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Abstract-This is one of the first investigations of consumastivations for purchasing luxury brands in Indéa,
country with an emerging middle class. It idessfifour dimensions of luxury benefits for segmentinarkets.
These include the financial, functional, persomaal] social benefits of luxury value. Using datdextied from 329
respondents in Mumbai the study identifies ninexuty factors for purchase behaviour. These wews usr

classifying respondents into three behavioural ssgmusing cluster analysis. The first segmentaggpto buy
luxury goods primarily for their snob appeal, tlee@nd segment for their prestige appeal, and tine tbr their

value appeal. The results show that while many waoess may buy the same luxury goods, their motiwatifor

doing so differ. The findings should help marketeilor their messages to specific luxury-seelsagments.

Index terms. Consumer behaviour, luxury, market segmentation

1. INTRODUCTION : spending again, the Boston Consulting Group

People have sought luxury in various forms singe tifecommends that luxury brands should concentrate
beginning of civilization. Luxury consumption playe their efforts on emerging markets, such as the BRIC
an important role in ancient empires and remain@ountries, (Luxury Daily, 2013).

important modern societies. In traditional civilizens

characterized by clearly delimited social claséesyry ~China and India share a similar history with resgec
was limited to aristocratic classes. As such, lyxuas the availability of luxury goods. Luxury goods tha

been defined as goods that only the wealthier esagé Were commonplace suddenly vanished due to political
society can afford to buy. factors such as closed borders, government diseglpro

of luxuries and price inaccessibility. Now that Hbot

However, increasing social mobility and accompagyincountries have open borders and burgeoning middle
increases in purchasing power among more segméntscéisses, many Chinese and Indians are able todaffor
society has led to what Wong and Ahuvia (1998lxury products (Danziger, 2005; Thomas, 2007).
described as the ‘democratization’ of luxury.Chadha and Husband(2006) dicuss such political and
Democratization has made a wide variety of luxurfiistorical affects on luxury consumption by expiag
goods accessible to up-and-coming market segmen#at consumers are motivated to buy luxury products
Such accessible or mass luxury targets the middgsc With great enthusiasm as a means of self-expressidn
rebelling against the subjugation of the past.
In recent decades, most upward mobility and grawth
luxury consumption has occurred outside developethe Indian luxury market is expected to grow by 50
economies in Western Europe per the research frofyer the next 5 years fuelled by the dynamic lifiest
A.T. Kearney (Luxury Daily, 2013). China is theof traditionally wealthy people alongside the noave
leading market for luxury brands along with North'iche. According to the ‘India Luxury Trends (2012)
America , Japan and the developing BRIC econonfies tgport’ by Technopak, over the past decade, theind
Brazil, China, India, and Russia. The emerging heidd €conomy grew by USD $ 975 million and is expected t
classes of these four countries account for mucthef add twice that amount over the next decade. By 2020
growth in the global luxury market. In addition tiee India’s economy will rival developed countries likee
BRIC countries, other emerging economies such a#nited Kingdom, France or Italy.
Chile, Uruguay, and Georgia are proving to be valea The number of Indian millionaires has grown ovee th
global retail markets for luxury brands where thepast decade (and is expected to grow throughout the
should currently be focusing their attention, adany hext) fuelled by a robust economy, resurgent stock
to one of the panels at the Luxury Briefing Wealtinarket and keen entrepreneurial drive. Recentlg, th
Summit 2011. Since U.S. consumers are yet to stafgmber of Indian millionaires doubled from one y&ar
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the next. India ranks 12th amongst the countriesniga meaning is determined by personal and interpersonal
the maximum number of high net worth (HNI)motives and is therefore primarily built on consume
individuals and is second only to Hong Kong in tasim perception (Vigneron and Johnson, 2004).
growth rates of this consumer segment.

As luxury goods have been sought by a wider swéth
The growth in luxury consumption is not limited tosociety through democratization (Wong and Ahuvia
India’s millionaires. The 2011-12 Technopak studyl998) , defining luxury has become more complex.
reported that there are more than two million India(Shukla. 2010). Dubois (2004) defines ‘luxury’ as
households with incomes exceeding US $100,000s Ttspecific (i.e. higher-priced) tier of offer in alstoany
number is expected to grow by an annual rate of 13fpsoduct or service category. This is but one of ynan
over the next several years. Another fast-growindefinitions of luxury. Some researchers have tried
segment of Indian households earn between US cépture the essence of luxury by focusing on price-
50,000 and $100,000. Together, these two middiesclaquality relationships whereby higher prices signal
are expected to drive the 20% annual growth in thexury. Horiuchi (1984), Dubois & Laurent (1994),
luxury sector which is expected to reach US $ 6.Bantzalis (1995), Dubois & Paternault ( 1997), \Wé&n
Billion by 2015, more than double its current valofe Ahuvia (1998) have written about the high price of
US $3 billion . Figure 1 shows that Luxury assetfuxury brands as an important attribute. Othersehav
currently comprise the largest share of the luxurframed luxury in terms of uniqueness. From an
market at 65%, followed by services at 22% andxperiential standpoint, Kapferer (2005) definesuhy

products at 13%. goods as those that provide extra pleasure befiat
--------------------- all senses at once. Several other researchers fotus
Refer Fig. 1 exclusivity dimension and argue that luxury evokes

