T.C.
ISTANBUL AYDIN UNIVERSITY
INSTITUTE OF SOCIAL SCIENCES

THE FACTORS AFFECTING LUXURY BRAND PURCHASE INTENTION
IN TERMS OF RATIONAL AND EMOTIONAL IMPACT IN QATAR

THESIS

Mudallala MOHAMMED MOUSA

Department of Business

Business Administration Program

Thesis Advisor: Assist. Prof. Dr. Miige ORS

March, 2019






T.C.
ISTANBUL AYDIN UNIVERSITY
INSTITUTE OF SOCIAL SCIENCES

THE FACTORS AFFECTING LUXURY BRAND PURCHASE INTENTION
IN TERMS OF RATIONAL AND EMOTIONAL IMPACT IN QATAR

THESIS

Mudallala MOHAMMED MOUSA
(Y1612.130049)

Department of Business

Administration Program

Thesis Advisor: Assist. Prof. Dr. Miige ORS

March, 2019






T.C.
iSTANBUL AYDIN UNIVERSITESI
SOSYAL BILIMLER ENSTITUSU MUDURLUGU

YUKSEK LiSANS TEZ ONAY FORMU

Isletme Ingilizce Anabilim Dali, Isletme Yonetimi Ingilizce Tezli Yiiksek Lisans
Progranmi Y1612.130049 numarali 8grencisi Mudallala M.A. MOUSA’nin “THE FACTORS
AFFECTING LUXURY BRAND PURCHASE INTENTION IN TERMS OF RATIONAL
AND EMOTIONAL IMPACT IN QATAR? adli tez ¢alismasi Enstitiimiiz Y6netim Kurulunun
06/03/2019 Tarih ve 2019/5 Sayili karariyla olusturulan jiiri tarafindan oybirligi/oygoklugu ile
Tezli Yiiksek Lisans tezi 21.03.2019 tarihinde kabul edilmistir.

Unvan Adi Soyadi Universite Imz
o an L Istanbul Aydin
Danmisman Dr. Ogr. Uyesi Miige ORS Universitesi
AsiUye  DrOpr.Uyesi  Farid HUSEyNoy  [stambul Aydin 4
Universitesi
.. o . 5 g DOgl1$
Asil Uye Dr. Ogr. Uyesi Ozge BARUONU Universitesi Zc‘/\
Yedek Uye  Dr. Ogr. Uyesi Burgin KAPLAN Isganbul Aychn
Universitesi
. o g Ayse ILGUN Dogus
Yedek Lye DrOge. Liyest KAMANLI Universitesi

ONAY

Prof. Dr. Ragip Kutay KARACA
Enstitii Miidiirii






DECLARATION

| hereby declare that all information in this thesis document has been obtained and
presented in accordance with academic rules and ethical conduct. I also declare that,
as required by these rules and conduct, | have fully cited and referenced all material

and results, which are not original to this thesis.

Mudallala MOHAMMED MOUSA



Vi



To my lovers,
Ibitsam Mousa,
Mohammed Mousa

vii



viii



FOREWORD

This thesis was one of the best things | have done in my life that’s not because of the
thesis itself but because of what | have learned of doing it. Reaching this point
wasn’t an easy thing but everything with practice becomes easier and easier. Looking
at the top of the mountain from the bottom makes the person think it’s impossible to
get there but starting defeating its rocks one after one can carry you above the hills until
you reach there. That’s what | felt day after day, what looks impossible, get easier every
day more than the one before. On the whole, the one who paved my way in life and
supporting me all the time is God. I’m grateful for his abundant grace. Thanks to my
lovely parents who helped me a lot to be the one who I wanted to be. Also,
thanks to my supervisor Dr. Miige ORS who directed me very well to finish
my thesis in a professional way.

