A Study on the Purchase Intention and Influencing Mechanisms of Healing
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Abstract :

Keywords :

With a profound shift in the social psyche in recent years, under the dual influence of policy guidance
and market drivers, the healing economy has rapidly emerged as a novel consumption paradigm
integrating emotional value and symbolic identity. This study focuses on university students in
Guangzhou and conducts an empirical research on the motivational drivers of their consumption
behavior under the dual influence of "emotional value with symbolic value." Through a large—scale
questionnaire survey, the study first applies K-means++ clustering to categorize respondents into
three typical consumer groups based on sample characteristics. Subsequently, random forest and
XGBoost models are applied to predict purchase intentions, while a structural equation model (SEM)
analyzes the mechanisms through which behavioral attitudes, subjective norms, perceived behavioral
control, and perceived value influence purchase intentions. The findings reveal that university students
in Guangzhou experience high levels of self-perceived stress and are willing to pay for "emotional
healing." Their healing consumption behavior exhibits distinct "emotion—driven + symbolic identity"
characteristics Behavioral attitudes, subjective norms, perceived behavioral control, and perceived
value all positively influence purchase intentions, with perceived value playing a critical mediating role in
the pathways through which behavioral attitudes, subjective norms, and perceived behavioral control
affect purchase intentions.
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Table 1: Reliability of the overall questionnaire and sub—dimensions
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Table 2: Basic information of respondents
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Table3: Consumer segmentation of healing products based on clustering
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Table 4: Variable test results under XGBoost regression
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Figurel: Theoretical model
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Table 6: Standardized Path Analysis Results
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