Given its enormous growth potential in the foresbea sense of belonging to a certain elite group. Péistza
future, it makes sense to study India’s emergingity  (1995) and Dubois & Paternault (1997) have
market. Beyond segmenting the Indian market b§mphasised on exclusivity and uniqueness of luxury
income (millionaires versus the simply rich) it isbrands. Wikipedia (2013) describes how manufactured
important that marketers understand other dimessiofroducts attain luxury status through superior giesi
along which the Indian luxury goods can be segmientéluality, durability and performance. Aaker, 1991;
and targeted. That is the purpose of this study. Quelch, 1987; O’Cass and Frost, 2002; Vigneron and
begins with a literature review focusing on howdnx Johnson, 2004 and Horiuchi (1984), Dubois and
has been and continues to be redefined, the ways Ligurent (1994), Dubois and Paternault (1997) have
which luxury consumption behaviour and itsemphasised on the high quality of luxury brands. It
antecedents have been studied, as well as schieatas $eems as if every category of goods available tredlia
have been used to segment luxury markets. This ligxury tier of products which are marked by better
followed by an empirical behavioural segmentatiofjuality, aesthetics, durability and performance.
study based on a survey of 329 Indian consumets. |
concludes with a discussion of managerial implaratj Han, Nunes, and X. Dréze (2011) studied the rot th
limitations, and directions for future research. luxury brands play in signaling status. Their exsh
found that some people buy luxury goods and usenth
as status symbols to show off their purchasing powe

2. LITERATURE REVIEW The products themselves may not necessarily offer
better quality or performance or looks. Ratlibey
I. Defining Luxury buy them because others recognize them as symbols o

Luxury is an abstract concept that means differenyealth and success, Such conspicuous consumgtion i
things to different people across different culsure commonly exhibited through the purchase of luxury
Vigneron and Johnson (1999) suggested the definiti¢yehicles, watches, jewellery, designer clothingshya,

of luxury as highest level of prestigious brand@s well as large residences and mansions. Braun and
encompassing several physical and psychologic¥¥icklund, 1989; Hong and Zinkhan, 1995; Bagwell and
values. Dubois and Laurent (1994) and Dubois et #ernheim, 1996; and Corneo and Jeanne, 1997 have
(2001) found that consumers’ attitudes towards th@aid that conspicuous consumption is an important
concept of luxury vary considerably. Luxury product attribute of luxury brands.

fulfil not only functional but also psychologicakeds

(Dubois et al., 2001). Since the concept is subjectt 1l. Dimensionalising Luxury:

has been defined differently by different peoples |
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Wiedmann et al. (2009) developed a luxury value ehodconsumers seek brands that are available in more
useful for studying the relationship between valuselective or exclusive retail outlets.
perception and luxury consumption. Their model
includes four luxury value dimensions: financialue (c) Several researchers have studied the sociakvafl
functional value, individual value and social valueluxury consumption . Vigneron & Johnson (1999),
Financial value concerns the amount of money iregest Wiedmann et al (2009), Han et al (2010) have studie
in luxury consumption. Functional value relateghie the social orientation of luxury brands. Such abci
usefulness of the luxury product. Individual valuevalue has two sub-dimensions: snob value and peesti
captures the personal expressiveness and idetitifica value. People seeking snob value derive value from
with luxury brand. The fourth dimension social \&lis buying scarce luxury goods that others cannot acces
used to explain how purchasing luxury goods affectBrestige seeking consumers seek to conform to
ones standing with respect to social groups. Td8s aspirational groups that consume such luxury gdods
dimension encompasses the snob and prestige appemmonstrate that they belong to this group. Leiteéns
of conspicuous consumption of luxury goods. (1950) and Mason (1981,1995) have focused on snob
effect and bandwagon effect. Braun and Wicklund,
Different authors have addressed different comlmnat 1989; Hong and Zinkhan, 1995; Bagwell and Bernheim,
of these luxury value dimensions. 1996; and Corneo and Jeanne, 1997 have said that
(a) Several authors have studied the financial evaliconspicuous consumption still plays a significaatt pn
people derive from buying products they believeeath shaping preferences for many products which are
cannot afford. Horiuchi (1984), Dubois & Laurentpurchased or consumed in public contexts. Bourne
(1994), Pantzalis(1995), Dubois & Paternault (799 (1957) and Mason (1981 and 1992) have focuseden th
Wong & Ahuvia (1998) have written about the highinfluence of reference groups on the consumption of
price of luxury brands as an important attribute. prestige brands and found that the conspicuoussfess
product was positively related to its susceptipilib
(b) Others have studied luxury consumption from theeference group influence.
perspective of the functional value luxury goods(d) Individual value: This dimension representg th
provide. Simply stated, some people buy luxury goodaspect of consumer’'s personal point of reference
because they believe they offer superior qualitg antowards luxury consumption as well as addressing
perform better, that they are more user friendtynore personal value (Danziger, 2005). Lipovetsky & Roux
unique than their non-luxury-brand competitors. 8om(2003) and Geerts & Veg-Sala (2011) have studied t
researchers have shown that some consumers psrsonal oriented consumption of individuals aniteda
luxury brands that they perceive as offering bettdt as emotional luxury. Self-identity, materialtstand
quality and performance. Reasons consumers bbagdonism values can be associated with this diroensi
luxury brands is for the superior quality refleciadhe Self-identity value: Self-concept can be definedaas
brand name. Luxury brands are supposed to offéotality of an individual's thought and feelings \liag
greater product quality and performance than nomeference to him as an object” (Rozenberg, 19795 |
luxury brands (Aaker, 1991;Quelch, 1987; O’Cass anah individual's opinion of one’s own ability, lingition,
Frost, 2002; Vigneron and Johnson, 2004). Othave h appearance and characteristics, including one’s own
shown that perceived usability value drives purebas personality (Graeff, 1996). Consumers want to know
luxury goods. For example, Horiuchi (1984), Duboisvhether the image of the luxury matches with their
and Laurent (1994), Dubois and Paternault (199¥¢ haaccomplishments and success. Consumers may use
said that the product should have the best qualitiyxury items to integrate symbolic meaning intoithe
should have good craftsmanship, should be prefgrabbwn identity (Vigneron and Johnson, 2004). Bellakt
hand made and not mass produced. Still others ha{@#982), Kohli & Thakor (1997), Bell et al (1991have
focused on the uniqueness value of luxury brands. Fstudied the ‘self-identity’ value of luxury brands.
some consumers, the rarer or more unique a brand l4aterialistic value: Richins (1994) divides matésia
the more value it symbolizes, (Sun, 2011). Pardzalinto three parts: centrality, happiness and success
(1995) and Dubois & Paternault (1997) haveCentrality indicates that luxury possessions play a
emphasised on exclusivity and uniqueness of luxumgentral role in the lives of materialists. Happmésthe
brands. Veblen (1899) and Mason (1981) have writtdpelief that owning the right possessions leads édi-w
about conspicuous consumption of luxury branddeing and materialists believe that success can be
Leibenstein (1950) and Dubois & Laurent (1994) havpidged by the things people own. Chaudhury &
written about the snob effect of luxury brands. lwyx Majumdar (2006) have emphasised on the materilisti
value of luxury brands. He said that consumers are
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motivated to buy luxury brands because of theindividual, functional, and social components, the
materialistic value. authors extracted eight factors. They then cludtere
Hedonic value: Several definitions of luxury haveeb consumers into segments based upon differencdsein t
given highlighting characteristics such as comfortperceptions of luxury value.