March, 2018 Mudallala MOHAMMED MOUSA







TABLE OF CONTENT

Page

FOREWORD ..ottt sttt sttt ne et et e snesaestenneene e iX
TABLE OF CONTENT ..ottt Xi
ABBREVIATIONS ...ttt ettt nre s xiii
LIST OF FIGURES ..o XV
LIST OF TABLES ... oottt Xvii
ABSTRARCT et bbb bbbttt bbb nre s XiX
(0.2 )t AR XXi
1. INTRODUCTION. ...ttt ettt st 1
1.1 Background of the STUAY .........cceviiiiiieiice e 1
1.2 ReSEArch ProbIEM........ocuiiieie s 3
1.3 RESEAICH AIM ...ttt 4
1.4 ReSEArCh ODJECTIVES ......ccuviiieiieieie st 5
2. LITERATUREREVIEW ......coiiiiieeeec ettt 7
P20 A [ g1 oo U od o ISR 7
2.2 General ConCept OF LUXUIY .......oiveiiiicceee e 7
2.3 Examples of LuXury in HISTOMY .......oooviieiiiiiiicieseeee e 8
A N AN T 1= 0 =0 Y/ ) SRS 8
2.3.2 Greek CIVIHZAION ......eoeeieie et 10
2.3.3 ROMAN ...ttt et ne e 11
2.3.4 BYZANTING BMPITE ...ovviiiieiiieieeieeee ettt bbb 12
2.3.5 RENAISSANCE BI@...cueiuveiiieitieieeieaieeie e ste sttt se st ettt sbesreaneaneeneas 12
2.3.6 BAIOQUE B ... 13

2.4 The MOUEIN TUXUIY ...oviiie ettt re e 14
2.5 BIANUS....ceeicieee ettt ettt re et e 15
2.6 LUXUNY BIanGS.......coiiiiiiiiiiiisiesieeeie ettt 16
2.7 Characteristics of LUXUIY Brands..........cccocveiiiiiiciiie e 18
2.8 Luxury Brands Position and Classification ............c.ccoovevenenenenicninecen 20
2.9 Consumers Segmentation in the Context of LUXUIY .......cccoovveeviiiiievieiiieci, 23
2.10 The Type of Luxury Brand Consumers CharacteristiCs............ccoouvvvrvrernnnn 23
2.11 MOTIVALIONS. ...ttt sttt sb et et be b e 24
2.12 The Summaries of the Previous StUTIES..........cccovvereiiierieeie e 32
R R O L | - GO OSSR UOPPRPRORTRPR 39
3. THE CONCEPTUAL FRAMEWORK AND HYPOTHESIS.........c..ccovenrnnen. 41
T8 A [ 01 oo [0 od o IS U USSP 41
3.2 Definitions of the Variables ... 41
3.2.1 Purchase intention (dependent variable) ...........cccccocviiiiieiiciic e, 41

3.3 The Five Dimensions (Independent Variables)..........cccccovvveveiieieeiesiicseenn, 42
3.3.1 The need fOr UNIQUENESS. .......ccueiieiieiesie et 42
3.3.1.1 Avoidance of SIMIlarity.........ccccceviveveiiieiiiie e 43

3.3.1.2 Unpopular choice counter-conformity ...........ccoevevevienieninnieeneenenne 43
3.3.1.3 Creative choice counter-conformity.........c.ccecevveieiieesieere e 44

Xi



.3 2 HEBOOMISIN oottt e e ettt e e e e e e e e eeeaeeee e 45

3.3.3 CONSPICUOUSNIESS ....veveeveeseiaieesieestesseesteesiesseesteessesseesaeeseesseestesseesseeseesseenns 48
3.3.3.1 Conspicuous consumption theory ........c.ccccevveveiieeniesie s 48
3.3.3.2 S0CIal INFIUBNCE ... 49
3.3 QUANILY .o e nes 51
3.3.5 MaAterTaliSIM...ceeeiieeee s 53
3.3.5.1 P0SSesSioNn- defiNed SUCCESS ......covververieriirieniiniieieie e 54
3.3.5.2 Acquisition as a path for happiness...........ccocvveieienenn e 54
3.3.5.3 Acquisition CENLrality .........ccccveieiiieiece e 55
4. RESEARCHMETHODOLOGY .....ocoiiiiieieiese st 57
4.1 Introduction Of ReSEarch DESIGN ........c.coeiuiiiriniiiisienieeeie e 57
A.1.1 SAMPIING..ciiiiiit e 57
4.1.2 Sample size and poPUIALION .........ccveiiiiiiicr e 57
4.1.3 The unit of the SAMPIE ........oooiiie e 58
4.1.4 The Measuring INSTIUMENT ..........coeiiiiiiri i 58
4.1.5 Data COHECLION. ......cuiiiiiiieee e e 61
5. DATA ANALYSIS ..ot 63
5.1 INEFOTUCTION ...ttt ettt nae s 63
5.2 Descriptive Statistics of DemographiC Data............ccccoovveiiienencnincsecee, 63
5.3 Inferential STAtiSTICS .......oivieiiiiiiiee s 68
5.3.1 Removing the unengaged data: ..........ccocooerireninieiieiee s 68
5.3.2 Exploratory factor analysis..........cccueiueiiieiieiiie e 68
5.3.3 Confirmatory factor analySiS...........coceviiiiiiininieieee s 71
5.3.3.1 Validity and reliability ..........ccccooeiiiiiiiii 71
5.3.3.2 FaCtor 10adINg:......coiiiiiiiiiiieieiese e 74
5.3.3.3 The Model Fit 0f CFA......cooieeeeeeee e 76
5.3.4 The assumption of multiple regression ..o 78
5.3.5 Testing the NYPOLhESIS........ccviiiiiiece e 79
5.4 FINGINGS .ttt ettt bbbt 82
6. DISCUSSION AND CONCLUSION .....ooiiiiieiesieeeie e 87
6.1 Implications Of The STUY ........ccooiiiiiiee e 90
6.2 Limitation Of The Research And Future StUdI€S.........ccccevvvrieieninieniiiies 91

