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IMPACT OF PERCEPTUAL VALUE OF LUXURY AND ITS
SIGNIFICANCE ACROSS VARIOUS CULTURE AND DIVERSE MARKET

ABSTRACT

Luxury is more about desired experience and understanding the value as compare to
status quo, symbol or trophy. luxury products are easily differentiated with their
basic characteristics and give value to the luxury over ordinary products effectively.
The characteristics which are included in luxury value is the quality, uniqueness,
financial value, aesthetic and status focused. All these features in a luxury product
give more high rating as compared to the product with less features. Intangible and
situational utility in relative to price is high as compare to the functional utility of the
price. Luxury is influenced by individual perception, and individuals’ definitions
depend upon what they value. This quantitative study, followed by 184 respondents
from Asia and Europe continent is evaluated by statistical analysis. In which, study is
analyzed by demographic specification to understand the purpose more effectively.
Further, result is evaluated by descriptive analysis for all variables (Luxury
Consumption, Functional Value, Individual Value, Functional Value and Social
Value) means and it result indicated as a good significance for the study. Which is
further evaluated by good reliability of the data as well. Multiple Regression analysis
suggested some mixed result among variables, which is further approved by
abnormality of the data which indicate to use non parametric spearman test to find
correlation for data which is correlated with each other. Liner regression analysis
suggests the good relation for all variables with luxury but data distribution is
abnormal in scatter plotting. To find the difference in continent Whitman U value
indicate about no difference of luxury consumption in both continents as well. The
heterogeneous role of market and characteristics of a product plays a vital role to
implement strategies effectively to influence the luxury consumers around the world.
Luxury value perception can easily be increased by the development of individual
social standards which make them pleasant in the environment. It is more about
satisfying the need of consumer psychology which motivate them to pay desired
amount once they are satisfied and give them social superiority in culture. Primarily,
cultural perceived luxury value either as an individualistic approach or collective
which is further develop by the social status quo.

Keywords: Luxury Value, Functional Value, Individual Value, Financial Value
Social Value.
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LUKSUN CESITLI KULTUR VE FARKLI PAZARLARDAKI ALGILANAN
DEGERININ ETKIiSi VE ONEMi

OZET

Liiks, arzu edilen deneyim ve degeri statiiko, sembol veya odulle kiyaslayarak
anlamaktan daha fazlasidir. Liiks tirtinler temel 6zellikleriyle kolayca ayirt edilir ve
siradan iiriinler lizerinden liiksii etkin bir sekilde degerlendir. Liiks degere dahil olan
ozellikler kalite, benzersizlik, finansal deger, estetik ve statii odakliliktir. Liiks bir
tiriindeki tiim bu 6zellikler, daha az 6zellige sahip triine kiyasla daha yiiksek derece
verir. Fiyata gore maddi olmayan ve durumsal fayda, fiyatin islevsel faydasi ile
karsilagtirildiginda daha yiiksektir. Liiks, bireysel algidan etkilenir ve bireylerin
tanimlari, neye deger verdiklerine baglidir. Bu nicel ¢alisma, Asya ve Avrupa
kitasindan 184 kisinin katildig istatistiksel analiz ile degerlendirildi. Bu durumda,
amaci daha etkili bir sekilde anlamak i¢in demografik ozelliklerle analiz edili.
Ayrica, sonug tiim degiskenler (Liiks Tiiketim, Islevsel Deger, Bireysel Deger,
Islevsel Deger ve Sosyal Deger) araglari i¢in tanimlayici analizlerle degerlendirilir ve
sonug, caligma i¢in iyi bir Onem olarak gosterili. Coklu Regresyon analizi,
degiskenler arasinda karisik bir sonu¢ ortaya koymustur; bu, birbirleri arasinda
korelasyon bulmak amaciyla parametrik olmayan spearman testi kullandigini
gosteren verilerin anormalligi ile de onaylanmistir. Linerer regresyon analizi, tiim
degiskenler igin liiks ile iyi bir iliski oldugunu gostermektedir; ancak veri dagilima,
dagilim ¢iziminde anormaldir. Whitman U kitasindaki farki bulmak, her iki kitada da
liikks tiikketimde bir fark olmadigin1 gosterir. Pazarin heterojen rolii ve bir iirliniin
ozellikleri, diinyadaki liiks tiiketicileri etkilemek ig¢in stratejileri etkin bir sekilde
uygulamak i¢in hayati bir rol oynamaktadir. Liiks deger algisi, ¢evrede kendilerini
tatmin kilan bireysel sosyal standartlarin gelistirilmesiyle kolayca arttirilabilir. Bu
daha c¢ok tatmin olduklarinda istedikleri tutar1 6demelerini ve kiiltiirde sosyal
iistlinliik saglamalar1 i¢in motive eden tiiketici psikolojisine duyulan ihtiyaci
karsilama konusunda daha fazla sey ifade eder. Oncelikle, kiiltiirel statii degeri,
toplumsal statiiko tarafindan daha da gelistirilen bireysel bir yaklasim veya kolektif
olarak algilanir.

Anahtar Kelimeler: Liiks Deger Algisi, Bireyselve Finansal Deger, Islevsel Deger,
Sosyal Degerve Kiiltiirlerarast.



1. INTRODUCTION

In the last decade, a lot of research and books explored about luxury. It happens due
to rapid increase in the purchase of luxury in a period of 1998 to 2012. And
amazingly, it is growing with the time. Luxury is entitled with products like, cars,
jewelry, cosmetic, shoes, leather goods, watches, perfumes, clothing and yacht. In an
estimated survey, it was found that 1 trillion Euro sales is produced in only few years
(as analytics reports shows different figures, it is difficult to figure out exact time
period). It was found in the study that in less than 20 years, family owned and single-
brand companies estimated 50 % of sales of personal luxury products. But nowadays,
luxury market share is mostly owned by multi brands or public holding companies
(Brun & Castelli, 2013:1). Luxury is prominent phenomena around the world
specifying to the product and services. Value of luxury product is really difficult to
characterized because of the difference in association and meaning to the brand. And
these differences of factors can be identified by the experience, environment and

character of the consumers (Husi¢-Mehmedovi¢ et al., 2012:232).

Luxury can be characterized as the satisfaction and pleasant as compare to the
functional value for the consumers need. Power and esteem can be associated with
luxury value, and this association drive more consumer to purchase the luxury
product as compare to the non-luxury consumers. Psychological satisfaction tends to
be higher for luxury value consumer because of the power and esteem association
with the product. (Nia & Zaichkowsky, 2000:489).

Luxury products are further classified as unique and rare in very limited edition and
really hard to find in long term or not easily available everywhere. Luxury product
are superior in quality and gives brand identity to the persona of the consumer. Due
to the high price of the product, luxury value is exclusive which leads to limited
number of consumers. Luxury product also give personified value to the consumer as

well. Because of the various facts and subjective characteristics, it is really hard to



define luxury but integrated approach is better to follow then understanding of fact
and characteristic of luxury value product (Shubhrabahal & Dave, 2018:31-32).

Luxury commaodity is changing with time to time, luxury products are not same in
the past as the current luxury products now. In past, luxury value products are termed
as gold, diamond, real estate, precious stone and auto mobiles. Out of these few are
still luxury commodity in current era as well. With the economic development and
increase in disposable income and life style luxury product transformed in current
world. And acceptance of luxury commodity is change drastically in current
consumers behavior. As compare to the past, currently world is developing private
jets, sports automobiles, luxury cruise, wine, shoes, apparel, jewelry, perfume, spa
and many more. In a large context majority of the luxury value products belong to
fashion and apparel. Whereas, luxury value services include luxury hotels, airline
upgrading and tourism are termed as luxury for current consumers (Shubhrabahal &
Dave, 2018:34).

1.1. Purchase Behavior of Luxury Value

Social and mental behavior or an action towards product or services that lead towards
the action to purchase of the product is known as purchase behavior. It also assists us
to identify the issues such as, why consumer is giving preference to one brand or
product over another? And also identifies the way they are making choices as well.
Moreover, how important the consumer knowledge is for companies and how it will

help companies to create value for consumers (Guoxin et al., 2011:1517).

Luxury demand is increasing in recent years, and consumers are understanding the
concept of luxury as well. This change is creating a sustainable environment in
luxury market, because consumers are more inclined towards eco environment and
expect high quality products from market. Change of belief, values and objective of
consumers around the globe influenced more towards sustainable luxury

environment for the purchase (Jain, 2019:130).

Previous research on luxury brands suggested that motivations based on self or social
identities may serve as a strong reference that influences their purchase intention
toward luxury brands (Schade et al., 2016:315). Other research on social

comparisons indicates that individuals use others’ approval as a source for self-



evaluation and the recognition of brands by others in social relations is an important
factor in the context of luxury brand consumptions among young adult consumers
(Bian & Forsythe, 2012:1444).

Association with the brands luxury products are having prestige value in the luxury
product characteristics. These characteristics help marketers to maintain and develop
strategies for getting attention for the luxury product consumers. Marketers study and
develop strategies about the brand attitude to learn about the reaction for purchase or
willingness to purchase the particular luxury brand. It is further explored that
individual attitude for purchase of luxury products are based on understanding of
detailed sources like, family, culture, social, norms and global engagement. Most of
the time retention of consumers are based on good experience for the product and
after that it is hard for them to change the likeness. New luxury product with the
same parent brand name also motivate consumers to purchase the product because of
the past good experience with the same name of luxury brand. This is accepted more
by consumers because it guarantees the quality of new product because of the

association of same parent brand (Salehzadeh & Khazaei, 2017:76).

Luxury consumers are purchasing the luxury products due to different purpose, some
consumers are purchasing due to personal and hedonic factor, some consumers
purchase for the interpersonal impact and there are many consumers to impress other
as well. Other than this, factor to motivate consumer to purchase luxury product is
the perceived value of the luxury brand, because it refers to many other benefits of
product from a customer point of view. If we compare purchases, it is found that
luxury products give more benefits as compare to non-luxury products and it also

increase the purchase intention of consumers as well (Yoo & Park, 2016:5776).

1.2. Luxury Value

Luxury is common nowadays and a concept of luxury is changing affectedly across
culture and time. Now luxury is not only associated with Rich or few numbers of
audience in a group. Interestingly, mass market is now utilizing the luxury product in
the world. In today world, luxury is no longer preserve by rich only and meaning of
real luxury is fading genre dramatically. Now you cannot associate Luxury only with
wines, cares, designer cloth or champagne. As per research, people are joining the

elite group in a large number and it is affecting more due to the increase in financial



status as compare to old fashioned nobility and tradition are in contradiction with
current acceptability of luxury consumption. Moreover, currently people are having
large number of disposable incomes with an increase financial status as well (Monga
& John, 2010:86).

As compare to the past, this is main reason for the increase of luxury product
consumers. Due to this consumer are more towards the fulfillment of personal need
and desires with their experiences. Therefore, luxury is more about experience as
compare to financial value of the consumer. In an understanding luxury is not only
about status neither the financial value only. It is a phenomenon mix with financial
value and status to fulfill the need of personal satisfaction of their desire which helps
them to make their life easy and convenient and better. In a summary, luxury
consumers are those group of people who want to improve their life style (Albrecht
etal., 2013:651).

It was found in past studies that luxury is more about desired experience and
understanding the value as compare to statoscope, symbol or trophy. One more
important factor to increase the luxury market value is the women purchasing power
in a society which is really beneficial for the luxury market value to grow effectively.
As per the economist data, China still implementing old text luxury value
consumption theory effectively. But in another side, due to global economic crisis
has led consumer to think about their priorities and force them to change their

attitude towards the luxury in a negative way (Martinez & Pina, 2010:1190).

In a corporate business world, luxury products are easily differentiated with their
basic characteristics and give value to the luxury over ordinary products effectively.
The characteristics which are included in luxury value is the quality, uniqueness,
financial value, aesthetic and status focused. All these features in a luxury product
give more high rating as compared to the product with less features. Intangible and
situational utility in relative to price is high as compare to the functional utility of the
price. (Dwivedi & Merrilees, 2013:454). Luxury is influenced by individual
perception, and individuals ‘definitions depend upon what they value (Hanna &
Vecchi, 2014:236).



Table 1.1: Different Luxury Value cited in various studies

Authors

Luxury value Dimension

(Vigneron & Johnson,
1999)

(Vigneron & Johnson,
1999)

(Woodall, 2003)

(Smith & Colgate, 2007)

(Wiedmann et al., 2009)

(Tynan et al., 2010)

(Shukla,2012)

“They suggest that interpersonal and personal effects
co-exist in luxury consumption. The interpersonal
category consists of ostentation (perceived
conspicuous value), snobbishness (perceived unique
value) and conformity (perceived social value), and
the personal category contains the hedonic effect
(perceived emotional value) and the perfectionism
effect (perceived quality value)”.