beauty (Dubois and Czellar, 2002) and pleasure

(Kapferer, 1997). This shows that consumers may be a similar study, Shukla (2013) defined segmefits
attracted to luxury products because of a positivieixury consumers with his so-called 4P classifmrati
emotional experience. Emotional responses to luxuigcluding the following:

have been identified in research on the semiotits o

luxury. These include aesthetic beauty, enjoymert a Patricians - super-rich consumers paying a prenfarm

sensory pleasure as per Wiedmann et al., 2009. &harinconspicuously branded products.
Wertenbroch (2000) and Tynan et al (2008) havBarvenus — the nouveau riche consumers who show off
written about the hedonic value of luxury brands. by purchasing conspicuously branded products

Poseurs — non-rich consumers buying fake goods to
In emerging economies like India and China, we heaveshow off pretending they belong to the luxury class
rapidly rising class of new-rich people who want tdProletarians — non rich consumers who cannot afford
purchase luxury brands. They want to belong tostire Iuxury goods and don’t use brands to show off.
called high status group and show off their newly
acquired wealth. They want to purchase luxury bsandSuch a segmentation schema can be used to study the
which express their individuality, are unique angt p purchase behaviour of luxury customers especially i
them in a different league as compared to the raiddemerging BRIC economies where the number of high
classes. Their purchase of luxury brands is infteen net worth individuals has been increasing overlfse¢
by all the above dimensions of luxury value, namelfew years.
financial value, functional value, social value and
individual value. 3. GAP ANALYSIS: There have many studies done on
motivations for luxury purchase behaviour and
De Barnier et al (2006) analyzed consumer perceptiodimensions for luxury value abroad but not muchlkwor
of luxury in three countries: France, Russia and thhas been done in India in this regard. Hence thjmep
United Kingdom. Their findings revealed four luxurytries to find the motivations leading to the puma
dimensions common to respondents in all threlbehaviour of luxury brands and to understand the
countries. These were aesthetics, premium qualitgljifferent luxury value perceptions among consuniers
product personal history, and expensiveness. Thditumbai. The study is also needed to find consumer
findings suggest that respondents in all three tasn segments by using the functional, financial, indial
are motivated to consume luxury goods for selfand social dimensions of luxury validalue for money
pleasure. Their study also suggests cross cultufas not been studied as a dependent variable wiiich
differences. For example, they show that the Frenadepend on financial, functional, individual and isbc
were motivated by aspiration and the conspicuowssnedimensions of luxury value. This is an area which
of the product, the British were motivated byprovides further scope for research.
functionality and luxury atmospherics , while the
Russians were primarily motivated by functionality. 4. IDENTIFICATION OF VARIABLES : Here we
try to understand the important luxury value dimens
which influence purchase behaviouBo purchase
lll. Luxury Segmentation behaviour is the dependent variable and thedifferent
dimensions of luxury value (like financial value,
Another stream of the luxury consumption literaturéunctional value, social value and individual v3laee
focuses on segmenting the luxury market by consumée independent variables.
motivations. For example, Teimourpour et al (2012People buy luxury brands so that they can belorthdo
identified four segments of luxury seekers in Iranthigh society’ group and to show that they haverbee
materialists, social status consumers, rationauryx successful in their lives. They derive hedonic and
consumers, and non-luxury consumers. Using dedimiti materialistic pleasure on purchase of luxury brazols
of luxury, including individual, functional, and cal show that they buy brands which set them apart from
components, the authors identified four differeygets others. Hence we are trying to study how the luxury
of luxury seeking consumers. The authors began l@ymensions like financial value, functional valsecial
factor analyzing a multi-item scale containing
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value and individual value influence the purchasaddresses the actual price of these products. Wietava

behaviour of luxury brands. understand whether financial value is a significant
dimension of luxury value.
5. DEVELOPING THE THEORETICAL Ho: Financial value is not a significant dimension

CONSTRUCT : There are four main key dimensions of of luxury value

luxury value perception which influence purchase H1: Financial value is a significant dimension of

behaviour of luxury brands. These are financiaugal luxury value

functional value, social value and individual value The study by Wiedmann et al (2009) has shown that
financial value is an important dimension of luxury

The first dimension iginancial dimension. It is related value. We want to test whether this is applicableur

to monetary aspects of luxury consumption and #tudy.

addresses the actual price of these products. (i) Uniqueness value: Exclusivity and uniqueness is

The second factas functional dimension. It focuses on one of the important characteristics of a luxurgra.

the core benefits and basic utilities of the pradiibis We want to understand whether uniqueness value is a

factor explains the perceivedniqueness and the significant dimension of luxury value.

perceivedquality dimensions. Ho: Uniqueness value is not a significant
The third dimensions individual dimension, which dimension of luxury value

shows the consumers’ personal point of reference H1: Uniqueness value is a significant dimension
towards luxury consumption. of luxury value

The last dimension isocial dimension. It reflects the The study by Wiedmann et al (2009) has shown that
perceived value of consumers towards the luxuryniqueness value is an important dimension of xur
products within a certain social group, which mighvalue. We want to test whether this is applicableur
have a strong impact on the evaluation and ingbnat study.
to consume luxury brands. Theperceived (iii) Quality value:. Consumers may associate luxury
conspicuousness, snob value and prestige value fits into  products with superior brand quality so that they
the last dimension. perceive more value from them. We want to undedstan
whether quality value is a significant dimension of
Considering these four main luxury dimensions intduxury value.

account, we have proposed the theoretical modelisho Ho: Quality value is not a significant dimension of
in Fig. 2 (shown in annexure). luxury value

H1: Quality value is a significant dimension of
Refer Fig. 2 luxury value

The study by Wiedmann et al (2009) has shown that
quality value is an important dimension of luxuglwe.