G T2 I g1 oo [0 Tox 1 o o IS 91

6.2.2 The limitation and future StUAIeS..........coocvririieieie e 91

REFERENGCES ..ottt st ne e 95

APPENDICES ..ottt sttt 105

RESUME ...ttt sttt ettt be st neereeneeneeneas 115

Xii



ABBREVIATIONS

AMOS
AOS
ccC
CFA
CONS
DV
EFA
ANOVA
HEDO
LBRI
MTRL
QLTY
SPSS

- Analysis of a Moment Structures

: Avoidance of Similarity

: Creative Choice

: Confirmatory Factor Analysis

: Conspicuousness

: Dependent Variable

: Exploratory Factor Analysis

: Analysis of Variance
: Hedonism

: Purchase Intention of Luxury Brands
: Materialism

. Quality

- Statistical Package for Social Science

Xiii



Xiv



LIST OF FIGURES

Figure 2.1:
Figure 2.2:
Figure 2.3:
Figure 2.4:
Figure 2.5:
Figure 3.1:
Figure 5.1:
Figure 5.2:
Figure 5.3:
Figure 5.4:
Figure 5.5:
Figure 5.6:
Figure 5.7:
Figure 5.8:

Page
Goods Classification according to .........cccccvevevieerviiesieese e 21
Brands Classification according to .........c.cooevvriiiiieienenense e 21
The levels of prestige accordingto .......ccccocveveviievecie s 22
Luxury classification according to Alleres,1991 ...........ccccovvvvniiinnennns 22
Dimensions of luxury value perceptions according to...........cc.coc.... 29
The proposed MOAEL...........cooiiiiiii e 56
The Frequency of Respondents Gender...........cccccevveieiiieieeniesieseenenn, 64
The Frequency of Respondents AgE ........coovreririeieiieienesese e 65
The Frequency of Respondents Marital Status.............ccccevvvevviieiieennenn, 65
The Frequency of Respondents Education Level ...........cccccovviieiennnene. 66
The Frequency of Respondents Monthly Income..........cccccevviieiieennene, 67
The Frequency of Respondents OCCUPALtIONS...........covvreereenienersieennnn 68
The Model Of CFA ... s 76
The Global and Local Tests AcCOrding t0 .........coovvvveieneneninenieeeeenns 80

XV



XVi



LIST OF TABLES

Table 2.1 :
Table 2.2 :

Table 2.3 :

Table 3.1 :
Table 4.1 :
Table 4.2 :
Table 4.3 :
Table5.1 :
Table5.2 :
Table5.3 :
Table5.4 :
Table 5.5 :
Table 5.6 :
Table 5.7 :
Table 5.8 :
Table5.9 :
Table 5.10:
Table 6.1 :

Page
The Perceived Values and Their Motivations According to.............. 25
The Summary of Earlier Studies Related to the Luxury Consumption
Factors CondUCLEd DY ........ooiiiiiiieee s 31
The Factors that Influence Luxury Brands Consumption in Recent Years
.............................................................................................................. 36
The Motivations and the Causes of Hedonism According to......... 48
The Summary of Measurement Scale ...........ccocooviieieiincnns 59
Cronbach's Alpha RESUILS .........cccveiviiieiicie e 60
The Old Quality SCale........ccooiiiiiiieee e 61
KMO and Bartlett's TESE .......cooviiiiiieieie e 69
Total Variance EXPIaINed...........coooviiiiiiiiiieiiecee s 70
PALtErN MALTIX .eoveiviieeiicieeee s 71
The Result of Validity and Reliability TeStS..........cccoeveiininiiiiiiiens 73
CFA Factor L0ading ......cccvevveiiiieieiie e ese e 75
The Model Fit Summary of CFA ANalysiS.........ccooeveiineniiiiiiiieees 77
Tolerance and VIF of Collinearity Statistics..........c.cccvvveveiveiieircee, 79
MOdEl SUMMAIY ..o e 81
ANOVA ettt 81
COBTTICIENTS ...t nne s 82
The Hypothesis RESUILS..........cccvviveiiii e 86