“Hedonic, quality and unique (snobbish) values are
related to private self-consciousness, whereas
conspicuous and social (bandwagon) values are
associated with public self- consciousness”.

“The author conceptualized four distinct aspects of
value, namely, exchange value, intrinsic value, use
value, and utilitarian value”.

“They proposed four dimensions are critical to value
creation namely: symbolic/ expressive,
experiential/hedonic, utilitarian/functional and
cost/sacrifice values”.

“They have proposed four luxury values; Financial,
Functional, Individual and Social. Financial value
relates to the price, Functional value measures the
utility, quality and exclusivity. Individual value
reflected self-image and self-identity. Social value

indicated social affiliation and appreciation”.

“According to the authors, prestige brands should
provide perceived conspicuous value, unique value,
social value, hedonic value and quality value”.
“Luxury values are based on social dimensions,

personal dimensions, and functional dimensions”.

Source: (Shubhrabahal, M., & Dave, K., 2018).



(Reddyet al., 2009:191) divide luxury brands into two categories: those that primarily
have symbolic value for the customer and are valued more for the associated lifestyle
than for functionality (e.g., Louis Vuitton), and those that primarily have value due to
their technical features (e.g., the world-class performance of Porsche vehicles).
Despite the increasing use of branding to convey luxury status, luxury is not only
based on the brand’s symbolism. Perceived value — through quality of design,
materials, and manufacture — is another key component of the luxury goods equation.
The product must speak for itself; for example, if someone presents you with a €100
towel, it must be clear why it is a €100 towel (Hanna & Vecchi, 2014:238).

1.3. Cross-Culture Luxury Value Perception

In recent years, study on the influence of culture on consumer behavior have been in
a large number by the global luxury brand researchers. And to add value further in
the study, we discuss the different components of cross-cultural consumer behavior
in a framework (Figure.1), and this framework was previously discussed by (Mooij
& Hofstede, 2011:182). This figure.1l discuss about the component in culture in
relation with consumer attribute and a process. Furthermore, also discuss about the
behavior of consumer in a culture. This framework further explains the income
effect, which shows that no income will reduce or demolish the consumption of the
product. In the context, attribute of a person is also described to identify the impact
on consumer value in culture. In between attribution and process personal
identification is questioned to know their self being. And summary of the framework
to understand how people perceive and think for consumption and what are the

factors to motivate them which later become behavior of consumer.



Attributes Prfﬁg:ﬁ? S
iiwhol!

. [ / * Social processes
Personality

Motivation, Emotion
Self-concept Consumer Group processes

Income

Identity The Person

Image Values * Mental processes
Attitude Culture Cognition, Iearninq
Lifestyle Language, perception

Information processing
] Communication
Decision making

Consumer Behavior Domains

Product ownership and usage
Adoption/diffusion of innovations
Complaining behavior
Brand loyalty
Responses to advertising
Media usage

Figure 1.1: Cross-Cultural Consumer Behavior Framework

Source: (Mooij, M., & Hofstede, G.,2011).

Further, cross-culture luxury value is specifically demonstrated by the (Hofstede
2011:8). in his study, where he is discussing about the five-dimension found in
culture to understand the consumer behavior towards luxury. Five dimensions are as

under:

1. Power Distance

2. Individualism/ Collectivism,
3. Masculinity/Femininity,

4. Uncertainty Avoidance,

5. Long-/Short-Term Orientation

The first dimension (Hofstede, 2011:9) is Power distance, in which distribution of
power expect to be distributed unequally among society and people with less power
also agree with the unequal distribution. Normally, in power distance culture, social
hierarchy is accepted by the society in a right place. It is really important for the

global brands to make understand right place concept in society. Furthermore, Global



brands urge the society to give respect to the social differences and their acceptance
in culture and everyone must agree with the power of different social status.

In the (Hofstede, 2011:11) individual and collective society, are termed as those
people who are responsible for themselves or their family and also for the group of
people in which he belongs or he can trust and loyal with him. Individual society is
the identity of the person in which self-actualization and self being is more valuable.
It is universally accepted now a days for their universal value. But individual society
is more developed in American culture and managers are more focused on the
individual marketing strategy for the group of people in U.S. Whereas, on the other
side Japanese market managers are more focused towards the collective approach of
society because of their norm are base of social development rather than individual
development. In collective society people are more towards societal development and
each individual in a group is important to one another. It is termed as high context
culture and they need more understanding for the communication around people. In a
brief summary, individual society tend towards the fast approach of purchase
whereas in vice versa in collective society approach they build trust and relation
before purchase as they are selling trust more than a product. In addition, it is termed
as affiliation vs creating trust.

Success and achievement are prior to the masculine society and not only this they are
more dominant in society as well. Society gives more value to the performance and
achievement in masculine structure which is further developed into power by
showing highly value brands and jewelry to the society to represent success.
(Balachander & Ghose, 2003:6) They are totally different then feminine society and
their roles make more differences all together. In masculine culture, they are termed
as a power symbol to do anything and they are also not allowed to work or help in
household needs. Whereas, in the opposite side feminine society is different and
roles for each gender is overlapping each other. Women are responsible for the
household but shopping of household is also shared with men as well. Feminism
society is realistically different then the masculine society and majority of the role in

both societies are totally opposite with each other (Steenkamp,2001:32).

Uncertainty avoidance, is classified into low and high uncertain avoidance in culture.
In high culture, people are more expressive and they are pure to share their emotion

and behavior on many occasions. It is explored that; strong uncertain culture is more



towards the reality or truth or lie. And their belief is always in search for the expert.
These people are more innovative and risk taker and they do not hesitate to change
and accept difference of opinion. They tend more interest in skillful and tricky games
which enhance their brain movement. On the other side, in low uncertain
environment people are less innovative and not open to discuss the change. It is
really hard to change the low uncertain society mindset and they are threatened from
ambiguity and uncertainty of culture and they tend to avoid this rather than facing
them. But these types of people are active sportsman and more active towards the
situation (Benedict & Steenkamp, 2001:33).

Last dimension (Hofstede, 2011:13) is long vs short term-oriented societies. (James
etal., 1997:309) It is described as, an extent to target future oriented perspective then
the short term historical orthodox view point. In a long-term culture, people are more
focused on their values, relationship, status and sense of common sense. On the
opposite side, short-term oriented culture is more focused on personal goals and
vision. Personal development is always their prior goal, and peace of mind is not
important to them as compare to more interest in happiness. They are more likely to
be personal ideological development and on the other hand in long term culture they
focused and societal development for the longer benefit to everyone.

1.4. Objectives of the Study

Mentioned below points to be considered as an objective of the study:

1. Based on our literature review, identify the three different value dimensions of
luxury. Such as, individual and financial value, social value, and functional value of
the luxury product. This dimension will help to identify the consumer perception for

luxury value.
2. To understand the cross-culture effect on purchase of luxury products.

3. A conceptual model to identify the influence of cross culture and other personal

data information on purchase behavior of luxury brands.



1.5. Benefits of the Study

Managers can utilize the information for the making strategies and practices on
consumer perception of luxury value. Different strategies implementation on the
different culture around, which is mainly divided by the age, income, education and
status. Each divided group strategies impacted more effectively with understanding
of different cultures. This study will help to understand different value perception of
the same product among different cultures. It shows the heterogeneous role of market
and characteristics of a product which plays a vital role to implement strategies
effectively. Thus, it is a mangers duty during strategy development to consider
differences of personal values as well as cultural differences in evaluation of the
purchase of luxury product. And it is a responsibility of an effective manager to
provide consumers those products which gives more satisfaction from the product

according to the requirement.
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2. LITERATURE REVIEW

2.1. Luxury Value

Luxury value of product will be on rise when people have more disposable income
which create standard to maintain in their life style and increase the social status as
well by purchase of a luxury products. In the current US economic situation, people
are enjoying the good economic period of low inflation and interest rate and high
supply of commodity will decrease the pricing strategy as well. This will help people
to save money and to use those money in up lifting their living standards. And they
are more willing to purchase the premium pricing product to satisfy their need, and
they feel more comfortable and satisfied in high price standard to make their
individual high social standards (Yeoman & Beattie, 2006:322).

Luxury value perception is a study of consumer psychology which is associated with
premium pricing. It was studied in past that consumer is willing to pay the premium
price of the quality product due to its uniqueness, grace, facilities, association and
experience. To understand more briefly, marketers targeted holiday services, dinner
with ambiance, household, electric goods and latest technology as a higher
perception of value. And consumer psychology is perceived these values as a
prestige value for these good and services. Importantly, marketers always get extra
pay for these experiences, marketers always create differentiate between factors
involving luxurious experience and associate it with a brand recognition and use a
central driver to consumer driving force for the social status of the individual
(Allsopp, 2005:193).

Consumer psychology is very much important to understand the value perception for
the luxury purchase intention. And this study implies at a group of people, so that the
understanding of whole group is more important for the study as compare to the
individual satisfaction for a product. Whereas in a society where individualism is a
prior, consumer prefer to have an independence view of opinion and personal liking

is important in individual culture as compare to collective approach on group of
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people. Luxury products are becoming source of social interaction among societies.
And mutual liking of luxury is influencing consumer on common goals. Nowadays,
modern societies are creating values for individual and functional standards for the
indulgence of purchase intention in consumer psychology. And for making an
effective purchase value of luxury products, personal and functional value always
make a vital impact. And consumer psychology is making a moderate impact on
luxury purchase of product and personal and functional value is having a direct
relation with consumer psychology for the luxury product purchase intention (Ercis
& Celik, 2018:54-55).

Global economy is expanded in last two decade and this expansion gives a
flourishing result for many countries around the world. This growth of economy
helps luxury market to grow as well. With cross culture effective strategies help
luxury brands to develop new audience in larger scale. This growth is also further
pushed forward with the advancement of fast internet, which help large scale of
audience to be develop more efficiently with e commerce advancement around the
world. Luxury market expansion is effectively growing rapidly around the world due
to increase in disposable income in the middle class. Not only this, successive old
consumers growth also helps marketers to make new opportunity in the globalize
market. Interestingly, Luxury product expansion is the bright future for the global

market to make good profit.

Luxury is complex and it is hard to define luxury as well. (Shukla, 2012:580). Many
researchers define luxury as high price offer in product and service category. These
are one of the definitions describe luxury in past. Many of the past researchers focus
on the quality and price of the product, and they assume higher price as a luxury

product. And it is an important attribute for the luxury brands.

2.2. Indepedent Variables

Independent variable is consist of functional value, individual value, financial value

and soial value in this study.

2.2.1. Functional VValues
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Emergence of global brands help individual to value the globalize market and it is
duty of marketers to make awareness and relation with individual who want to get
associated with luxury market. (Arnett, 2002:776). Rapid growth for the phenomena
of Global village is benefitting marketers to make homogenous marketing strategy.
Because, currently world is sharing a common consumer behavior and attitude
towards the luxury brand value due to global common acceptability for the luxury
product. (Cannon & Yaprak, 2001:24). This is an opportunity for the global
marketers to influence global consumers by understanding and research on common
consumer psychology and make their luxury product more effective in a globalize
world. Currently, we are not having enough research on the relation between luxury
value perception on their luxury purchase intention from the globalize consumers.
And with some effective research it was suggested that global consumer is intently
interested in the luxury products and their intention for purchase is widely proven by
the global economic growth. Although, the relationship for luxury product is
intermediated by the experimental values of functional, individual and social across
the globe (Westjohn et al., 2012:61).

This study will help to identify consumer psychology across the globe and also
explain the responsibility of luxury product to stimuli the need of luxury product in
globalize world not only in one country. Further it will also explain the modification
required by luxury product to adjust in the global market on common goals. But we
will also identify the consumption of luxury and advancement of the culture for the
acceptance of luxury value. This study specifies the relation model of global market
expansion and strategy for consumption or acceptance of luxury product across the
globe. Furthermore, this study will explain the expansion of topic by identifying and
express relation between luxury value with global identity and intention to purchase

luxury product across the globe (Hennigs et al., 2012:35).

Specific group of consumers who are consuming global luxury product will consider
the properties of luxury value. And majority of the global consumers are mainly
focus on perceived value (i.e. functional, individual and social) of luxury. In this
study, we proposed a cross cultural frame work and for exploration we will overserve
two large continents (Asia & Europe) as an audience sample because these two
continents are providing large number of luxury products across the globe. Both

areas are different then each other with qualities like uncertainty avoidance, long
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term dedication with some individualism and masculinity domination, and vice
versa. Implication of study on these two opposites behavior will help the study to
validate and for implication for theory as well. As this study is mainly focus on the

global identification consumer behavior rather than common culture.