6. OBJECTIVES: We want to test whether this is applicable in dudsg.

(i) To understand the different luxury value (iv) Usability value: The core benefit of a product or
perceptions among consumersHere we have service can be seen in its usability for satisfying
identified four important luxury dimensions namely consumer needs. We want to understand whether
financial value, functional value, social value and usability value is a significant dimension of luyur
individual value based on our literature review. We  value.

want to study how these luxury dimensions influence Ho: Usability value is not a significant dimension
the purchase behavior of luxury brands for luxury of luxury value

consumers in Mumbai. H1: Usability value is a significant dimension of
(ii) To try to segment the consumers based on the luxury value

luxury value dimensions Here we will use cluster The study by Wiedmann et al (2009) has shown that
analysis to segment the customers based on theyluxu usability value is an important dimension of luxury
value dimensions. The characteristics of luxury value. We want to test whether this is applicableur
customers will vary from one cluster to the other. study.

Accordingly, luxury brand companies can cater ® th  (v) Shob value: People want to purchase luxury products
requirements of customers in each cluster by using  because they are scarce and not easily availabée. W

different strategies. want to understand whether snob value is a sigmific
dimension of luxury value.
7. HYPOTHESIS: (i) Financial value is related to Ho: Snob value is not a significant dimension of

monetary aspects of luxury consumption and it luxury value
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H1: Snob value is a significant dimension ofindicates that luxury possessions play a central iro
luxury value the lives of materialists. Happiness is the betledt
Snob value has not been considered in the previoowning the right possessions leads to well-beind an

studies as observed in the gap analysis. Henceam¢ wmaterialists believe that success can be judgethéy

to test whether this is applicable in our study. things people own. We want to understand whether
(vi) Prestige value: This isthe pursuit of status through materialistic value is a significant dimension okdiry
consumption of luxury brands. People want to canfor value.

to those groups who possess such products andtavant Ho: Materialistic value is not a significant

be different from those groups who do not possash s dimension of luxury value
products. We want to understand whether prestigesva H1: Materialistic value is a significant dimension
is a significant dimension of luxury value. of luxury value
Ho: Prestige value is not a significant dimensiofhe study by Wiedmann et al (2009) has shown that
of luxury value materialistic value is an important dimension ofuoy
H1: Prestige value is a significant dimension ofalue. We want to test whether this is applicahleur
luxury value study.

The study by Wiedmann et al (2009) has shown that
prestige value is an important dimension of luxurg. RESEARCH METHODOLOGY
value. We want to test whether this is applicahleiur To measure the underlying dimensions of consumers’
study. luxury value perceptions, in this study we haveduse
already existing tested measures (Dubois and Lauren
(vii) Self-identity value: Self-concept can be defined as1994; O’'Cass and McEwen, 2004; Richins and Dawson,
a "totality of an individual's thought and feelingaving 1992; Tsai, 2005; Tiaet al., 2001; Wiedmanret al.,
reference to him as an object” (Rozenberg, 1979% | 2009) and generated various items based on the
an individual’'s opinion of his /her own ability, literature review. The important components of kyxu
limitation, appearance and characteristics, incigdi value dimensions were considered for constructing
one’s own personality. We want to understand whethguestionnaire items. A questionnaire consistingsof
self-identity value is a significant dimension afury items was responded by 329 respondents. The puoffile
value. respondents is shown rable 1
Ho: Self-identity value is not a significant
dimension of luxury value
H1: Self-identity value is a significant dimensio Refer Table 1
of luxury value
The study by Wiedmann et al (2009) has shown th&ife conducted the KMO and Bartlett's test and the
self-identity value is an important dimension okdoy  Kaiser-Meyer-Olkin Measure of Sampling Adequacy
value. We want to test whether this is applicabl®ur is coming a®.851which is greater than 0.7. This shows
study. that thesample is adequatdo conduct the study. This
is shown inTable 2.
(viii) Hedonic value: Consumers may be attracted to
luxury brands because of characteristics such &efer Table 2
comfort, beauty and pleasure. This shows that
consumers are looking for a positive emotionalhe study uses a two-stage procedure. In the dast,
experience. We want to understand whether hedortite major purpose is to determine the important
value is a significant dimension of luxury value. dimensions of luxury. For this purpose, factor gsisl
Ho: Hedonic value is not a significant dimensioris performed on 42 items in the questionnaire and
of luxury value nine -factor solution is obtained. In second pauster
H1: Hedonic value is a significant dimension ofanalysis is used to classify respondents basechen t
luxury value nine known factors. The variables used were adagded
The study by Wiedmann et al (2009) has shown th&bllows: quality value, hedonic value, uniquenesfue,
hedonic value is an important dimension of luxurwsability value, self identity value, prestige valisnob
value. We want to test whether this is applicabhleur value, financial value and materialistic value.
study.