Xvii



Xviii



THE FACTORS AFFECTING LUXURY BRAND PURCHASE INTENTION
IN TERMS OF RATIONAL AND EMOTIONAL IMPACT IN QATAR

ABSTRACT

Even though many studies have undertaken the Luxury brands issue, still researchers
find difficulty to identify the meaning of luxury and its brands. However, in an
attempt to understand the consumer motivations behind consuming the luxury
brands, several works have been conducted. With all those studies, there is still a lack
of interpreting what trigger the interest of luxury brands. Nevertheless, this study
continues what the researchers have established in the luxury brands field. This work
meant to investigate the motivations of luxury brands consuming in Qatar in terms of
rational and emotional effects. The research studied the effect of 5 dimensions
(independent variables) which are the need for uniqueness, hedonism, and
conspicuousness (emotional effect) and the other 2 are quality and materialism
(rational effect) on the consumer purchase intention of luxury brands (dependent
variable). The instrument was used in the study to collect the data is questionnaire
sent via online. 251 questionnaires have been collected using convenient sampling
method. To test the relations between the independent variables and the dependent
variable, multiple regression analysis was used. The finding showed that 4 of the
dimensions have a positive and significant effect on consumer purchase intention of
luxury brands, the need for uniqueness, hedonism, conspicuousness, and quality.
While materialism didn’t show a statistically significant impact on purchase intention
of the luxury brands. This research is an attempt to provide a deep insight into the
motivations that affect the consumption of luxury brands in Qatar.

Keywords: Luxury Brands, Purchase Intention, Emotional Effect,
Rational Effect
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KATAR'DA RASYONEL VE DUYGUSAL ETKI SARTLARINDA LUKS
MARKA SATIN ALMA GIiRiSINi ETKILEYEN FAKTORLER

OZET

Liiks markalar konusunda birgok aragtirma yapilmis olsa da, aragtirmacilar liksi ve
markalar1 tanimlamakta zorluk c¢ekmektedirler. Bununla beraber, liiks markalari
kullanmanin ardindaki tiiketici motivasyonlarint anlamak i¢in bir¢ok c¢alisma
yapilmistir. Tiim bu c¢alismalarla birlikte, lilkks markalara ilgiyi ¢eken seyin izahi
noktasinda hala eksiklik vardir.Bu ¢alisma, liikks markalar alaninda arastirmacilarin
neler tespit ettigini gostermektedir.Caligma, Katar'da kullanilan liiks markalarin
rasyonel ve duygusal yondeki motivasyonlarini arastirmayr amaglamaktadir.
Aragtirmada tiliketicinin liiks marka satin alma niyetine etki eden 5 faktor
(farklilagsma ihtiyaci, hazcilik, gosterisgilik, kalite ve materyalizm) incelenmistir.
Aragtirmada veri toplama araci olarak kullanilan anket formu online olarak
gonderilmistir. Kolayda ornekleme yontemi kullanilarak 251 anket toplanmustir.
Bagimsiz degiskenler ve bagimli degiskenler arasindaki korelasyonu test etmek igin
coklu regresyon analizi kullanilmistir. Bulgular, faktorlerin 4'liniin liikks markalarin
tiikketicinin satin alma niyetinde olumlu ve istatiksel olarak énemli bir etkiye sahip
oldugunu gostermistir. Bunlar farklilasma ihtiyaci, hazcilik, gosterisgilik ve kalitedir.
Bununla birlikte materyalizmin, liikks markalarin satin alimmasinda Onemli bir
etkisinin olmadig1 goriilmiistiir. Bu arastirma, Katar'da lilks markalarin tliketimini
etkileyen nedenleri ampirik bir ¢calismayla ortaya koymay1 amaglamaktadir.

