.91.
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