9. SAMPLE CHARACTERISTICS AND DATA
(ix) Materialistic value: Materialism can be divided into COLLECTION: The sample of respondents were
three parts: centrality, happiness and succesdrdlign taken from Mumbai and consisted of both genders, ag
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ranging from up to 25 years to more than 50 yeeiey II. |dentifying the important luxury dimensions which
were people of different educational backgroundsnfluence purchase behaviour of luxury brands:
occupations, income groups, marital status anficcording to the factor analysis results, a nireetdr
religions. The sampling procedure used for the ystudsolution which explains 56.2 % of total variancedia
was simple random sampling technique. Responderitsms was obtained. All items grouped meaningfully
were asked to express their agreement/disagreemértb the factors with high loadings. Factors witgem
with statements on a five-point Likert type scalghw values more than 1 were considered. The nine factor
anchors ranging from “1 = strongly agree” and “5 =were named as prestige value, self-identity value,
strongly disagree”. The demographic characterigtfcs quality value, uniqueness value, hedonic value,
respondents are presented as follows in Table 1( wmterialistic value, snob value, usability valuedan
shown in annexures). financial value.

10. RESULTS: The study was intended to find thel||. Validity and reliability assessment: The validity of
important luxury dimensions which influence thethe scale items used was assessed through factor
purchase behaviour of luxury brands. It involvee@ thioadings. Factor loadings ranged between a low0.61
following steps and a high 0.829 and exceeded the minimum cut-off
I Verifying the adequacy of sample: As an initial step, point of 0.4.Table 3 shows those factors where the

the collected data were analyzed using Factor Aly loadings are greater than 0.7 and others have been
method via SPSS 18 (Statistical Package for théaSoceliminated.

Sciences) software. The various luxury dimensioasew
discovered by factor analysis using the principaRefer Table 3
component method with varimax rotation. The analysi
produced a nine factor structure with a Kaiser-Meye Reliability of the scales is measured by computing
Olkin measure of 0.851 higher than the minimuntronbach alpha. For all the nine factors used ia th
acceptable value of 0.5, which shows that the samplesearch, reliability values had a range betwegs and
size is large enough to factor analyze variablesides (.85.

the Chi-square value or the Bartlett's Test of 8plte,  According to thefactor analysis results, anine- factor

is significant at the level 0.000. Thus the samgi solution which explains 56.2 % of total variance in 42
and the nature of the data are both fit for thdyaia items was obtained. All items grouped meaningfully
into the factors with high loadings. Testing of

hypotheses summary results are given below;

IV. Summary of testing of hypotheses

Hypothesis Dimension Average rating Accept/RejediO Decision

1 Quality value 1.77 Reject HO Quality value is a
significant
dimension of
luxury value

2 Financial value 2.19 Reject HO Financial value ia
significant
dimension of
luxury value

3 Usability value 1.7 Reject HO Usability value is
significant
dimension of
luxury value

4 Hedonic value 1.75 Reject HO Hedonic value is |a
significant
dimension of
luxury value

5 Unigueness value 2.46 Reject HO Unigueness valige
a significant
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dimension of
luxury value

6 Snob value 2.7 Reject HO Snob value is |a
significant
dimension of
luxury value

7 Prestige value 2.2 Reject HO Prestige value is|a
significant
dimension of
luxury value

8 Self-identity value 2.45 Reject HO Self-identity value
is a significant
dimension of
luxury value

9 Materialistic value | 2.83 Reject HO Materialistic value
is a significant
dimension of
luxury value

The reliability of the 9 construct scales are shawmable no's 4to 12

ReferTable no. 4tol2

V Cluster analysis. To identify different groups of not bothered about the aesthetic appeal or braagem
luxury consumers, cluster sampling was used tatalus or feel good nature of the brand. They buy the dseo
them into market segments. The focus of clusteshow that they are unique and that their possessiom
analysis in this study was on the luxury valueestricted to a few rich people like them.

dimensions that based on factor analysis are

summarized in nine factors. Choosing the best nadeth&luster 2 : This group consists of people who are high
of clustering and the best number of clusters &tdégh on almost all dimensions of luxury value igrestige
important challenges. First hierarchical clustealgsis value, self-identity value, quality value, uniquenss
was used to find the number of clusters. This waglue and hedonic value They feel that luxury brands
obtained from the agglomeration schedule. Then kshould have a strong brand image, good quality,
means clustering is used to segregate the pedpl¢hi@a aesthetic appeal and great history. They feel that
different clusters and understanding their charettes. brand should be consistent with their charactessti
According to hierarchical method, the results ssgggt should be able to express their individuality ahdudd
the presence of three clusters. These three cluater be unique and exclusive. It should be expensiveillsh
used as an input into non-hierarchical k-meanse able to satisfy personal needs, and have femd go
clustering. In addition, th& value in ANOVA test is properties. They feel that these brands will giklen
computed to identify the significant level betweenself-actualisation, and help them belong to theugro
clusters differences for nine luxury value factdtglso that possesses such products. These people wéet to
shows that all factors have significant differetiig appreciated because of their accomplishments abé to
values. recognised and admired by high society.

The results point out that the perceived luxuryueal

variables appeared to make considerable contribitio Cluster 3: This group consists of people who are high

characterizing clusters. on quality value, hedonic value and uniqueness
Luxury value segments based on k-means clustering value. They want brands with good quality, strong
results are shown as follows : brand image, aesthetic appeal, and great histdrgy T

feel that luxury brands should satisfy their peedon
Cluster 1: This group consists of people withigh needs, should be consistent with their characiesiand
unigueness value and high snob valueThey buy cannot be mass produced. They do not buy luxury
special products, do not buy products which areelyid products that others admire or to be recogniseHidly
accepted, and buy luxury brands for satisfying st society. They do not purchase to show off that tteay
needs. They believe that luxury products cannatdd@ afford them and don’t stop using products just bheea
in supermarkets and cannot be mass produced. They they are widely accepted. They also do not buy yxu
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brands, when they are in a bad mood, to alleviaé# t goods was segmented and the differences between

burden. This is shown ifable 13. clusters with respect to the nine luxury value
dimensions were observed. Findings revealed three
Refer Table 13 behaviourally distinct segments. The first group

consisted of people with high uniqueness valuetagia
snob value. The second group consisted of peopte wh
11. DISCUSSION are high on almost all dimensions of luxury value i
The main purpose of this study is to understand thgrestige value, self-identity value, quality value,
different luxury value perceptions among consumersiniqueness value and hedonic value. The third mrou
To reach our goal, factor analysis was first perfed consisted of people who are high on quality value,
on the provided questionnaire and its output wdsedonic value and uniqueness value. Marketers can
condensed to nine major factors. The nine factoepply suitable strategies based on financial, fonet,
obtained were Prestige value, Self-identity valuesocial and individual value dimensions in each grou
quality value, Uniqueness value, Hedonic valuéNe can assign weight ages from 1 to 3 to the differ
Materialistic value, Snob value, Usability valuedan dimensions for each segment depending on the value
Financial value. Then the consumer market for lyxursought after by the customers.