Anahtar Kelimeler: Liiks Markalar, Sazin Alma Niyeti, Duygusal Etki, Akilci
Etki
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1. INTRODUCTION

1.1 Background of the Study

The luxury brand has its prominence among the other sectors of the markets
in the world as it's preceding the competition of the century as it's the fastest
growing segment of the market (Shukla, 2012; Vigneron & Johnson, 1999).
All the segments of the luxury markets in 2014 recorded more than €850
according to (Bain & company 2014) report. while the personal luxury goods
alone recorded €224 billion in 2014 (Bain & company 2015). In 2015 the
number of luxury brands consumers worldwide has grown from 140 million to
reach more than 350 million (Codignola & Elisa, 2016). However, 100 of the
top international brands' list had 7 of these brands considered luxury goods such
as Louis Vuitton, Gucci, and Armani (Friedman, 2010; Shukla, 2012).
Stores (2005) expressed that 36 retailers from the 100 global goods have existed
in the United States (knight & Kim, 2007). Recently, the luxury market has a
new direction towards Asian countries as these countries shown a high
percentage of luxury brands demand. As a result of many researches have
studied this phenomenon and compare the attitude of consumers towards
consuming the luxury brands in multi-culture (Dubois & Paternault, 1997).
Even some luxury brands aren't new in Asia but the marketers of the new brands
that appeared recently have realized the changing in the income for the
middle class as they became a fine target for luxury brands strategies (Wu et al.,
2015). The growth in the economy and the appearance of new consumers
generations who are following the fashion and the luxury brands has increased
brand awareness (Morton, 2002; Bryck, 2003).The growth of consuming luxury
brands was a result of the consumer's wealth growth in emerging markets
which make the luxury brands manufacturers in Europe expand their
marketing areas toward these markets as the consumers in eastern countries
represent a high passion to buy western luxury goods (Nueno & Quelch,

1998). So, the market for luxury brands is shifting the marketing process from



east to west and put great emphasis to reach the new emerging consumers (Duma
et al., 2015). Thus, the luxury products aren’t just restricted to the rich
consumers in western societies but also consumers in the west are attracted to
such products as they intentionally exhibit the luxurious products and consider
them as part of their lifestyle (Ko & Megehee, 2012; Bain & Forsythe, 2012).
Asia has a higher percentage of luxury brands consumers than any other part in
the world, as a result, the demand for such goods is moving forward (Degen,
2009). Also, in the middle east, from 2011-2012 the luxury goods markets had
growth from 10 to 15 percent that makes the region to be a beneficial target for
luxury marketers and make them establishing the 10th largest markets of luxury
brands in the area (Farrag, 2017). To narrow the emphasis of luxury markets
toward our research area we move to the Gulf region. Gulf region is one of the
richest areas which enable its residents to reflect the wealth of the region by
their possessions. the changes and development of the region drove new
investments, particularly, in the luxury brands section. For instance, Qatar has
contributed to that business by investing in several global luxury brands like
owning a 1% portion of the French brand, LVMH. Qatar also owns 38% of
the British brand called Anya Hindmarch. The gulf prosperity helps the
countries to move from investment to another by buying some and funding
others. Another gulf country has invested in the luxury brand, Gucci, is
Bahrain . also Dubai invested in Yoox Net-a-Porter which is an online retailer
according to https://gulfnews.com/business/retail/high- fashion-business-is-a-
a good-fit-for-qatar-1.1851781. Giving the lights to the smallest and the
wealthiest country in the middle east refers to its development and prosperity
that has been achieved in recent years. Qatar land enjoys the richness of natural
resources as gas and oil (Peterson, 2006). Consequently, the country thrived
economically as well as in the other sides like education as the country has
been spending billions to improve its cultural infrastructure (Petcu, 2011). The
changes in the environment of the consumer affect his/her behavior (Strauss
& Howe, 1999). The prosperity of the country lead the consumers in Qatar to
strive to purchase the best products and the most prestige ones which drove
them to the phenomena of spreading the luxury brands in the country, especially
for generation Y who brought up in the new era of richness according to

https://gulfnews.com/business/retail/high-fashion-business-is-a-good-fit-for-
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gatar-1.1851781. The country witnessed a dramatic change that affects people
lifestyle and their consumption, especially, after the discovery of the gas in the
area. most of the consumers in Qatar are entangled in the consumption of the
highly expensive products and the luxury goods (Sharif, 2016). That makes of
Qatar an appealing target to establish or extend the segment of luxury brands
markets (Jamal et al., 2006). Understanding this phenomenon caught and still do
the scholars attention to explore the hidden reasons behind the gravitation of
luxury brands consumption. Several of the studies have been done in this field
but the studies are still limited as many scholars confirmed the need of more
researches concerns about the luxury brands consuming in the east (Dubois et al.,
2005; Truong, 2010; Wong & Hogg, 2008).