(Yang et al., 2018:534) recommended that the extent, to which consumers associate
a brand extension to the particular parent brand, depends on the degree of perceived
fit. On the other hand, even though a perceived fit or favorability is not noticeable,
strong typical uniqueness of the extended product can certainly nevertheless be
traced back to the parent brand. It has found that the Overall is more important than
extension typicality (Batra et al., 2010:337).

(Barnier et al., 2006:5) in the past also observe the luxury perception in Russia, UK
and France. And study found the four common luxury dimension of luxury
consumers in all three countries. And luxury consumers in those countries likely to
purchase luxury due to product personal history, aesthetics, premium quality and
expensiveness. It is also found in the study that consumers are consuming more
luxury good for pleasure in those countries. But they observed about the cross-
culture differences among all three countries as well. For Example, Luxury
consumes from UK are purchasing because of luxury atmosphere and functionality
of the luxury brand. Whereas, French consume luxury due to conspicuousness and
aspiration of the product. In the last Russian consumer were consuming luxury for

the functionality of the luxury brand.

Consumers luxury segmentation was proposed in a hierarchical structure with the
key component of luxury value. In which financial value was counted by the
parameters of price value. Whereas, functional value described and interlinked with
quality usability and uniqueness of the luxury product. Furthermore, materialism,
hedonic, prestige, self-identity and conspicuous are the key element and feature in
the in another two components of individual and social values of luxury. It was found
that Wiedman,2012 research model is more focus on the individual and social values
for the customers. And these are indirectly support as the component of symbolic
value. Functional value is also described in details in which they emphasis on
usability and uniqueness. Additionally, less evidence was found in discussion about
the relation between uniqueness of luxury value for customer with the functional
value (Choo et al., 2012:85).
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(Tynan et al, 2010:1162) identify the value and theories that suggest the element of
luxury product and process for the creation of value of product to the customer.
Furthermore, it is identified in the utilitarian value for luxury products that
craftsmanship and excellence is very much import for the luxury value of the product
to the consumer. Equally important, craftsmanship and excellence were represented
perfectly in utilitarian value of the product performance, outcome and attribute.
Intangible benefits like hedonic, aesthetic and experience are key points in the
hedonic value of luxury product. As a matter of fact, utilitarian and hedonism values
are very much important for the customer to purchase the luxury product. Moreover,
to consume more luxury product emotion, sensory, excitement, pleasure and
aesthetic beauty is very much important and key element for repeat of purchase.(Jain
& Lee, 2012:604) Show that consumers perceive higher brand personality convey
when a direct naming strategy is applied or when the parent brand extends to a high
perceived fit product. The former would be the dominant predictor regarding brand

personality transfer.

2.2.2. Individual Value

Luxury is a broad topic to demonstrate, and for that many has termed luxury as a
uniqueness. But (Kapferer, 1997: 252) describe luxury product are those who give
extra desire by satisfying all the senses in one time. While other researchers focus on
a mindset of exclusivity of luxury that urge that luxury is a sense that belong to the
elite group. Many researchers highlighted the uniqueness and exclusivity of luxury
product. It is also stated that, luxury is a symbolic status with superior deign,

durability, performance and quality of product.

(Cass & Frost, 2002:70) focus on the high quality of luxury brand. and it is believed
that each product of luxury is highlighted by the better quality, performance,
durability and aesthetics. Luxury brand also played a role of showing off a status.
(Han et al., 2011:18) found that many people buy luxury as a symbol of status and
also to show off the purchasing power as well. They are not much concerned about
the performance or better quality of luxury product. But they buy luxury product to
get identified among group to show off their wealth and success. Importantly, these
types exhibit their wealth by purchase of luxury vehicles, jewelry, designer cloth,

yacht, watches and perfumes. There are also some consumers with big residence and
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mansions or farmhouse to present the luxury consumption. It is suggested that

noticeable consumption of luxury is an important attribute of luxury value.

Prestige and eye-catching positioning to create symbolic meaning strategy was
adopted in the past from the brand managers. However, self-expressive
characteristics which focus on personal value is more adopted by the consumer in
current world. Selection of brand depends more on emotional attachment to the brand
which they feel while purchase as compare to the specification assessment of the
product. Important to realize that, opportunity is also created with the growth of
luxury brand in the world and competition is on rise with the enlargement of luxury
brands. Because of this, retention of customer is very much important for the luxury
brand products to grow and sustain in the market as compare to the past. In effect,
customer relationship building is increasing and given significance importance by the

brand managers to build growing luxury brand of the product (Choo et al., 2012:87).

It was suggested in a study that, influential effect dramatically in different markets
for the same luxury brand. Not only this, it was also found that more complicated
criteria were used in individual market as compare to the collective market which
emphasis on simple selection method for purchase of luxury product. Brand manager
should now focus on the comprehensive and integrated visionary long-term goal for
developing strategies in global market. In addition, managers should have
implemented more different strategies with respect of country to country diverse
mindset variation (Shukla & Purani, 2012:1423).

(Neale etal.,2009:2) perceptions of brand extensions significantly impact parent-
brand relationship quality. Correlated brand extensions strengthen parent brand
relationship quality and dissimilar extensions destroy parent-brand relationship
quality. Brand extension, Brand familiarity, Brand awareness, Parent image
Customer attitude, have strong positive correlation which means that these variables

have significance.

Purchase intention is widely spread topic and need side range of understanding to
know the impact of value perception of luxury products. But, in past research it was
suggested a meaningful connection in between luxury value perception on purchase
intention for the luxury products across the international market. It was found that
consumers in U.K gives more attention and credibility to the luxury brand products

in comparison to the Indian consumers. An opposite relationship was found among
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the Indian consumers for the purchase intention of luxury product. Obviously, due to
less exposure and availability of international luxury brands in Indian markets
(Shukla & Purani, 2012:1417).

It is significance surprising to the fact that luxury product consumption is fluctuating
drastically among different societies and cultures. Focused on past researches it was
found that Islamic societies are emerging as a super-rich consumer country,
especially U.A.E & Qatar. But due to Islamic law and obligation it is impermissible
for the acceptance of huge luxury product acceptance, which makes hard to find the
sufficient study or result for these societies which is very much important due to
large number of consumptions of luxury product. Besides, it was found that
motivation and consumer preference and personal values are the main factor to
influence the purchase intention towards the luxury brands. And in some countries, it
Is acceptable now in Muslim countries in their personal and social value for the
acceptance of luxury brand and influence of Islamic principles are in decline (Ashraf
etal., 2017:431-432).

It is suggested in the past studies that, attraction is important for the ideal self than
the actual self and that the actual self is associated with attraction only when the
participants’ actual selves were similar to their ideal selves. Characteristics of brands
to attract the consumer is to positive evaluation of luxury product enduring, central
and distinctive association with the characteristics. It is also found in the study that
many consumer purchase luxury products because of the impulsive behavior. And
these consumers found it hard on themselves to resist them for the purchase of luxury
value due to impulsive buying behavior. And on the other hand, some consumer

purchase luxury due to frustration and reimbursement (Rodrigues et al., 2018:62).

Above all, availability of product in large scale around the world impact more for the
development of the emergence of luxury product brand. With impact of reach for
luxury brands most of the Muslim countries are similar to the western culture for the
consumption of luxury brand. With market reach, marketing strategies and easy
availability changes the views and attitude of the Muslim countries towards the
acceptance of luxury brand. And, global acceptance of brand help brand managers to
change the personal views of Muslims towards luxury products. But there are still
many issues to be face and resolved by luxury brand managers with their strategies in

Muslim countries for the consumption of female luxury product. It was found that
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decision making in purchase of the luxury product are still reinforced by male gender
towards the female for the consumption of luxury products in most of the Islamic

countries currently (Kassim & Zain, 2016:97).

2.2.3. Financial Value

Expensive or over price products are always considered with luxury products. It is
directly proportion to the supply of the product in which luxury product is not easily
available and consumers are specific to buy those brands who understand the value
of the product. Not only this, demand also played an important role to make a
product luxurious. In simple equation, mostly luxury products are not easily
accessible and it create curiosity to the consumer mindset to purchase the not easily
available product. And after consumption, they consider that product as a luxury.
Pricing played a vital role to determine the luxury value and it make them societal
prestige acceptance role to the society and customer. Financial value is always
important to make the feel of luxury towards the consumer. (Knag, 2012:16).

Luxury value are always high price products, because the symbol of the luxury brand
give meaning to consumer and it make them prestige in the society and symbolic
value characteristics hold high pricing in the market. Even though it is considered
that most of the time luxury value is low in functional satisfaction to the consumers
but symbolic value attracts more consumers towards luxury brand more than non-
luxury brand because non luxury brand can satisfy the need of functional value but
cannot give prestige value in the society. And past studies always indicate that
consumer are more inclined towards symbolic value then functional value to make
impact and acceptance in society (Teck, 2010:62).

(Kapferer & Bastien, 2009:315) suggested the power of luxury symbol. And indicate
the customer motivation towards the counterfeit brands due to the symbolic high
acceptance of luxury brand. Consumers are not even concern about the
characteristics of the product and neither give importance to the pleasant feel in
counterfeit brand. And low-cost counterfeit products impacted highly towards the
luxury brands profit. And rise of counterfeit is profitable in current world because of
symbolic credibility and it keeps customers blind folded towards functional and
hedonic value of the product. And self-identity towards societal acceptance become

the key priority to the consumer.
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Financial value has a significant influence on the purchase of luxury products. But
financial value differs among age groups, gender, occupations, level of education,
religion, income, ethnicity and marital status. And each demographic group consider
financial value of luxury brand differently according to their own societal
acceptance. Luxury managers should focus on the premium value of the brand and
they consider their sale only to the limited population, who understand the luxury
value. Marketing strategies are vital for luxury brand acceptance in which brand
should give considerable knowledge to the consumer about their high-quality
material and handcrafting of luxury products and emphasize a unique, quality
product. Researchers suggest that luxury product should be premium priced and can
only affordable by few consumers. Luxury product information explained by the
packaging, label and comprehensive detail of genuinely of luxury product. Managers
of luxury goods should emphasize the positive, functional, aesthetic and emotional
experience of owning and using a luxury product. Knowledge and understanding of
these differences and similarities can help in designing suitable marketing campaigns
(Supriti & Sonia, 2015:52).

2.2.4. Social Values

Many of the past researches highlighted features such as pleasure, comfort and
beauty of the luxury value product. This shows that customers perceive luxury more
attracted because of positive emotional experience. And these response of emotion
in luxury perceptional value is identified as the semiotics of luxury. And (Weidman
et al., 2009:630) stated luxury value which include enjoyment, sensory pleasure and
aesthetic beauty of the luxury product. (Dhar & Wertenbroch, 2000:63) described the
functional value of the luxury in the developing markets of China and India. And
they had found the rapid rise of demand of luxury value product in newly rich
consumers. These consumers are early adopter of luxury and they want to belong
themselves with high status group of people and to market their success as well.
From their newly acquired wealth, they want to purchase the luxury value product to
show themselves as a unique and their individuality of superiority want to make

themselves different from the middle class

Luxury product utilization is a motivation for individual which was previously

briefly explained in past researchers. It is suggested that Individual independent
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consumer appreciate the perceived value of luxury more and evaluate consumption
as a motivation. (Hennigs et al., 2012:30) ;(Shukla & Purani, 2012:1418)
;(Wiedemann et al.,2009:626). Many scholars were not satisfied with the value
perception on luxury products and suggested to be explored further. It is express
during the study that purchase intention among cross borders was impacted by the
luxury value with some domestic influence (Tynan et al., 2010:1156) ;(Weidmann et
al., 2009:626).

Regardless, the impulsive women purchase behavior. Men is still having a decision
authority to purchase and selection of the product. On the other side the relative
study suggested that education is very key nowadays for the impulsive buying
behavior and a consumer with good understanding and knowledge is more rational
then impulsive for the selection of luxury product regardless of gender. Although,
psychological studies emphasis more on the impulsive buying behavior of the
women and a significant positive study were suggested on the impulsive women
buying behavior as well. But in current study education is playing a major role in all
gender for the purchase of rational buying behavior towards the luxury product
consumption. A product which gives identification or symbol of position in a group
of people will gain potential in international market. This symbol gives more
satisfaction in large of people and acceptance of the product which gives more
identification in a group people tends to be high. People from Arab countries who
consume luxury products to differentiate themselves and this consumption will give
them unique motivation towards the brand who allow them to be the part of symbolic
brand group of people. And to influence more towards the luxury brand they are
more motivated with numerous advertisements from the European culture where the
acceptance of luxury brand is positively enrolled. This advertisement strategy is
affecting positively is the society but they are more confused now in between the
values and tradition and personal desire to purchase the modern luxury product.
Whereas, in comparison European people are more individually motivated towards

the purchase intention of luxury brand (Nwankwo et al., 2014:735-742).