Segment 1
Let us assign the following weight ages to theedtéht values.
Dimensions | Weight age Justification
of Luxury
value
Uniqueness| 3 These customers want to look different and unfqum others and hence
UN purchase luxury brands. Hence highest weightagés.
Snob S 3 ) ) ) )
Thes¢ customers want to own something that is very egperor exclusive for
the status one gets by owningHence highest weightage is given.
Prestige P 2 The quest for prestige value is higHess as compared to uniqueness value|and
snob value. Hence lesser weightage is given.
Self-identity | 2 The quest for self-identity value is high busles compared to uniqueness value
value | and snob value. Hence lesser weightage is given.
Quality Q 2 The quest for quality value is high less as compared to uniqueness value and
snob value. Hence lesser weightage is given.
Hedonic 2 The quest for hedonic value is high but lessoaspared to uniqueness value and
value H snob value. Hence lesser weightage is given.
Materialistic | 2 The quest for materialistic value is high buslas compared to uniqueness value
value M and snob value. Hence lesser weightage is given.
Usability 1 The quest for usability value is much lesseraampared to uniqueness value and
value U snob value. Hence least weightage is given.
Financial F| 2 The quest for financial value ishhigut less as compared to uniqueness valug
and snob value. Hence lesser weightage is given.

Hence if we take luxury value as L, then we carterai mathematical model as

L= (k1*3 UN)(k2*3S)(k3*2P)(k4*21)(k5*2Q)(k6*2H)(k72M)(k8*1U)(k9*2F)

Explanation: Here k1,k2,k3,k4,k5,k6,k7,k8 and k9 are constaiitse constant has been multiplied with the
weightage given to the different dimensions.

Segment 2

Let us assign the following weightages to the défe values.

Dimensions | Weightage Justification

of Luxury

value

Uniqueness| 3 These customers want to look different and unfgua others and hence

UN purchase luxury brands. Hence highest weightage/én.

Snob S 2 The quest for snob value is high butdessompared to the other values. Hente
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lesser weightage is given.

ce

Prestige P 3 The quest for prestige value is kgly. Hence highest weightage is given.
Self-identity | 3 The quest for self-identity value is very higrertde highest weightage is given.
value |

Quality Q 3 The quest for quality value is verglii Hence highest weightage is given.
Hedonic 3 The quest for hedonic value is very high. Herigadst weightage is given.
value H

Materialistic | 3 The quest for materialistic value is also veighhiHence highest weightage is
value M given.

Usability 2 The quest for usability value is high but less@®pared to other values. Hen
value U lesser weightage is given.

Financial F| 2 The quest for financial value isthiut less as compared to other values. He

lesser weightage is given.

nce

Hence if we take luxury value as L, then we carienai mathematical model as

L= (k10*3 UN)(k11*2S)(k12*3P)(k13*3l)(k14*3Q)(k15*Bl)(k16*3M)(k17*2U)(k18*2F)
Explanation: Here k10,k11,k12,k13,k14,k15,k16,k17 and k18 arestants . The constant has been multiplied with
the weightage given to the different dimensions.

Segment 3

Let us assign the following weightages to the défe values.

D

—

ce

Le

Dimensions | Weightage Justification

of Luxury

value

Uniqueness| 3 These customers want to look different and unfqua others and hence

UN purchase luxury brands. Hence highest weightage/én.

Snob S 1 The quest for snob value is quite lesompared to other values. Hence lea
weightage is given.

Prestige P 2 The quest for prestige value is highHess as compared to other values. Hen
lesser weightage is given.

Self-identity | 1 The quest for self-identity value is quite lessampared to other values. Hen

value | least weightage is given.

Quality Q 3 The demand for quality value is veirgth Hence highest weightage is given.

Hedonic 3 The demand for hedonic value is very high. Herighest weightage is given.

value H

Materialistic | 2 The demand for materialistic value is high bsslas compared to other values.

value M Hence lesser weightage is given.

Usability 2 The demand for usability is high but less as cameg to other values. Hence

value U least weightage is given.

Financial F| 2 The demand for financial value ghhbut less as compared to other values.

Hence lesser weightage is given.

Hence if we take luxury value as L, then we carterai mathematical model as

L= (k19*3 UN)(k20*1S)(k21*2P)(k22*1l)(k23*3Q)(k24*Bl)(k25*2M)(k26*2U)(k27*2F)
Explanation: Here k19,k20,k21,k22,k23,k24,k25,k26 and k27 arestants . The constant has been multiplied with
the weightage given to the different dimensions