1.2 Research Problem

Even though, the world witnessed an increase in the luxury brands
consumption, the researches in this domain still limited, especially in the
middle east as most of the studies tended toward European countries and
United estates (Chipp et al., 2011). Additionally, the researches concerned and
aimed to study the luxury related matter in Qatar are limited as well (Farrag,
2017). As the consumption of luxury brands is increasing year after year in
Qatar. This study concerns to study the emotional and rational motivations
that lead consumers in Qatar to be attracted to International luxury brands.
During the purchasing decision making, Consumers, generally, are stimulated
either by their feelings or by their way of thinking. There are several studies that
refer to how the consumers perceive the brand to a cognitive or an emotional
base (Keller, 2001; Yoo et al., 2000; Morris et al., 2002). However,
according to this study, the emotional effect includes the need for
uniqueness, hedonism, and conspicuousness. While the rational effect has
perceived quality and materialism. This research will study the effect of the 5
dimensions on luxury purchase intention. How these factors are connected to
consumer intention of buying a Fendi dress, Gucci Sunglasses or Louis
Vuitton handbag, etc? this is what the study is going to reveal by studying the
motivations behind repeating the same experience of purchasing luxury brands.
The scholars and the practitioners as well have found that senses have a strong
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influence on consumer purchasing the brand (Franzak et al., 2014 ). Also,
(Bowden, 2009) studied the customer engagement to determine the relationship
between the consumer and the brand and found that marketers should put a high
emphasis on the consumer's emotions if they want to build a strong correlation
between the consumer and the brand. For that, understanding the nature of
consumer needs and know whether it is a need for uniqueness, hedonism or
conspicuousness is a significant issue. On the other hand, the research carries
the cognitive effects, Fishbein and Middlestadt implied that the consumer
attitude refers to a practical belief, which is a kind of cognitive way, and
based on those beliefs marketers could recognize the purchase intention of the
consumer (Fishbein & Middlestadt, 1995). As quality and materialism could
be the needs that satisfy the consumer practical mindset (Fiore & Kim, 2007).
Nevertheless, there is a gap between the increasing consumption of international
luxury brands in Qatar and realizing the hidden incentives that stand behind this

phenomena. Therefore, this study is an attempt to reduces the gap between them.

1.3 Research Aim

Understanding the luxury brands domain still ambiguous and under-
investigation (Berthon et al., 2009). For that, there is a need of studying this
area as the scholars' knowledge about luxury brands still limited which make
them unable to popularize the consumption operations (Arnould & Thompson,
2005; Lye et al., 2005). With the increasing demand for luxury brands and the
growing of its market, many scholars are interested in studying the reasons
behind this growth. However, many of the studied has been done, especially in
the USA and China since they achieved the highest percentage of buying luxury
brands according to Milan (2017). However, moving to middle east specifically
to Gulf region as it is considered a good environment to study the motivations
of buying luxury brands since it is a very popular phenomenon these days,
particularly, in Qatar which is in 2013 was ranked as the fastest growing luxury
market in the world (Zaryouni, 2013). So the aim of this study is to give an up-
to-date insight related to luxury brands consuming in Qatar by determining
the factors that affect consumer intention to purchase luxury brands and

understand the nature of these variables among Qatari luxurious consumers. As



the luxury markets are growing rapidly in the Gulf region specifically in Qatar.
Luxury brands marketing is growing very fast in Qatar and the competition is
very high. Therefore, this study is essential to luxury brands marketers. The
marketers of this segment have to understand what affects the consumer
perception of buying luxury brands to motivate these factors and provide

customer needs.

1.4 Research Objectives

The study has 2 types of objectives. The first one is related to specific objectives
of the study which represent the research questions that the study is going
to answer by investigating what stimulates consumers in Qatar to purchase

luxury brands. The specific objectives:

e Objective 1: Is the consumer’s purchase intention of luxury brands
in Qatar affected by the emotional effects (The Need for Uniqueness,

Conspicuousness, and Hedonism)?

e Objective 2: Is the consumer’s purchase intention of luxury brands in

Qatar affected by the rational effects (Quality and Materialism)?

e Objective 3: What are the motivations that influence consumers
purchase intention in Qatar to buy luxury brands?