Change in world politics force the people to migrate around the world, and migration
comes up with a complication for the marketing managers around the world.
Because, the people who migrated are actually belong to different region and mindset

and it is really hard for them to adopt the different norms behavior of the second
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environment which they are forced to be in another culture with due to any of the
reason. To find out the new opportunities around the world, luxury brand managers
should they first evaluate the cultural characteristic of that market and should
identify the marketing mix of those market to implement strategies more accurately.
After the identification of characteristics, manager should find similar marketing mix
in that culture with the company. Moreover, manager should give importance to the
issues of the cultural effect and try to resolve those with cultural change indicators
and consumer behavior towards the different market luxury product. Although,
marketing communication is a positive effective technique to support cultural
differences (Gupta, 2011:365).

A luxury brand manager transforms success of their brand in a society with
communication with consumers who understand the luxury value. Not only this,
manager should advertise the key success of their brand until the consumer perceive
the value of luxury. This process is also proceeding forward with heroic persona
doing ritual. This could also help product to create value in the culture and develop
this brand as a drive towards the cultural value with a repetition of advertisement to

make value and public relation with the brand (Srivastava & Sharma, 2013:185).

In the study of brand segmentation, it is found that luxury brand is the fastest
growing and profitable segment around the world. But in other scenario, luxury
brand is badly affected due to the social influence association. And consumers rate
this social association poorly and misjudge the concept due to less knowledge or
information. In past 2010, BCG predicted about the increase of 20 % in luxury
product consumption in the emerging market around the world. When they move and
enhance their marketing plans from European market to Asian market, luxury market
has expended enormously around the world. Acceptance and availability of luxury
products are easy for the consumers, and with easy reach they people consume more
effectively in Asian market which helps to grow business effectively. According the
research it is found that expansion of luxury brands and their acceptability is not only
in Asian markets, surprisingly South and Latin American countries are also
consuming luxury products in a really effective manner, Especially Brazil is top most
consumer of luxury product in that region. However, this expansion forced luxury

brand managers to not focus on the mature market now. Although, they are tending
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to make strategy to satisfy customer with the material and also with fulfilling the
socio-psychological need in an effective manner (Shukla, 2012:580).

For the evaluation of the purchase intention of the luxury brands mangers should
have to identify the importance of communication on social media marketing.
Because in majority part of the world social media mean of communication is so
much effective and is on rise as well to know the purchase intention of the luxury
brand. World top luxury product managers are specially focus on specific factors for
effective brand performance to forecast the purchase behavior of the consumers. And
majority of them are keen to gain demographic information of the luxury consumer
data. Whereas, some factors include the measurement of luxury value perception of
the luxury product consumers according to (Weidman, 2007:18) luxury value
conceptual model. On the other hand, top managers also focusing to analyze the rise
of emerging market and value perception of luxury brands among individualism and
collectivism group of people. And a quality of a good manager is to evaluate and
look for positive effective recommendation strategy for the development of luxury
brand.

Every individual wants to look different in society but on the same time consumer
want to be a part of social environment as well. And they want to make influential
character within a society, which can be motivated with a uniqueness of the luxury
brand. Individual characteristics of a consumer suggested in the study for developing
and enhancing self -image and social image with the use of luxury brand. luxury
goods are less consumed due to high price and less distribution channel among
market. This will give strong perception luxury to consumer for tempting them with
unique display of luxury brand to be consumed by luxury consumers. Above all the
rich conceptual theories in the past, many other theories were discussed in the past to
influence the luxury consumer and market managers to make strategy for luxury
brand (Eunju et al., 2019:408).

A review on the developments in the posh market has found significant changes
demand and supply factors. Brand extensions tend to be always tempting to
marketers and in the case of luxury brands the allure is particularly strong. While the
path to luxury brand success may be partly paved with extensions, there are even
more examples of brand extension disasters that litter the way. Brand extensions

continue to be among the most researched and studied phenomena in marketing.
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When it comes to luxury brands, however, the factors that cause successful extension
have acknowledged far less attention (Yeung & Wyer, 2005:495).

2.3. Dependent Variable

This study is focus on the luxury value perception in different continent and

dependent variable is focus on the luxury consumption.

2.3.1. Luxury Values in Continents

Luxury is consumed since the start of civilization in many different perceptions. In
the past luxury played a vital role in the past kingship empires and it was effective
that time, that luxury is still considered as important as before in current modernized
societies. In past, luxury was limited to upper class only, and it was affecting in
delimiting social classes in the ancient times. It was perceived in the past that luxury
goods only consumed by the rich class of social circle and only they can afford to
purchase the luxury Products. But as the study suggested by (Wong & Ahuvia,
1998:429) that increase of purchase power and social mobility among different social
circles has led the world to ‘“democratization” of Iluxury wvalue products.
Democratization helped luxury brands to access the other market segment and which
also include the mass middle class market to consume and accessible to luxury value

brand easily.

Luxury is derived from the sensuality, pomp, extravagance and splendor. Western
society was influenced most for this phenomenon for many years ago. Luxury is an
effective scale that makes the brand more prominent and signs for preference in
consumer choice. And it also helps the brand to make identification and to
differentiate from the product category. (Beak et al., 2010: 666) Commonly in the
world perspective luxury brand is an identification for the similar requirements
among the globalize market need. And each different market segmentation desires
are fulfilled commonly. And this study will need more practice and research to be
more effective in a globalized arena to make a huge impactful statement (Hofstede,
2011:9) Trade agreements and easy reach make it easier for the luxury brand to make
an impact more effectively in a globalized world. And it helped the companies to

make an over all globalized strategy for the consumer. Not only this cultural and
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societal paradigm has transformed dramatically in luxury acceptance of the product,
and global impact from luxury brands and their acceptance become easy for
companies. (Wiedemannet.al., 2007:3).To make an impact from luxury brands,
companies should invest in research and development area to understand the
significance and important consumer perspective for luxury goods, and to understand
why consumers are willing to purchase luxury goods, how they react to their
products and what is their understanding of a luxury product. And to make
strategically impact among origins they should study about the different culture and
their buying behavior. Not only this researcher should also study the satisfaction
scale and know about the value which makes an impact to purchase the luxury brand
again. (Sheth et al., 1991:162). Leaders and managers should take immediate steps to
the significance of buying behavior and value perception of luxury brands in a
collective manner. A strategy should be developed for market segmentation and
positioning. And to understand all the characteristics and value proposition of their
brand to make an impactful marketing strategy to increase the brand competence
among different cultures to capture a larger number of market shares. (Wiedmann et
al., 2009:630). According to the research, counterfeit and pirated predominance is
immensely impacting the growth of the luxury market. And it was calculated as the
10 % of the world trade are from counterfeit products. This numbers also suggest the
desire and need for the luxury products (Hoe et al., 2003:65). A better strategy will
impact the value base acceptance among consumers and will to reduce counterfeit
challenges. (Penz & Stottinger, 2005:570). A global effective policy will impact the
trade of counterfeit products and strategic value base environment will help

consumer not to purchase a pirated product (Hennigs et al., 2012:31).

In recent time, it is found in the survey by about the growth and increase in wealth
helped to consume more luxury value from which is surprisingly occur outside
developed economies in Western Europe. According to the survey, Increase of
purchase in luxury product in China along with Japan and North American region.
Importantly, consumption of luxury value is also increase in the developing and
emerging economies like Brazil, China, Russia and India. It is suggested a rapid
growth in the consumption of global luxury brand in these four countries. There are
few more countries like Georgia, Chile and Uruguay are also giving the positive

response to luxury brands and according to panel in Luxury Briefing Wealth Summit
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2011, luxury brands should pay attention to these countries for the development of
their luxury brand. After the 2008 recession, US consumers take some time to
consume luxury value, Boston Consulting Group suggest luxury brands to build
market in an emerging economy such as, BRICS and other developing economies
(Srinivasan et al., 2015:99).

Interestingly, China and India are having a similar market trend on consumption and
for the availability of luxury brands. it was found that in the past, sudden and rapid
change in demand of luxury due to political factor, government disapproval of
luxuries, closed borders and unapproached price ranges. But in recent times with
decrease of political changes and growth of middle class help consumers to purchase

the luxury product in China and India (Danziger,2005:88).

Luxury value perception concept model was introduced by (Wiedmann et al.,
2007:18). This model helps market specialist to make strategies for consumer to
know why they are buying the luxury products and what approach should they focus
to deliver more effectively. Main reason for this research topic to analyze the impact
of (Wiedmann et al, 2009: 648) Luxury value model in cross culture or diverse
market. And to understand how this model is functioning among different culture
around the world.

World is growing so fast in a globalized world, where each and every leader,
manager and individual should adopt their capabilities according to the requirement
of the world. Should understand the dynamic of the challenging world. A manager
should be smart to read the mindset and know about the customer opinion and
importance of satisfaction of customer according to their need. This may arise more
when a transformation of customer behavior is not changed when they move into
another origin, and their requirement remains the same as before (Farley &
Lehmann, 1994:114). Market segmentation can be evaluated by two-dimension, one
Domestic border and another one is National borders. They are changed according to
the origin and similarly have to make strategies according to the different borders of
origins. (Hassan & Katsanis, 1994:50);(Keillor et al., 2001:4) considered this
strategy as a common scale to make effective strategies to make among the Cross
borders for consumer satisfaction.(Raluca et al., 2012:77)make some alteration in
Weidmann luxury model and find some new approaches according to the need of

current marketing develop strategies and they consider this (Wiedmann, 2007:2)
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approach as old fashioned and would not fulfill the need of current luxury marketing
strategies. Due to the change in approach and advancement in luxury model current
need of market experts is not satisfied and modification is required for the future
effective approach. In market place the perception of new luxury brand was
introduced to differentiate those brands that provide new luxury goods away from
traditional luxury brands (Truong et al., 2009:377).

Dreams, desire and hope are motivation factors for the luxury experience for the
consumers, and scholars described this as those individuals who are motivated
towards the self-actualization and self-fulfillment need satisfaction. There are some
factors making luxury as a secondary or subjective, which include culture, art,
spiritual sophistication, knowledge and the subjective factor effect due to customer
heritage from different part of word which can be different culture, personal
experience and knowledge. It was also found and suggested that luxury is a
becoming necessity day by day but due to difference in individual financial situation
this same necessity product is luxury for some people or some society as well. In a
past study luxury was categorized into four different dimensions (Danziger,
2005:88).

e “Luxury as a luxe product feature.”

e “Luxury as a non-necessity.”

e “Luxury as a brand.”

e “Luxury as the power to pursue your passions.”
Majority of the luxury products of fashion, automobiles and hotels are most likely to
be perceived as a ‘luxury as a brand’ because of its individual consuming value.
Whereas, interior or fancy item product or services and luxurious amenities around
luxury hotels are termed as ‘Luxury as luxe of product feature.” For identification of
‘Luxury as non-necessity’ it explained as a luxury in food and hotel industry because
food and hotel are basic necessity but four- and five-star hotel and continental
cuisines serving are termed as a luxury as non-necessity. For the last dimension,
“Luxury as the power to pursue your passions” is discussed as the comfortability of
life style for example going for a massage or spa for luxurious comfortability (Yang
etal., 2018:536).

Consumer preference and market conditions are changing rapidly due to the increase
in symbolic benefit of the luxury consumers. (Kapferer, 1997:254). However, many
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products function are equivalent and exchangeable in the current market. But
symbolic consumers are also increasing because of the similarity between brand
identity and their personal identity reflect to each other. (Klaus, 2008:1672). It is
creating a systematic approach towards the brand symbol, and this helps to increase

the interest in brand personality development as well. (Esch et al., 2008:79).