12. CONCLUSIONS: From hypothesis testing, we usability value, should give a feeling of pleastoahe
have concluded that there are nine important diroeas customer, should be unique, rare and exclusiveyldho
of luxury value namely functional value, financialgive a feeling of prestige and self-identity to the

value, usability value, hedonic value, uniquenessiey,

customer and should be a symbol of success

and

snob value, prestige value, self-identity value andchievement. From cluster analysis, we have divided
materialistic value. This means that when a luxurjuxury customers into three segments or clusteash e
customer wants to buy a luxury brand, he/she woukhowing different characteristics and prefereneetds

look at these aspects to make a decision. Henaegyux the different dimensions. Brand managers can dater
brand companies should see that their productsidghogach segment with different strategies in ordesatisfy
be premium priced, should have high functional antheir requirements and aspirations.
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different sectors like apparel, pens, watchesagtd. ask
13. BENEFITS OF THE STUDY: Knowledge of all the respondents to give a rating from 1 to 5 orhedke
relevant aspects of consumer perceptions of lugary 9 dimensions. Then, assuming that each dimension is
be useful for managerial practice. From the markefiven a weightage as 10, we can find the weighted
segmentation view, this study suggests that theriux average score for each brand. If a brand gets sdone
market is no longer homogenous. According t@n a particular dimension, then this becomes a weak
perceived values in luxury brands, different sefs @pot for valuation of the model and research shbeld
luxury products and different types of advertisinglone by the brand managers and appropriate steategi
strategies can be applied with focus on the momhould be used to improve the brand equity. We have
important values for each group. Even if consurbess validated this VFM model at the student level by
the same luxury goods, their perceptions aboutriuxuconducting a pilot study of 50 students and now tiain
values can differ, so the luxury market is hetenegeis be done at the consumer level.
and the role of product characteristics plays an
important role. Thus it is the marketer's duty tmsider 15. LIMITATIONS: First, the sample size taken is
individual differences in evaluating luxury valuasd small which may not be a very good representation o
provide them products which satisfy their requiratee  the population. Secondly, only the overall percapsi
about luxury value have been tested. We can apply
14. MANAGERIAL IMPLICATIONS : Keeping the similar analysis for a specified luxury product or
hypothesis in mind, we have seen that there are nigervice. Thirdly, the influence of demographic
luxury dimensions namely financial value, qualitycharacteristics on purchase behaviour of luxunndsa
value, usability value, hedonic value, uniquenesise; has not been studied. We can find out how the wuario
uniqueness value, snob value, prestige value, seléxury dimensions influence of various occupaticage
identity value and materialistic value. We can Hagt groups, gender, income groups and educationaldevel
the value for money (VFM) for a luxury customerThis becomes the scope for further research.
depends on these 9 dimensions. Hence we can censtru
a VFM matrix. We can consider top 10 brands in

Annexure

Fig. 1: Indian luxury market at $ billion
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Fig 1: Indian Luxury market at $ billion

Source: India luxury trends (2011-12) report by Tebnopak
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Luxury
value
Finalncial Fu nlctional éocial Individual
value value leue value
Uniqueness Quality Usability Prestige ‘ SHOL
value value value value value
Fig. 2: Adapted from Wiedmann’'s model, Academy ‘
of Marketing Science Review, 2007  with new adibnal
variable as snob value .
Hedonic Self- Materialistic
value identity value
Table 1: Demographic characteristics value
Gender
Cumulative
Frequency| Percent | Valid Percent Percent
Valid Male 199 60.5 60.5 60.5
Female 130 39.5 39.5 100.0}
Total 329 100.0 100.0
Age group
Cumulative
Frequency| Percent | Valid Percent Percent
Valid Up to 25 years 159 48.3 48.3 48.3
26-30 years 90 27.4 27.4 75.7
31-35 years 48 14.6 14.6 90.3
36-40 years 16 4.9 4.9 95.1
41-50 years 16 4.9 4.9 100.0}
Total 329 100.0 100.0
Occupation
Cumulative
Frequency| Percent | Valid Percent Percent
Valid Student 113 34.3 34.3 34.3
Professional 138 41.9 41.9 76.2
Retired 2 .6 .6 76.8
Homemaker 4 1.2 1.2 78
Service 72 21.9 21.9 100.0}
Total 329 100.0 100.0

Marital status
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Cumulative
Frequency| Percent | Valid Percent Percent
Valid Single 219 66.5 66.5 66.5
married 107 325 325 99.0
divorced 1 .5 5 99.5
any other 2 5 5 100.0
Total 329 100.0 100.0
Education
Cumulative
Frequency| Percent | Valid Percent Percent
Valid Undergraduate 20 6.1 6.1 6.1
Graduate 112 34 34 40.1
Postgraduate 190 57.8 57.8 97.9
Doctorate 7 2.1 2.1 100.0}
Total 329 100.0 100.0
Religion
Cumulative
Frequency| Percent | Valid Percent Percent
Valid Hindu 275 83.6 83.6 83.6
Muslim 10 3 3 86.6
Christian 25 7.6 7.6 94.2
Parsis 1 3 3 94.5
Jains 5 1.5 1.5 96
Others 13 3.8 3.8 100.0}
Total 329 100.0 100.0
Monthly income
Cumulative
Frequency| Percent | Valid Percent Percent
Valid Rs 50000-1 lakh 199 60.5 60.5 60.5
Rs 1.1 lakhs - 1.5 lakhs 20 6.1 6.1 66.6
Rs 1.6 lakh - 2 lakh 17 5.2 5.2 71.8
Rs 2.1 lakh -2.5 lakh 12 3.6 3.6 75.4
Rs 2.6 lakh - 3 lakh 12 3.6 3.6 79.2
Rs 3.1 lakh - 4 lakh 20 6.1 6.1 85.3
Rs 4.1 lakh - 4.5 lakh 12 3.6 3.6 88.9
Rs 4.6 lakh - 5 lakh 1 3 .3 89.2
More than Rs 5 lakh 33 10.8 10.8 100.0
Total 329 100.0 100.0
Table 2: KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .851
Bartlett's Test of Sphericity Approx. Chi-Square 2588.36(
Df 861
Sig. .000
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We conducted the KMO and Bartlett’s test andKhéeser-Meyer-Olkin Measure of Sampling Adequacyis
coming ad).851which is greater than 0.7. This shows thatdaeple is adequatéo conduct the study.