The second type is related to luxury literature which called general objectives and

there are 2:

o Objective 4: the study contributes to the previous literature in the
context of luxury brands to identify and examine the key aspects that

shape consumer desire of having luxury brands.

e Objective 5: expanding the knowledge of consumer behavior in regard

to luxury brands consuming.






2. LITERATUREREVIEW

2.1 Introduction

The study has started with a general idea of the luxury brands market in the
world then narrowed it down to the subject area of the study. As it discussed
the problem domain and represented the aim and the importance of the study
for the marketers and finally set the objectives of the study which the research
will answer them in a different part. Nevertheless, this chapter is discussing the
literature that is related to the luxury meaning and its history then moving to the
brands and luxury brands as it will discuss what features these brands enjoy and
their classifications. Plus to examine consumers types and their motivations.

Then the theoretical framework is conducted.

2.2 General Concept of Luxury

What do we mean by Luxury? It looks a simple question but actually, it is not.
Luxury is the term that confused the experts. It has multiple faces that make
experts wonder which one is the right one. There is an agreement on that the
meaning of luxury can't be limited to a particular frame. Voltaire 1738 in his
essay suggested that there is no specific concept that can summarize the
meaning of luxury (Kim, 2012). Regardless of all attempts to define the luxury
still there is no agreement upon one definition. And the concept of luxury still
mysterious even though researchers identified a slight of it according to
Dubois (1991) cited in (Barnier et al., 2012). With the increasing interest in the
luxury field, the researchers became conscious of this gap in their studies and
they are trying to establish the core of the luxury nature as it's an essential
part of continuing the researches in this field (Barnier et al., 2012). However,
authors referred luxury to a conceptual meaning (Matsuyama, 2002). And this
meaning includes the community values that reflect the culture of the historic
period that belongs to it. The subjective thought of the luxury lies on the

exclusiveness of it (Barnier et al., 2012). Even though, the luxury itself still



obscure. Experts in the luxury world described luxury by saying luxury is
what brings comfortable, enjoyment to the life to make it more fulfilling (Pam
Danziger, consultant). While (Tom Ford, stylist) said luxury is what makes life
easy. Another expert (Giorgio Armani, head and founder of the Armani group)
said the luxury at its best stage is the meaning of exclusiveness and
customization. As fashion designer of Coco Chanel described luxury as it's the
high and uncommon taste (Brun & Castelli, 2013). Also, (Twitchell, 2003)
implied that luxury is all the things that, according to his point of view, you
shouldn’t have cited in (Brun & Castelli, 2013) which mean they aren’t
necessary. However, the Oxford Latin Dictionary mentioned luxury origin.
Luxury root came from the Latin word "luxus" which means comfort or lavish
life and prosperity. The word origin as well as related to the word "luxuria"
which refer to a lascivious and excessive life. It was connected to negative self-
indulgence (Dubois et al., 2005). Later on, the luxury meaning was reformed and
connected to the Latin root" lux" which means light and from this root, it can be
clear it refers to precious objects like gold that decorated the kings and princes
fashions (Brun & Castelli, 2013).

2.3 Examples of Luxury in History

Striving for a luxurious lifestyle isn't a new aspect. it is an aspect without a
beginning and without an ending. Its existing connection with the human being
existing (Brun & Castelli, 2013). Even though the luxury facets weren't the same
all the time, its aspects evolved over time and differed according to the
differentiation in each culture (Barnier et al., 2012). The idea of luxury was born
since ancient time and kept growing till these days. the ancient civilization tied
luxury goods with the meaning of wealth and power as it represents the

exclusiveness (Brun & Castelli, 2013).

2.3.1 Ancient Egypt

In returning back in time to Egyptian civilization. We find that they
appreciated the luxury that they buried the dead with all the things they were
used in their life to use it in the second life. They didn't just bury food and drinks