Intra-corporate - Perceptions of
mriuences
Brand Specifications Target Groups

fluences POSitiOlling of influences
l Competitors l

Brand Identity
Functional — Emotional

Component  Component target-setting . mfluences
Brond —  * Brand P ositioning
Personality

T 4 feedback ‘

Brand Image

Figure 2.1: The Status of Brand Personality in Brand Management

Source: (Esch et.al., 2008).
It is very much important for the marketing researchers to study about the symbolism
of luxury brand, because this helps them to understand the human personality trait in
larger scope (Vigneron & Johnson, 2004:490). Many of the luxury brands are
focusing more on the symbolic feature to develop the functional benefit of the luxury
brand among consumers (Vernier & Ghewy, 2006:4). In the past literature about the
symbolic luxury brand, they describe this concept with five different dimension and
these dimensions guide brands to develop the brand personality among consumers.
However, luxury brands are creating unique identity or personality among consumers
by differentiating themselves from the peer brand. This uniqueness help luxury
brands to construct competitive advantage with specific personality traits which
cannot be adopted by current brand personality concepts (Heine, 2010:4) discussed
about the luxury brand personality concept which researchers can be benefited to

understand personality traits to utilize luxury brand personality uniqueness.

Historical and political factors on consumption of luxury brand were highlighted in
the past by Indian Researchers. And it was suggested that consumer in both India and
China market purchase luxury product to express themselves and also a revenge of

not purchasing in the past. These factors motivate them to consume luxury brand in
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large number. In the next 5 years, India is expecting a growth of 250 % in the
consumption of luxury product. It because of the lively lifestyle of the traditionally
wealthy consumer along with newly rich consumers. Report by Techno Pak, on India
Luxury Trends (2011-12) suggest the economic development in Indian market by
975% million and also expect to increase with double trend in the next decade. And
India will be competing with the developing countries like, UK, France or Italy by
the end of 2020. It is expected because of the increase of millionaires in past decade
and it is expected to grow further with the time. Increase of Millionaire in India, due
to the growth of entrepreneurship, rapid economic growth, and resurgent of stock
market. In the survey, India ranked 12" in the maximum individuals with high net
worth with competition by Hong Kong on second in terms of consumer growth rate
(Srinivasan et al., 2015:98).

Luxury is a concept which varies differently among people, culture and things.
(Vigneron & Johnson, 1999:3) proposed that luxury is a highest level of prestige
which include many psychological and physical value attributes (Dubois & Czellar,
2002:1681) suggest that attitude towards luxury will vary drastically with each
consumer. And luxury value product not only satisfy the need of functional but also
for the psychological need of consumers as well. As luxury is subjective, it is
described differently with different mindset. Luxury is determined by motives of the
consumer; those can be personal or interpersonal. Therefore, luxury value perception

is based on consumer perception only (Vigneron & Johnson, 2004:487).

Cognitive affective and attitude are functional factors on individual characteristics on
purchase of luxury product. Consumer social attitude towards luxury are need of
uniqueness and self-monitoring which affect the purchase intention and positive
attitude towards the luxury brand. Furthermore, social function of luxury brand
supported by the attitude in functional theory which impact the behavior of luxury
consumers. On the other side, purchase intention is more affective in centralized
attitude of emotion and attract customers to purchase luxury product more with
emotions (Bian & Forsythe, 2012:1449).

Further expansion of the topic of purchase intention for luxury brands and comparing
the purchase intention among various culture as well. it is discussed that Asian
students have common need for unigueness avoidance as compare to American

luxury brand consumer. It is also found that in American individual culture they
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adopt and display elements of individual without altering the collective culture
among them (Brewer & Chen, 2007:138).

Asian culture is in need for the similar avoidance to make their social status change
into another level by making a change in that and many past theories implemented in
the past to understand the reaction. With the help of Hofstede theory there are many
cultures increasing their strength with the passage of time. And idealizing world into
more globalized plat form than ever before. (Friedman, 2005). Study on the Asian
culture in past have created doubts for the reliability of the Hofstede cultural theory,
and it is suggested that to transform global economy cultural difference theory
should be reexamined.

To examine the attitude of social function towards luxury brands consumers, it is
suggested that center of attitude is linked with the emotion for the effective purchase
intention for luxury products. And when consumer found a perceived value and goal
from that luxury product it tends towards the more purchase and satisfaction towards
the product. All of the culture is having same positive attitude towards the luxury
value purchase when they linked their favorite brand with their belief and social
image. Social function is very much important for the consumer to purchase luxury
value products. Social function is impacting directly and indirectly to the consumers
and it also help in the intention to purchase the luxury brand. Social function of
luxury brand affects the purchase decision and has dominant power to influence on
consumer purchase intention (Kastanakis & Balabanis, 2014:2153). Therefore,
supportive cognitive affected model helps social function attitude and affective
attitude for the impact on the purchase of luxury brands. This model will help many
luxury brand managers to implement valuable strategies in Asian and American
markets. Strategies suggest that luxury brand manufacturer should focus on the
extraordinary quality and reliability because costumers for the luxury brands
emphasize on the consistency and image of the brand (Kastanakis & Balabanis,
2014:2151).

A lot of previous studies explained the fact that, Affect is really important nowadays
to interfere and conquer every single marketing channel in this global business
world, because affect is an intermediate in building a strong relationship between
consumers and brands. Moreover, the effect of experiencing a brand has a positive

impact on consumers, because if they like it they will tell others about it and they
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will share their experience and their evaluation of the brand online, normally people
trust the word of mouth and evaluation of others more than advertisements, that’s
why they will take the risk to buy from that luxurious brand products. Always fun
and positive experiences have a strong and positive impact on consumers mind
(Roper et al, 2013:377).

One more important factor that have a strong effect on social function which is self-
monitoring, which means attractive brand personality trigger consumer attitude. In
other word, building a unique brand personality and image between other
competitors in the market will trigger consumers to buy more from them, in return
sales and profit of that brand will increase. For example, the marketing strategy for
some Chinese brands in the Chinese market; every brand tries to be different than
others in the market place and they competing to attract huge number of consumers

by using marketing campaigns and so on (Tong et al., 2018:197).
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3. METHODOLOGY

Analysis suggested that there are propositions for marketing research and business
exercises. In thoughtfulness of the diversity among different cultures across the
world, advance exploration should particularly address inquiries of sampling and
nation selection that fundamentally impact the capability to know findings and
generalize outcomes. In this framework, an example of wealthy customers that are
purchasing high-end luxury brands on a regularly basis will increase current
information of the values mainly luxury utilization. Furthermore, given that trusts on
survey numbers that were gathered at a single opinion in time, the division in this
report remains static. A cross-sectional variance over diverse forecasting horizons
may assist in recognizing long-term activities and lead to a vigorous segmentation.
Furthermore, the addition of other countries, including developing origins in the
world that are beginning to desire luxury consumer products, may indicate to
remarkable understandings. But, similar if the four dimensions of the theoretical
model have been recognized to be steady among countries, this framework is
incompetent to take all of the outcomes of culture and ethnicity in the model of
luxury utilization. Therefore, the empathy of appropriate drivers and intermediaries
in terms of cultural values, customs, and rituals will develop the empathetic and
explanation of the financial, functional, individual, and social value characteristics of
luxury brand insights.

3.1. Population and Sample

For the purpose of getting information for the quantitative research, the sample size
that the researcher is going to select, they must have a clear information and they
should have knowledge about the luxury brand, and they are the buyer of those
brands as well. The researcher target audience were international students in different
two university. The researcher used the convenience sampling technique to gather
the information needed for the study to see who is buying luxurious products more.

The questionnaires delivered through e-mail and WhatsApp for the purpose of
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gathering the information, and after selecting the continent they are from. Easy and
to the point questionnaire designed to gather the data and language would be in
English.

Data is collected with the correspondence among luxury consumers in all part of the
world where all of the continent’s responses are targeted but, in the end, we only
found most appropriate and relative responses from only Asia and Europe continent
only. Furthermore, in these continent people responses are mainly targeted among
luxury consumers which will further explored among business owners,
entrepreneurs, managers and students as well. These responses are targeted with
above 20 age group. And further income size is also important for this study as well.
To identify more in dept details respondents are found with other investment plans as
well. Target audience is wide for this study and mainly high price consumers are

mainly targeted to make this study valid.

Regardless of the native language of the respondents, the forms were managed in
English. Because English is the main language of in the globalized world in the arena
of marketing and management among all contributing countries, the characteristic of
the figures that were composed was not disturbed by the assessment to practice a
homogeneous English version of the survey (Wisniewski, Quantitative methods for

decision makers, 1994)

3.2. Data Collection Tools

As mentioned before the researcher used a quantitative technique which is a
questionnaire to collect the data needed in order to be able to test the variables and
hypothesis in this study. This questionnaire was “Simulated From The Study
Consumption Of Luxury Fashion Brands: The Motives of Generation Y
Consumers in China” (Sun, 2011:107-115) consists of two sections; the first one a
general demographic question, the second section consists of different question to
collect data about the independent variables of this study which are:

e The Personal Attitude.
e Functional Value.
e Individual Value.

e Financial Value.
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e Social Value.

The second part of the questionnaire items were rated on a 5-point Likert scale (1 =
strongly agree, 5 = strongly disagree). The IBM SPSS 23rd version software used for
the purpose of analyzing the data after collecting it from the questionnaire.
Questionnaire is mainly driven from the study “Value base segmentation of luxury
consumption behavior” by (Weidmann et al.,, 2009: 630) and some important
questions are also focused from the study “influence of financial value on purchase
of luxury brands with respect to demographic variables” by (Srinivasan et al.,

2015:100).

3.3. Pilot Testing

Is a really important test that researcher used to be sure from question and variables
used, to know if these questions are reliable enough to collect the data needed and in
the same time to know that it was understandable and not vague for the target group
by simply using Cronbach Alpha in which “0.0-0.5” considered as unreliable, and
from “0.6-1.00” considered as highly reliable.

3.4. Statistical Measures

Using statistical tools to analyze data conducted is a must. In fact, the statistical
analysis is the heart of any research, any scientific thesis has no meaning without
statistical analysis, it gives numbers meaning and benefit. It is must to use those
techniques to make sure from data and to omit the unneeded ones. The researcher

different tools to analyze the data such as;

e For demographic questions; the researcher used frequency and percentages,
and descriptive analysis such as; mean, variance and standard deviation, to know

where the data exactly centered and it gives a general summary of the data.

e To check the reliability of variables the researcher found out Cronbach alpha
value for each variable, which is something really important to carry on with

collecting data and to make sure from variables are they correct and reliable.

e To see the impact of independent variables, the researcher used simple and

multiple regression. And to validate further we use assumptions for multiple
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regression as well in which we performed linear regression, normality, non-

parametric correlation and scatter plotting to validate the result.

e In multiple regression, we analyze VIF and tolerance parameters as well to
check the multicollinearity. And further ANOVA and Durbin Watson analysis is also

performed to analyze the result.

e Last but not the least, this study used non parametric Whitman U value test to

identify the difference among continent.

3.5. The Approach of the Study

This research is focused to know the significance of luxury product and to identify
the reason why they want to buy luxury products. What is the cause to buy luxury
products in cross-culture environment? How financial, functional, personal, and
social dimensions of luxury value perceptions motivate a consumer to buy luxury

brand irrespective of their origins.

The theoretical part of this study was collected from different books, articles, journal
and so on, whereas the main data was collected using a quantitative technique which
is a questionnaire which consists of demographic questions and other sections

questions are related to different variables of this study.
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4. CONCEPTUAL MODEL AND HYPOTHESIS

Following hypotheses are proposed:

H1: Functional value create significant impact on luxury consumption across various

continent.

Functional value in the perception of luxury value among diverse market. And it
helps consumer when they find uniqueness and good quality of the luxury product to
satisfy themselves, and also when it is not mass produced or not easily available in
super market as well (Srinivasan et al., 2015:113). Quality, self-identity and usability
are main characteristics for functional value which is further more idealized by
uniqueness, materialism, hedonism in the specification to identify the luxury
perception among consumers. (Westjohn et al., 2012:63).

H2: Individual value create significant impact on luxury consumption across various

continent.

Individual value in a perception of luxury value among cross culture. Individual
influence more on consumer to purchase when they find hedonism and materialism
in the product. (Srinivasan et al., 2014:114). Individual value is most important
feature in the consumption of luxury value which is characterized as self-expressive
and personal value. And many of the consumers are consuming luxury value because
of the emotional attachment with the brand. They feel more satisfied and motivated
from the brand from which they purchase satisfied earlier. Emotional attachment and

feeling with the luxury product are a plus factor in market (Choo et al., 2012:88).

Hs: Financial value create significant impact on luxury consumption across various

continent.

Financial value impact more when consumer find self-actualized, characteristics,
satisfaction, enjoyment, fulfilment of need and desire and importantly affordable as
well. Financial value is more about premium pricing and giving feel to the consumer.

Because, higher the price and higher the quality is always in the mindset of the
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consumer. Target positioning is also the key factor in financial value for luxury
consumption. In a summary financial value is a more about premium pricing, target

positioning, symbolic and desire for the luxury consumer (Knag, 2012:17).

