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1.0 Introduction
 With the development of China's economy and the acceleration of economic globalization, China is more and more integrated into the world market, and the consumption structure and habits of Chinese consumers have also undergone significant changes. Among them, luxury consumption has developed particularly rapidly in recent years, and it is noted that the age of luxury consumers has begun to be younger. My research focuses on the impact of luxury goods on consumers from the perspective of consumers, understanding the main consumer groups of luxury goods consumption, and consumers' views and psychology on purchasing luxury goods. At the same time, through this report, we can understand the role of luxury consumption in China's consumption. Through the above research, readers can have a good understanding of this topic.

1.1Defiftion of Luxury
What is luxury? Is it price or quality? Perhaps there are many more. In fact, the concept of luxury is extensive. If we only think that "luxury" is expensive goods, we may just stay in the very old concept. It can also be said that the concept of luxury is related to time, people and history. In the 19th century, luxury was the "label" of nobles or rich people, such as private custom tableware and private bathroom. At that time, it also represented the strength and economy of the country. (Britanica,2021)On the other hand, from the perspective of business and consumer groups, it is aimed at people with high consumption and high income. As time goes by, the meaning of "luxury" is gradually changing. Luxury is almost unique, not only for a small number of people, but also an experiment. In every experiment of luxury, not only a lot of wealth is gained, but also a unique embodiment of the designer's luxury style. For example, hand-made clothing, hand-made accessories, etc., the manufacturing quality brings a sense of luxury, and the cost of which can not be underestimated.
1.2 The characterize of luxury
 The quality of luxury goods, the reason why luxury goods at the beginning of the west is the "label" of aristocracy or rich family, not only represents the unique symbol, but also represents the high quality, unique design, the use of excellent technology to create excellent works.
The style of luxury goods, every excellent design product or category created by luxury goods, not only represents the designer's homage to the brand, but also endows culture, history, philosophy, art and other factors.
In the background of luxury goods, there is a strong family backing behind the brand of luxury goods, and there is also a strong company development history of the founder of the brand, which makes the brand more brand blessing.
The price of luxury goods is expensive. Luxury goods will give the reasons for the high price of luxury goods through intangible and tangible forces, such as pure handmade, private customization, high-quality materials and so on.
Luxury is the hot spot of luxury. Luxury is the reward of the royal family in the West. Up to now, luxury is the symbol worn by famous actors or stars, the interpretation of fashion magazines, and the motivation for consumers to buy in luxury stores through the same model of favorite stars. It has considerable charm.
The leadership of luxury goods. The new works designed by luxury goods represent the possible future trends and are forward-looking.

1.3 The structure of report
This literature review is divided into three parts. Firstly, the main line is to understand the time customers spend on luxury shopping. Secondly, customers' understanding of luxury brands. Thirdly, customers' behavior and consumption psychology in purchasing luxury goods. Through these questions, readers can have a preliminary understanding of purchasing luxury goods.
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The research direction of luxury brand itself can be divided into light luxury and wearable series, high-end customization series, high-end accessories and licensed goods or services. As we all know, the change of fashion direction is very fast. In the global scope, the competition between each brand is very fierce, so it is necessary for each brand to understand the needs of customers or the products that customers like in the future. First of all, in the initial stage of understanding luxury brands, customers will use the Internet, such as TV advertising, micro blog brand dynamics and so on. Secondly, we will understand the historical development process behind the brand, understand the representative products of the brand, perceive the characteristics of the brand, and have a hierarchical understanding of the brand through visual and auditory experience. Finally, search the official website of the brand to find the purchase channel. In fact, LV brand is the first luxury brand to open an online store on Taobao and deliver goods to the whole country. It has become a powerful brand in China's e-commerce, so that customers can enjoy the same service as offline counters. Later, other luxury brands saw that the trend of online shopping was becoming more and more popular in China, and they followed suit one after another. For the current Chinese market, young consumers have strong purchasing power and many choices of products, and their loyalty to brands will decline. Different brands are trying their best to design different products to attract the eyes of Chinese consumers.

In the Chinese market, people who buy luxury goods are becoming younger and younger, and the post-95 will account for the majority. This kind of people have a stable income, have higher requirements for exquisite life and the pursuit of fashion, and have enough extra expenses to buy luxury products. There are also some Post-00 people who buy products by imitating the clothes of their favorite stars on the Internet, such as the brands they like, but when they find that they don't have enough money to buy products, they will choose to borrow money. In fact, this is the performance of consumer psychology, that is, conformity, imitation, conspicuous and emotional. In college students' consumption psychology of purchasing luxury goods, they will be affected by various factors, such as psychological problems, comparison, family economic situation and so on.This report will also analyze college students' psychology of luxury consumption through data.
In the next part, we will analyze the important reasons for customers to buy luxury goods from different aspects, and at the same time, we will communicate face to face. In fact, part of the reason for buying luxury products here is because of the cognition of the brand, the love of the brand culture, the popularity of the brand and the star effect of the brand. In this report, we will talk about the influence of Prada under the star effect of the brand, which will not only affect the stock price of the brand, but also bring a series of effects. It will also be judged from the perspective of consumers that the impact of overseas purchasing on domestic tradition will bring the difference between advantages and disadvantages to customers.
Brand is a name, term, logo, brand positioning, the purpose is to compete with the brand's products and services to distinguish.In the theory of Peirce semiotics, the direction of image symbol and indicator is used to describe the symbols in luxury advertising to represent the strength and vitality of different brands. In the luxury industry, we need to complete the narrative advertising that needs to be displayed to consumers through advertising narrative, including image, character, voice, text and so on.
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