Table 3
Communalities
Initial | Extraction
Brand has strong image 1.000 .740
Feeling of achievement 1.000 714
Expensive 1.000 712
Aesthetic appeal 1.000 .720
Great history 1.000 .818
Celebrity endorser 1.000 .738
Feel good 1.000 718
Buy unusual products to show other people | aneckfit 1.000 .806
Uniqueness 1.000 .823
Buying special products 1.000 .801
Express my individuality 1.000 739
Don't buy products which are widely accepted 1.000 721
| begin to stop using well known products 1.000 773
True luxury products cannot be mass produced 1.000 .758
Should meet quality standards 1.000 .699
Evaluate attributes and performance of luxury branydelf 1.000 .700
Buy luxury brands for satisfying personal needs 1.000 757
| buy luxury brand consistent with my charactecisti 1.000 713
My life would be better if | owned certain things 1.000 .829
My choice depends on whether they reflect how Iragself 1.000 .708
| like to have my life fulfilled with luxury 1.000 757
| feel | belong to the group that purchases praluct 1.000 .753
| want to be appreciated because of accomplishments 1.000 719

Extraction Method: Principal Component Analysis.

According to thefactor analysis results, anine- factor solution which explains 56.2 % of total
variance in 42 items was obtained. All items graupeeaningfully into the factors with high

loadings. Factors with eigen values more than wensidered.

Scale: Scale for Quality value : Table 4

Reliability Statistics
Cronbach's
Alpha Based o
Cronbach's Standardized
Alpha Items N of Items

.653 .660 5

Since the value of Cronbach alpha is greater théntife construct ‘Quality value’ shows high relip.
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Scale: Scale for financial value: Table 5
Reliability Statistics

Cronbach's
Alpha

Cronbach's
Alpha Based off
Standardized
Items

N of Iltems

.618

.625

3

Since the value of Cronbach alpha is greater th@yntie construct ‘Financial value’ shows highabillity

Scale: Scale for Usability value: Table 6
Reliability Statistics

Cronbach's
Alpha

Cronbach's
Alpha Based off
Standardized
Items

N of Iltems

.551

.555

4

Since the value of Cronbach alpha is greater th@ntie construct ‘Usability value’ shows high adilility

Scale: Scale for Hedonic value: Table 7

Reliability Statistics

Cronbach's
Alpha

Cronbach's
Alpha Based o
Standardized
Items

N of Items

.620

.609

5

Since the value of Cronbach alpha is greater th@nti@e construct ‘Hedonic value’ shows high fility

Scale: Scale for Uniqueness value: Table 8

Reliability Statistics

Cronbach's
Alpha

Cronbach's
Alpha Based o
Standardized
Items

N of Items

794

787

7

Since the value of Cronbach alpha is greater th@yntie construct ‘Uniqueness value’ shows higiabdity

Scale: Scale for Snob value: Table 9

Reliability Statistics

Cronbach's
Alpha

Cronbach's
Alpha Based o
Standardized

Items

N of Items
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Scale: Scale for Prestige value: Table 10
Reliability Statistics

Cronbach Cronbach N of items
alpha alpha based
on
standardised
items
0.73 0.72 3

Since the value of Cronbach alpha is greater th@ytie construct ‘Prestige value’
shows high reliability

Reliability Statistics
Cronbach's
Alpha Based o
Cronbach's Standardized
Alpha Items N of Items

.761 .759 3

Since the value of Cronbach alpha is greater th@ntie construct ‘Snob value’ shows high relidpili

Scale: Scale for self-identity value: Table 11

Reliability Statistics
Cronbach's
Alpha Based o
Cronbach's Standardized
Alpha Items N of Items
.580 .583 3

Since the value of Cronbach alpha is greater th@yntie construct ‘Self —identity value’ shows tigliability
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Cronbach's
Alpha

Cronbach's
Alpha Based o
Standardized
Items

N of ltems

.851

.852

Scale: Scale for Materialistic value: Table 12

Reliability Statistics

Cronbach's
Alpha

Cronbach's
Alpha Based off
Standardized
Items

N of Items

.560

.562

4

Since the value of Cronbach alpha is greater thé@ytie construct ‘Materialistic value’ shows higtiability

Table 13
Final Cluster Centres

Cluster

Brand has strong image

Feeling of achievement

Best quality

Expensive

Aesthetic appeal

Great history

Celebrity endorser

Feel good

High price means good quality

Investment in luxury brand is worth its retail @ric
Willing to pay premium price

Exclusive

Buy unusual products to show other people | anechffit
Uniqueness

Buying special products

Express my individuality

Don’t buy products which are widely accepted

| begin to stop using well known products

| must look best

Luxury product cannot be sold in supermarkets

True luxury products cannot be mass produced
Should meet quality standards

Evaluate attributes and performance of luxury branydelf
Buy luxury brands for satisfying personal needs

| buy luxury brand consistent with my charactecisti
My life would be better if | owned certain things

My choice depends on whether they reflect howel regself
| regard luxury brands as gifts | buy for treatingself

WWWWNWWNNWWNWNWWWWWwWwWhrWwWwr,wWwwww

NNPNPNPNOPDPNNONNNNWOWWNNNNNNNONPEFEONMNMNNDNNDDNE

WNWNNNNNWPRARPRPWWWPRERPRPWWWWNOWNDNNNNDN
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When in bad mood | buy luxury brands to alleviateden
Provides deeper meaning in my life

Self actualisation is an important motivator

| like to have my life fulfilled with luxury

What brands make good impressions on others

| keep up with style changes by watching what cthoery
If I buy something expensive | worry about whatesththink of me
What others think of people who use certain progluct

| buy products that others admire

| feel | belong to the group that purchases praguct

| want to be appreciated because of accomplishments
| like to present to people who are close to me

| purchase luxury brands to show off that | camffthem
I will be recognised and admired by high society

NWNNNWWWNNNNW®W

PR OWRARPRRARDNWWWWHAD

WWWWWWWWWwNWWwWwwWw

From cluster analysis, we have divided the luxwstomers into three segments or clusters, eachisbdifferent
characteristics and preference towards the diffatignensions.
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