H4: Social value create significant impact on luxury consumption across various

continent.

Social value in a perception of luxury value among cross culture. Social value
influence more on consumer to purchase when they find prestige value of the
product. In addition, social value impact more when consumer find social image,
snob value and affiliation with upper class. (Hwang & Lyu, 2018:35). Social value
key characteristics are symbolic, inspiring and impactful value to the consumer.
Social identification motivates more consumers to purchase the product to keep them
self in the same cultural class. And a symbolic identification gives impactful
meaning to purchase luxury product (Shukla & Purani, 2012:1418).

Hs: Luxury Consumption differ among continents.

In the world perspective luxury brand is an identification for the similar requirements
among the globalize market need. And each different market segmentation desires
are fulfilled commonly. And market managers strategies should be more effective in
a globalized arena to make a huge impactful statement. In a globalized perspective
luxury market gives meaning to the culture to identify the class among them self and
also help to separate each class with its financial and social impact on the society.
Each market and culture have their own needs and requirements to fulfil. But each

market segmentation desires are commonly fulfilled (Beak et al., 2010:666).
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4.2 The Study Model
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Figure 4.1: The Study Model

This Study model is inspired by the (Wiedmann et al., 2007:07) study, Measuring
Consumers’ Luxury Value Perception: A Cross-Cultural Framework

Scale 1: Value-Based Segmentation of Luxury Consumption Behavior (Wiedmann et
al., 2009); Scale 2: Influence of Financial Value on Purchase of Luxury Brands with

Respect to Demographic Variables (Srivnivasan et al.,2015).
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5. RESULTS

5.1. Introduction

The aim of analysis chapter is to illustrate information gathered by the questionnaire
survey. This chapter includes details about respondent’s sample characteristics in
order to represent the ratio of participants that belong from different demographic
characteristics. The chapter further includes close-ended statement, which reveals
about respondent’s agreement and disagreement on various statement asked. Besides
this, as the aim of study was to explore the impact among luxury consumption and
functional values, individual and financial values, social values; thus, the statistical
test was performed mainly linear regression, Pearson correlation and independent t-

test.

5.2. Respondents’ Demographic Description

Respondent’s demographic details in 5.1 findings reveal slight differences among the
participants that belongs from Asia and Europe that is 51.09% and 48.91%
respectively. However, there were huge differences among the male and female
respondents contributed. Majority respondents i.e. 60.33% were females rather than
male. About 41.85 belong from the age bracket of 25 to 30 years. Within these
respondents, about 59.24 were single and 48.37% were having master’s degree. The
social role of 40.22% respondents was employed and having annual income of under
10,000USD. About 64.13% respondents marked on No when they asked about other
income sources. Besides this, majority respondents i.e. 30.43% marked on every six

months when they were asked about frequency of purchases.
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Table 5.1: Respondents Demographics

Variable Category Percentage
Asia 51.09
Continent Europe 48.91
Male 39.67
Gender
Female 60.33
Age Group 15-19 4.891
20-24 40.76
25-30 41.85
Above 30 12.5
Civil Status Single 59.24
Married 35.33
Other 5.435
High School 5.435
Highest education
College 41.85
University
Masters 48.37
PhD 4.348
Social Roles Student 25
Unemployed 4.348
Employed 40.22
Self- 12.5
employed
Junior 6.522
Manager
Senior 7.065
Manager
Other 4.348
Under 40.22
10,000 USD
Annual 10k to 25k 21.74
Income 25k to 40k 20.65
Above 40k 17.39
Other Yes 3.87
Income No 64.13
Source
How Weekly 3.261
Often Monthly 25
Do you Every 6 30.43
month
Purchase Once a year 25
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Never 16.30

5.3. Descriptive Analysis of Variables

Descriptive analysis of variables helps to identify outliners associated among
variables and it also shows the distribution of the data.

Table 5.2: Descriptive Analysis

Variables Mean Std. Skewness Kurtosis
Deviation

Luxury Consumption 2.93 942 309 164

Functional Value 2.97 799 399 .008

Individual Value 2.53 .798 451 549

Financial Value 2.39 T47 075 173

Social Value 3.03 1.01 144 1.107

The mean score of luxury consumption, functional value, individual and financial
value and the social value was 2.98, 2.97, 2.53, 2.39 and 3.035 respectively, which
was in the range of 2.5 to 3.4 that shows high values. Besides this, the standard
deviation for luxury consumption, functional value, individual and financial value
and social value was .94231, .79954, .79885, .74774 and 1.01930 respectively. This
shows that the standard deviation for every item were least which proved that
majority respondents marked on similar items that were strongly agree. Lastly, the
skewness for variables of luxury consumption, functional value, individual value,
financial value, and social value was .309, .399, .451, .075 and .144 which were in
between 0.5 to 1 which shows that the data was moderately skewed. Lastly, the
Kurtosis for luxury consumption, functional value, individual and financial value and
social value were .764, .008, .549, .773 and 1.107 which were closer to 0.
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5.4. Reliability Test

The reliability test is conducted to know the internal consistency in data, which needs
to be in the range of 0.75 to 0.99.

Table 5.3: Reliability Analysis

Variables Cronbach Number of  Results
Value items
Luxury Consumption 821 6 Good
Functional Values 821 10 Good
Individual Values .870 10 Good
Financial Values .860 8 good
Social values .764 6 Good
Total .930 40 Good

Based on table 5.3 it is revealed that the Cronbach alpha value of luxury
consumption was .821, which was above 0.75; thus, this proved that the data was
consistent throughout 6 items. Besides this, the Cronbach alpha value for functional
values was .821, which shows that the data was consistent throughout 10 items. The
Cronbach alpha value for individual value is .870, which was also below 0.75 that
proves that the information was consistent throughout 10 items. Furthermore, 10
values of financial values have the Cronbach value of .860 which indicate the
goodness of variable. The Cronbach alpha value for social value was .764 which was
also above 0.75 that justified that the data was reliable throughout 6 items of social
values. Lastly, the total Cronbach alpha value for 40 items is .930, which was
between the range of 0.75 to 0.99, and it justified that the data was reliable gather as

it was consistent throughout each variable.
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5.5. Normality Test

Test of normality defines about the sample data which either drawn from the normal
distribution or not. The Kolmogorov-Smirnov and Shapiro Wilk test were conducted
to examine the Gaussian distribution in the mean and the variances of each variables
used in the study.

Table 5.4: Normality Test

Kolmogorov-Smirnov?@ Shapiro-Wilk

Statistic df Sig. Statistic df Sig.
Personal AttitudeTowar

) 184 .001 .958 184 .000

dsLuxuryConsumption

155
FunctionalVValue 184 .000 .938 184 .000
IndividualVValues 125 184 .000 .955 184 .000
Financial Values .087 184 .002 974 184 .002
SocialValues 107 184 .000 952 184 .000

a. Lilliefors Significance Correction

Table 5.4 illustrated that the data was abnormally distributed because the sig value
were below 0.05. Based on Kolmogorov-Smirnov the sig value of luxury
consumption was 0.001, functional value was 0.000, individual value was 0.000 and
social value was 0.000. Thus, this proved the assumption of abnormal distribution of
data. Besides this, based on Shapiro Wilk test the sig value of luxury consumption
was 0.000, functional value was 0.000, individual value was 0.000 and social value
was 0.000; which further proved the assumption that the data was non parametric.
Hence, this further lead towards application on non-parametric tests, which includes
Mann-Whitney test for independent t —test to identify mean value of luxury
consumption in two difference continents. Besides this, to analyze impact among
variables the ANOVA testing was performed which include Friedman Test and for

Pearson correlation analysis the Spearman’s correlation coefficient was performed.
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5.6. Spearman’s Correlations Test

The Spearman’s Pearson correlation test is conducted to identify the association
among variables. This test reveals the strong and weak association by examining the
sig value and Spearman’s coefficient.

Table 5.5: Spearman’s Correlation

Personal Function Individu Financial Social
Attitude al Value al values Values Value
Towards
Luxury
Consumpt
ion
Personal Correlation
Attitude Coefficient 1.000 .668 715 .678
Towards .660
Luxury
Consumptio Sig. (2-
n tailed) .000 .000 .000 .000
Functional Correlation
Value Coefficient .668 1.000 707 .654
.548
Sig. (2-
tailed) .000 .000 .000 .000
Individual Correlation
values Coefficient 715 707 1.000 74
.658
Sig. (2- .000 .000 .000
tailed) .000
.678 .654 174 1.000
Correlation .764
Financial Coefficient .000 .000 .000
Values Sig. (2- .000
tailed)
Social Correlation
Values Coefficient .660™" .548™ .658™ .764
1.000
Sig. (2-
tailed .000 .000 .000 .000

Table 5.5 indicate that the sig value for functional value was 0.000 with Spearman’s
coefficient of .668, which shows statistical significance among variables. The
Spearman’s coefficient of individual value was .715 and the sig value was 0.000,

which shows statistical significance among variables. Furthermore, financial value
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statistical Spearman coefficient is .678 with a sig value of .000 which shows the
relationship as well. Lastly, for the variable of social value the sig value was 0.000
with Spearman’s coefficient of .660, which justifies statistical significance among

variables. The below table sum up Spearman’s coefficient test:

Table 5.6: Summary of Spearman’s coefficient

Variables Spearman’s Sig Results

coefficient value

value
Functional VValues .668 0.000 Statistical significance
Individual Value 715 0.000 Statistical significance
Financial Values .678 0.000 Statistical significance
Social values .660 0.000 Statistical significance

5.7 Assumptions for Multiple Regression

Multiple linear regression analysis makes several key assumptions. Such as, ratio of
participant for independent variables, normality of residuals, multi collinearity and

homoscedasticity.

1. Ratio of Participant to Independent Variables

This data set fulfilled the requirement of independent variable ratio. Because, we
have 4 independent variables and ideal requirement for good ratio is 20 respondents
with each variable. With the total number of 184 respondent we are good to analyze

this data. We meet the assumptions for ratio to independent variables.
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3. Normality of Residuals

Normal P-P Plot of Regression Standardized Residual
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Figure 5.1: Normality Plots

Figure 5.1 indicate the normality of residual is abnormal and all of the data is not
near to the normality lines. This clearly indicate that residual of data is abnormal in
our data set.

4. Multicollinearity

Table 5.7: Multicollinearity

Variables Tolerance VIF

Functional Value 326 3.072
Individual Value 213 4.704
Financial Value 230 4.353
Social Value 383 2.612

Tolerance value in table 5.7 indicate that none of the above independent variable is
above 0.9. So that, we met the assumption of independent variable is not highly

corelated.
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Table 5.8: Collinearity Diagnostics

Functional Value

.00
.00
A5
A48

.36

Individual Value Financial Value

.00 .00
.02 .03
.09 .00
.01 .60
.88 37

Social Values

.00
.09
.64
.25

.01

Table 5.8 indicate that there is no multicollinearity among variables and our variables
are not highly corelated or perfectly corelated. This indicates that this data is not
violating any of the assumption. Because each of this independent variable are not
same in each dimension. And they have higher values in same dimensions which

indicate that we don’t have any multicollinearity or singularity in variables. It shows

that we meet the assumption for multicollinearity.

5. Linear Regression
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Figure 5.2: Linear Regression

Figure 5.2 scatter plot indicate that we are meeting this assumption for linear

regression. Because the above scatter plot shows that data is equally distributed

between the mean line and it indicate that random range for positive and negative
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mean range. There is pattern indicated in the scatter plot that does not meet the

assumption for normality.

5. Homoscedasticity

Scatterplot

Dependent Variable: LuxuryConsumption

4

Q
21 o}

(o] [o]
0 o @ =
Foo 2o BESHE , o &
o

Regression Studentized Residual

Regression Standardized Predicted Value

Figure 5.3: Homoscedasticity
Figure 5.3 scatter plot pattern indicate that variance of residuals is not constant and
data is not normally distributed as well. It also indicates residual are not normally
distributed and correlated with the independent variable. It means we do not meet the

assumption for homoscedasticity.

6. Outliers in data

To find out the outliers in data we will analyze Mahala Nobis and Cook’s Distance
Statistical Analysis

1. Mahala Nobis Statistical Analysis:
Residual value statistics data indicate the maximum number of 22.138 and our
degree of freedom is 4. It indicates that any value which is greater than 18.138 is an

outlier in this data.
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2. Cook’s Statistical Analysis:
To find out the extreme value in the data we will use cook’s distance statistics. And
any data which is greater than 1 should be scrutinized or removed from the data. But
our result of .158 indicate that we don’t have extreme value according to cook’s

distance statistics.

5.8 Multiple Regression

Multiple regression is an extension of simple linear regression. It is used when we

want to predict the value of variable based on the value of two or more variables.

Table 5.9: Multiple Regression Model Summary

Model R R Adjusted R Std. Error of Durbin-
Square  Square the Estimate Watson
1 8332 .694 .687 52733 1.842

a. Predictors: (Constant), financialvalue, Functional_Value,
Social_Values, Indivudualvalue

b. Dependent Variable:
Personal_Attitude_Towards_Luxury_Consumption

The aim of multiple regression analysis was to explore the value of two or more
variables. It examines the core relationship among the independent variables and
dependent variables. The multiple regression analysis was conducted to examine the
impact of personal attitude towards luxury consumption and its impact on social
values, functional values, individual values and financial values. From the above
model summary table, it is revealed that the r square value was .694 which shows
69% variances of personal attitude towards luxury consumption on social values,
functional values, individual values and financial values. The value of standard error
was .52733 with the Durbin Watson value of 1.842 which proves positive auto

correlation among variables.
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Table 5.10: Multiple Regression Coefficient Significance

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) .002 154 016 987
Functional Value .470 .086 .399 5.448 .000
Social Values 185 .062 .200 2.990 .003
Indivudual Value .296 103 251 2.871 .005
Financial VValue  .087 107 .069 815 416

a. Dependent Variable: Personal_Attitude_Towards_Luxury_Consumption

Table 5.10 coefficient table revealed about sig values of variable. From the above
table it is revealed that the sig value of functional value was 0.000 which was below
0.05 and it proved the acceptance of hypothesis. The sig value of social value was
.003 which was also below 0.05 and it justified the acceptance of hypothesis. The sig
value if individual value was .005 which is less than 0.05 that revealed the
acceptance of research hypothesis. Lastly, the sig value of financial value was .0.416
which justified the rejection of hypothesis.
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Table 5.11: Multiple Regression ANOVA

Model Sum of df Mean F Sig.
Squares Square
Regression 112.720 4 28.180 101.341 .000°
1 Residual 49.775 179 278
Total 162.495 183

a. Dependent Variable: Personal_Attitude_Towards_Luxury_Consumption
b. Predictors: (Constant), financialvalue, Functional_Value, Social Values,

Indivudualvalue

The above ANOVA table 5.11 reveals the information about model fit. The table
highlights about f value, mean square and sig value. The mean square value was .278
with F value of 101.341. Besides this, the sig value was 0.000 which was below 0.05
and it proved the good model fit.

5.9. Mann-Whitney U Value

Hs: Luxury consumption differs among continents
Table 5.12: Mann-Whitney U Values

Which Continent are N Mean Sum of

you from? Rank Ranks
Personal AttitudeTowa Asia 94 93.54 8793.00
rdsLuxuryConsumptio Europe 90 91.41 8227.00
n Total 184

The Mann-Whitney Test was conducted to know about statistical significance of
mean values in two unrelated groups. This was performed to know the differences
among luxury consumption of groups from two different continents i.e. Asia and
Europe. The findings show that the numbers of respondents from Asia were 94 with
mean rank of 93.54 with sum of rank8793.00. Besides this, within Europe the
numbers of respondents were 90 with mean rank of 91.41, sum of rank 8227.00.
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Table 5.13: Mann-Whitney U values

Personal Attitude Towards

Luxury Consumption

Mann-Whitney U 4132.000
Wilcoxon W 8227.000
Z =272
Asymp. Sig. (2-tailed) .786

a. Grouping Variable: Which Continent are you from?

The Mann-Whitney U value was 4132.000 concludes that the luxury consumption of
Asian respondents was higher than European respondents. (U=4132, p=.786). As the
P value is above 0.5 as a parameter it clearly indicates that luxury value does not

differ among continents.
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6. RESULT

In this study result is focused on some key parameters to identify importance of this
study. This result will further explore the importance of key variables (Functional,
Individual, Financial and Social) Values among various culture. This study is
explored with a categorical parameter like Age, Gender, Social Status, Civil Status,
Education, Income and other source of income which is further distributed among
continents to know about the difference of luxury consumption among various
culture. Role of categorical data is very important to evaluate the data.

This study focused on three key variables, Functional, Individual, Financial and
Social values which is further explored to understand the impact of these variables on
luxury consumption across two important continent Asia and Europe. This study
checks the internal consistency of data among variables with reliability test and all
the statistical parameter indicated as good or reliable significant consistency of data
among all independent and dependent variable. Furthermore, to check the
distribution of data this study uses normality test. In which result indicated that data
in not normally distributed among variables and we have to use non parametric test
further in our study to evaluate the result.

As a non-parametric indicator this study further explored the correlation of the data
with the spearman model. In which statistical data highlighted the significance of
variable and it is further more shows that standard deviation result indicated that
majority of respondents are strongly agreed on similar item as well. Which directly
validate the correlation among variables and its significance to identify the impact of
luxury consumption among various culture. This result also indicate graph of data is
moderately skewed which validate the abnormality of data as we.

In this study Result we also identifies each variable significance for luxury value
consumption by using the statistical references. And it shows that functional value
gives 78 % of variance in luxury consumption which is significantly good to validate
the importance of variable to find the impact on luxury consumption among

continent. Furthermore, individual value also indicated 78 % variance for luxury
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consumption which is also good and validate the variable to find out the luxury value
consumption. Furthermore, Financial value also indicated validity and good relation
to find the luxury with the 71% of variance for luxury consumption. In the last, social
value indicated 68 % of variance for luxury consumption which is relatively low as
compare to other two variables but as the indicator suggested it good enough to
impact the luxury value consumption in this study.

Although when we find the multiple regression it is found that luxury value along
with financial value is having higher significance value which is above 0.05 among
other variables which is less than 0.05. This indicate the issue that financial values
are making this data abnormal and responses from these two predictors are outliners
as well. Additionally, VIF value indicate the multi collinearity of the data. But
tolerance data suggest that financial and social values are slightly in tolerance for the
multi collinearity of the data. Multiple regression also indicated 83.2 % variance of
luxury among the variables. Which is further Durbin Watson analysis result indicated
with a value of 1.822 shows the good relation to analyze the data.

As this study last hypothesis indicated the difference of luxury consumption among
continent. And to identify the difference we use non parametric The Mann Whitney
U Value test and this test result indicated that Asian mean value is higher than a
Europe. Which is furthermore evaluated as P value indicator with a value of .786 to
show that there is no difference of luxury consumption among both continents and
luxury consumption is similar in Asia and Europe.

Furthermore, to find over all mean of variable on luxury we have to use descriptive
analysis which indicated all the variable means are strong to validate the importance
of variables. Which is indicated more by statistical ANOVA test but as a non-
parametric data we use alternative test of Friedmann Test to find the mean of among

variables and the result indicate that the mean is differ among variables.

6.1. Discussion on Hypothesis

e H: = Functional value creates significant impact on luxury consumption

across various continent.

Multiple regression data significance is under 0.05 which indicate the acceptance

of functional value hypothesis in this study.
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e Ho=Individual value creates significant impact on luxury consumption across

various continent.

Multiple regression data significance is under 0.05 which indicate the acceptance of

individual value hypothesis in this study.

e Has= Financial value creates significant impact on luxury consumption across

various continent.

Multiple regression data significance is above 0.05 which indicate the rejection

of financial value hypothesis in this study.

e Hi= Social value creates significant impact on luxury consumption across

various continent.

Multiple regression data significance is under 0.05 which indicate the acceptance

of individual value hypothesis in this study.
e Hs = Luxury Value consumption differ among continent.

The Mann Whitney U value 0.78 indicate that there is no difference among continent
for luxury consumption and this hypothesis is rejected. And both continents have

similar acceptance and motivation for luxury consumption.

6.2. Managerial Implication

This study will help luxury brand managers to make the strategies according to the
result. A fundamental functional value is usually expected for luxurious brands, it
rather means excellence and distinctive functional features that will only be regarded
and appreciated by perfectionist expert consumers who acquire the necessary
knowledge to be able to use these features (Wiedemann et al, 2009:649) it is
suggested that European people are more towards luxury but on the same side Asian
market for luxury in also developing and we cannot neglect Asian consumers of
luxury at all. For the managers to make strategy in any part of Europe and in Asia,
they should have focus on the key social, functional and individual and financial
value to towards luxury. All these factors are equally important for luxury consumers
and they will purchase more luxury product when these all values for the luxury is
satisfied. In the past study suggest that, Asian people tends towards more on

collective approach and functional and social value is more important to them.
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Whereas, in European society they are more motivated with individual approach for
luxury consumption. (Bian & Forsythe, 2012:1443). And they are more towards
function and individual and financial value of the product. So, for managers each
market segmentation should be targeted separately but key value should be focus to
establish the valuable result for the development of luxury brand value in each
continent. And if they market in Asia more with good strategies, they can also
develop good luxury value brands market in Asian markets as well. As compare to
Asian market, European market is established and understand the luxury value
product more for their consumption. But managers should not stop consumers
motivation towards luxury to gain more market share and also to make customer
loyalty for the existing consumers by focusing on all important three variables which
help and equally important to motivate customer towards luxury. It is suggested that,
individual also represent their family friends and relative prestige value as well (Joy,
2001:242).

(Wilcox et al., 2009:250) call for research into the relationship between attitude and
cultural identity both within and across cultures, main idea to is to understand the
purchase behavior of luxury brand and to understand the intention to buy those
brands. Purchase intention exploratory research is to explore the social function
attitude, self- monitoring uniqueness and affective attitude towards the purchase

intention to consume luxury brand among western and eastern culture.

6.3. Theoretical Contribution

It is important for each of the study to contribute in the research world. According to
this study finding suggest that luxury is developing in the current world based on this
particular research future research must consider longitudinal analyses and examine
the connection between brand personality as well as other strategic variables just like
retailer acceptance along with marketing support that will (Volckner & Henrik,
2006:21) stated. According to the result, Asian people consume more luxury value
product then European people. And they have more understanding for the luxury
brand product. But Asian market is also developing with luxury brand value and also
consuming luxury value products. With more detail study and market strategy we can
also motivate Asian consumers towards luxury brands. Because the result suggested

that both continents have same drivers to find the luxury value and all of the three
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(social, functional, individual and financial value) is respectively significant in both
continents to find the luxury value. And both of the continent has all the similarity

among the continent to find the perceptual value of luxury.
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7. CONCLUSION AND LIMITATION OF THE STUDY

After the result it is found that both continents share the similar motivation for the
purchase of luxury and luxury perceived value is similar in both continents as well. It
is found by some of the past literature that this study must identify some key
variables in future study. So, the purpose of the study should be fulfilled and research
will help more in detailed to the managers. And they can make effective strategy and
implement on the luxury consumers. Firstly, this study in focused on continent which
doesn’t illustrate the country buying power. Both of the continent is the biggest in
size and largest in population, and 184 responses cannot justify the result base on
more than 2 billion population in total. Secondly, this study doesn’t demonstrate the
cultural differences as well and we did not even focus on the cultural importance
among continent for the purchase. Because cultural differences can further elaborate
with different religion, norms and beliefs for the purchase of luxury brand. In the
future study we will suggest to implement cultural influence to purchase the luxury
product in the hypothesis for the evaluation. This will help future researchers to find
global perspective towards luxury and validation of the study will help more

appropriate manner to find perceived luxury value.

With this limitation in the study, the study contributes the importance of value
drivers to find out the luxury value in each continent. And this study will add value
towards the importance of three (social, individual, financial and functional) value
drivers in the perceived luxury value among different countries literature. Many of
the past researcher indicate the value and importance of these drivers among
different regions to find the purchase intention of luxury value products. But this
study helps to verify the driver’s value among continent to purchase luxury value.

Most importantly, this study gives future researchers a valid model which clearly
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indicate that there is no difference of luxury value acceptance in each continent. And

it also validates the importance of all three drivers for luxury consumption as well.

This study clearly opens up future research discussion about no difference of
acceptance of luxury among each continent with same three accepted value drivers of
the study. But due to limitation, this study could not implement strategies around the
world due to less number of respondents to validate the huge proportion of
population. Many of the past researches indicated about the cultural importance for
the purchase intention of luxury value. But this can only be validated after the
descriptive study for the purchase intention of luxury brand by adding valuable

drivers importantly cultural factors among these two continents.

Luxury value is as important to the current world, and people are tending to purchase
more with the time. This is possible due to development of economy, which create
leverage for luxury brands to make an impact and to gain more luxury consumers to
gain more profit. It is also suggested that Functional value positively influences the
consumer’s attitude toward the brand extension. And consumers are more positive
behavior toward parent brands’ personality will be the strong methods to produce
brand extension flourishing. Brand personality also may very well be one of

resources to let reduced similar brand plug-ins successful.

Highlighting the functional value of the frame work, it is found that the individual
effect by consumers on the attitude of luxury value consumers and this also impact
the social value of the individual attitude as well. Result shows a good relationship
between functional and social value on the purchase of luxury value product. These
both factors are really important and impact the behavior and influence to purchase
more. Furthermore, purchase behavior is also driven by the individual emotions and
financial ability to purchase the luxury brand as well. This study expands the
formation of perception of consumer for luxury consumption across cultures. And
the finding suggest that Asian consumers relatively higher consumption of luxury

and they have better understanding of luxury value among continents.

World is flat(Friedman,2005), globalization is gaining strength among cultures and
people are more likely to think on the same dimension as compare to the past two

decade, and importantly, there is a lot of criticism of in current world on the Hofstede
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dimension and it is really difficult to predict the future of Hofstede study to be really
important in the current decade. Because of the evolving globalization and strong
cultural impact. (Shubhrabahal & Dave, 2018:37). Past researchers focusing on the
Asian culture in past decade, (Schwartz, 1999:25) was criticizing on the value

addition of the Hofstede dimension adaptability in current decade.

This study identifies the purchase perceived value by consumers of the luxury brand
and it also observe the importance of social functional attitude of consumers toward
the luxury brand. and it also found that perceptual value of consumers will increase
with the consistency of values and goals of the product. (Cynanthia et al., 2016:383).
It also suggests that, consumers are more purchasing luxury products because of the
social-functional effectiveness. Not only this, consumers tend to purchase more
luxury products in any culture because of the social image and consistent with their
in fundamental belief of the luxury product. And these socio-functional impact
directly and indirectly for the purchase of luxury value product.

Furthermore, these all variables are having so much effect on luxury purchase. And
these have a powerful and dominant impact on the perceived value and these are
playing an important facilitating role for the driving attitude and purchase intention
of the luxury value product. Therefore, supporting the social functional value on
individual value on motivating the purchase intention of luxury value product will
benefit managers to make strategic plan for luxury consumption in Asian and

European market.

Exceptional quality of luxury product is not enough to encourage the luxury
consumers to purchase. They must have to emphasize on building the brand image
and internal belief of the luxury value consumers. Because in a globalize world,
luxury is more likely to be purchase when the product is aroused and they feel to
own luxury which reflect their esteem and wealth. Emotional attachment or
association with the luxury brand is vital in a consistency of luxury brand. Other than
this, luxury product should convey the meaningful high quality with the feeling of
pleasure into it. Luxury stores must generate ambience and positive energy feeling

that emphasis on the pleasant experience to motivate the purchase of luxury product.

Individual value characteristics is as important as social functional attitude towards
perceived value or purchase intention of luxury product. It is suggested that

consistent functional value impact on individual for the provoke of purchase of
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luxury value. This is really important for the market managers to understand the
importance to self-presentation by transiting the unique image in a social group of
luxury consumers. Highlighting the uniqueness of the luxury brand is an effective
tool to motivate individual to purchase the product. Luxury product marketing
campaign help luxury brands to adopt elite group of people in less consuming market
and focus on the specific social group of individuals and differentiate them from

other group of people.

Table 7.1: Comparison

Author Name Topic of the Topic Findings My Study Findings
Study
(Cynanthiaetal., Cross-cultural “Consumers are more purchasing In my study it was found
2016:383) study: Value luxury products because of the  that, peer factor influences in

perception on social-functional effectiveness. the purchase of luxury
fashion luxury Not only this, consumers tend to product. And consumers
purchase purchase more luxury products inwant to put good impression
any culture because of the social on the others as well.
image and consistent with their  Consumers are tending to
in fundamental belief of the purchase current trend
luxury product. And these socio- fashion product. And societal
functional impact directly and  impact more on consumer to
indirectly for the purchase of make the purchase decision
luxury value product.”

(Srinivasan, A Study of the “Luxury market is heterogeneous Quality, new fashion,
2015:110) antecedents of and the role of product pleasant and social
purchase decision characteristics plays an importanteffectiveness is key to luxury
of luxury brands role. Thus, it is the marketer’s ~ consumer. And they will
duty to consider individual consume more luxury
differences in evaluating luxury product when a product meet
values and provide them productsattribute needs of consumer.
which satisfy their
requirements.”

(Shukla & Purani, Comparingthe UK consumers' overall luxury It is found in the study that

2012:1423) importance of value perceptions are both European and Asian
luxury value significantly influenced by continent have almost similar
perceptions in functional value and they are value perception for the
cross-national expressive towards the luxury  purchase of luxury product.
contexts perceptions. Whereas, Indian And importantly no

consumers heavily rely on difference is found in the

Societal pressure or impact by  result between both

society. The collectivist psyche continents. It suggests to

of the society in luxury market managers to make

consumption is seen as a means functional value strategies

to achieve social recognition mayfor European market and

explain Indian luxury purchase social value will impact more

behavior. in Asian markets in future
strategy. And also motivate
the current consumer and
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make effective strategy for
new consumers.
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Questionnaire is simulated from the study Consumption of Luxury Fashion
Brands: The Motives of Generation Y Consumers in China (M W Sun, 2011:
107-115)

QUESTION 1:

DO YOU BUY FASHION BRANDED PRODUCTS, SUCH AS VERSACE,
GUCCI, CHANEL, PRADA, CALVIN KLEIN, DOLCE GABBANA, FENDI,
RALPH LAUREN, VALENTIONO, HERMES, MOSCHINO, DKNY, TOMMY
HILFIGER, LOUIS VUITTON, ESCADA, TIFANNY, ELIZABETH ARDEN,
ADIDAS, DIESEL, BENETTON, GUESS ETC ?

@ YES
@ NO

QUESTION 2: HOW OFTEN DO YOU PURCHASE LUXURY FASHION
BRANDED PRODUCTS?

@ WEEKLY

@ MONTHLY

@ EVERY 6 MONTHS
@ ONCE A YEAR

@ NEVER

QUESTION 3:
YOUR PERSONAL ATTITUDE TOWARDS LUXURY CONSUMPTION

1. I think a luxury brand with a high price means a good quality compared to other

brands.
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Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ @ @

Strongly Disagree
@

2. | think a luxury product can fetch a good resale value.

Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ O O

Strongly Disagree
@

3. I think investment in luxury product is worth its retail price.
Strongly Agree Agree Neither agree nor disagree.  Disagree
@ @ @ @

Strongly Disagree
@

4. | have less desire towards luxury brands products when mass quantities of people
consume the same product as me.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ O )
Strongly Disagree
@

5. It is mostly up to me whether or not | am going to purchase a luxury brand in the
future.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ @ @
Strongly Disagree
@
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6. | feel like acquiring more luxury products in future.

Strongly Agree Agree Neither agree nor disagree.

Strongly Disagree
@

1. Functional Value

1. In my opinion luxury is really useless.

Strongly Agree Agree Neither agree nor disagree.

Strongly Disagree
@

2. In my opinion, luxury is just swanky.

Strongly Agree Agree Neither agree nor disagree.

Strongly Disagree
@

3. In my opinion, luxury is pleasant.

Strongly Agree Agree Neither agree nor disagree.

@ @ )
Strongly Disagree
@

4. In my opinion luxury is old fashioned.

Strongly Agree Agree Neither agree nor disagree.

Strongly Disagree
@

5. In my opinion, luxury is good.
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Disagree
@

Disagree
@

Disagree
@

Disagree
@

Disagree
@



Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ O O
Strongly Disagree
@

6. A luxury product cannot be sold in super markets.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ O O
Strongly Disagree
@

7. A true luxury product cannot be mass produced.
Strongly Agree Agree Neither agree nor disagree. ~ Disagree
@ @ O O
Strongly Disagree
@

8. l'am inclined to evaluate the substantive attributes and performance of a luxury
brand myself rather than listening to other opinions.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ O O
Strongly Disagree
@

9. Luxury brands are preferred by many people, but that does not mean quality
standards will never enter into a purchase consideration.
Strongly Agree Agree Neither agree nor disagree. Disagree

@ @ @) @)

Strongly Disagree
@
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10. I buy luxury brands to satisfy my personal need without any attempt to make an
impression on other people.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ ) ()
Strongly Disagree
@

2. Individual Value:

1. I never buy a luxury brand inconsistent with the characteristics with which |
describe myself.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ @ @
Strongly Disagree

2. The luxury brand | buy must match what and | really want and who | really am.
Strongly Agree Agree Neither agree nor disagree. ~ Disagree

@ @ @ @
Strongly Disagree

@

3. My choice of luxury brands depends on whether they reflect how I see myself but
how others see me.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ @) @)
StronglyDisagree
4. | hagp all I really need to enjoy life.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ @ @
Strongly Disagree
@
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5. Purchasing luxury brands can be seen as giving gifts to celebrate an occasion that |
believe is significant to me.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ O O
Strongly Disagre
@

6. On the whole, | may regard luxury brands as a gift | buy to treat myself.
Strongly Agree Agree Neither agree nor disagree. Disagree

@ @ O O
Strongly Disagree

7. When in a bad mood, | may buy luxury brands as a gift for myself to alleviate the
emotional burden.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ @ @
Strongly Disagree
@
8. Luxury brands are one of the sources of my own pleasure without regard to the
feelings of others.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ O @)
Strongly Disagree
@

9. | can enjoy luxury brands entirely on my own terms no matter what others may
feel about them.

Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ @ @

Strongly Disagree
@

10. For me as a luxury consumer, cultural development is an important motivator.
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Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ O O
Strongly Disagree
@

Financial Value:

1. My life would be better if I owned certain things I don’t have.
Strongly Agree Agree Neither agree nor disagree. ~ Disagree
@ @ @ @
Strongly Disagree
@
2. I’d be happier if I can afford to buy more things.
Strongly Agree Agree Neither agree nor disagree.  Disagree
@ @ @ @
Strongly Disagree
@
3. It sometimes bothers me quite a bit that I can’t afford to buy all the things I’d like.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ @ @
Strongly Disagree
@
4. | enjoy spending money on things that aren’t practical
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ O O
Strongly Disagree
@

5. 1 usually buy only the things I need.

Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ O @

Strongly Disagree
@
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6. Buying things gives me a lot of pleasure.

Strongly Agree Agree Neither agree nor disagree. ~ Disagree
@ @ @ @

Strongly Disagree
@

7. The purchase of luxury brands provides deeper meaning to my life

Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ O O

Strongly Disagree
@

8. Self-actualization is an important motivator for my luxury consumption.

Strongly Agree Agree Neither agree nor disagree.  Disagree
@ @ @ @

Strongly Disagree
@

3. Social Value:

1. I like to know what brands and products make good impressions on others.

Strongly Agree Agree Neither agree nor disagree. Disagree
@® @® @ @

Strongly Disagree
@

2. | usually keep up with style changes by watching what others buy.

Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ @ @

Strongly Disagree
@
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3. Before purchasing a product it is important to know what kinds of people buy
certain brands or products.
Strongly Agree Agree Neither agree nor disagree. Disagree

@ @ @ @

Strongly Disagree
@

4. Before purchasing a product it is important to know what others think of people
who use certain brands or products.
Strongly Agree Agree Neither agree nor disagree. ~ Disagree
@ @ @ @
Strongly Disagree
@

5. Before purchasing a product it is important to know what my friends think of
different brands or products.
Strongly Agree Agree Neither agree nor disagree. ~ Disagree
@ @ @ @
Strongly Disagree
@
6. | actively avoid using products that are not in fashion.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ @ @

Strongly Disagree
@

7. If 1 were to buy something expensive, | would worry about what others would
think of me.
Strongly Agree Agree Neither agree nor disagree. Disagree
@ @ @ @
Strongly Disagree
@
Personal Information:

1. Which continent are you from?
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Asia

Europe

Africa

North America

Australia

South America

2. What is your Gender?

3. What is your Age group?
@ 15-19

@ 20-24

@ 25-30

@ Above 3

4. What is your Civil Status?
@ Single

@ Married

@ Other

5. What’s your highest education
@ High School

@ College/University

@ Post Graduate

@ Masters

@ PhD

6. Which of the following is the most appropriate to describe your social roles (
ChooseONE option) ?

@ Student

@ Un Employed

@ Employee

@ Self- Employed

@ Junior Manager
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@ Senior Manager
@ Entrepreneur
@ Other.

7. What is your annual family income? (in $)

@ler 10K
@ 10K-25K
@ 25 K-40K

A@pve 40K

8. Do you have other sources of income, e.g. stock investment, dividend, or other

Appendix 2: Ethics Approval Form
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