and the necessities but they also put with them the jewelry, weapons and



precious objects. The things that were buried with the dead reflect how much
s/he worthwhile. The more valuable objects they put in the grave, the more
worth the person has. Even in death, people used luxury goods as a symbol to
show the dead's social position and their belonging class in society. The
unique objects that have been found were buried in the tombs of people
belonged to high social class like royal families or the pharaohs. The worthless
objects the Archeologists have found buried in pyramids like pieces of jewelry,
perfumes, swords, and many expensive goods are proof of that luxury was
restricted to members belonged to the upper social class. However, Egyptians
belief about the second life after death, their religious ceremonies and customs
have participated in the formation of luxury concept in the ancient culture in
Egypt. as well they contributed to developing this concept later through using
the luxury good in many social occasions and religious rituals, particularly, in
the burial ceremonies for royal family members as they considered using the
luxurious fashion that was decorated with jewelry is a significant part of the
ceremony. Since they used the skillful craftsmen to create the clothes and
beautify the dead body (Okonkwo, 2007). The author also pointed out that in the
ancient time of Egypt civilization luxury has been connected with appearance
and it has appeared in the clothes as the women used very expensive materials
to take care of their beauty. For that, luxury was prominent during that time of
period in Egypt. Studying this time of history found that the using of
accessories and precious items were used by the royal families as they used the
gold in their crowns as well they used it in jewelers. However, the luxury wasn't
reserved to only the personal lifestyle, it exceeded that to be reflected by the
constructions which showed a very high standard of luxury. Pyramids which
still stand to these days is obvious evidence of that, especially, the structure and
the uniqueness that they have which speak the skillfulness of the ones who
made it. Even the tombs and the walls inside them were designed with a
cautious carve. Egyptian civilization was known for its luxury at that time (Jafar,
2013). However, later on of that time luxury extended its roots to reach other
than upper classes. Luxury speared across society and became usable by all
types of classes in Egypt. After the luxury became part of Egyptians life, they

started to establish industries to promote luxury items and the munificent life.



2.3.2 Greek Civilization

Now let’s turn the time to the Greek Antiquity period to see what luxury meant to
them. During this era, luxury was a clear aspect of civilization. The fashion
for Greeks represent the intellectual judgment of choosing the clothes as
they also reflect the education levels of the individuals and his/her
upbringing  (Okonkwo,  2007).it's interesting to be able to know one's
personality by looking at their clothes. That's mean the clothes speak the owner
characteristics. However, lets continue with Okonkwo, there wasn’t much
difference between men and women dresses, but during this era, people
started to distinguish the clothes by giving the men dresses a masculine
attributes and they developed styles and designs that suit the ladies by adding
femininity and elegance to women dresses (Jafar, 2013). Another indicator of
luxury in this period was the dense use of jewelry which they used it as a
symbol to reflect the wearer wealth. Greeks gave much importance to
appearance and grooming. As a result, they worked on developing the beauty
sector. Consequently, the use of make-up and cosmetics were highly used by
Greeks women starting from lipstick and foundation. Even the application of
the make-up method that is used today by experts was established in that
period. Greeks paid high attention to external appearance and skin care. For
example, the luxurious items that were used for body caring included
moisturizers were made of local ingredients and use it during the day and night.
Luxurious interest didn’t stop at the cosmetics but also reached the perfumes
which were made from the best essences and oils like violet and myrrh. Every
type of perfumes was specialized and applied to a particular part of the body. As
the women were the center of the beauty, they had a technic for removing body
hair and had a special hairstyle. However, men also had a part of a luxurious
lifestyle, both genders used therapeutic methods and massages plus to that, men
used to exercise to keep a good shape of their appearance (Okonkwo, 2007).
Luxury took an essential part of Greeks life. The evidence that proof Greek
civilization was interested in luxury is the importance they gave to beautifying

themselves.
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2.3.3 Roman

Move on to the Roman Empire and explore how they dealt with luxury? The
empire has a wealth of gold. Therefore, society expressed the meaning of luxury
through the usage of gold. Romans opened the way to many concepts are using in
today’s luxury world. For example, in considering the fashion materials they were
used in that time, especially the ones were created for the imperial families, we
find them made of exceptional materials that can’t be easily found. they as well
invented the idea of seasonal fashion to adapt the change of the weather as to
adapt the change of society taste. Men and women fashion were distinguished by
using different materials and colors with dissimilar designs (Jafar,2013). Moving
from clothes to another distinct luxurious item, Italian shoes. People in that
time considered the shoes as a sign of distinguishing the social classes that the
government specified what color and model of shoes should each class wear.
This what inspire the gifted designers and craftsmen to make distinctive shoes
in order to capture the attention of royal families and aristocrats (Jafar,2013).
The superior manufacturing of Italian shoes was triggered by this rule as the
target of the manufacturer is to satisfy the rich people who belong to the upper
class. So the industry took fame in that period and continued to these days.
Italian shoes are still known for their quality as the best in the world
(Okonkwo, 2007). In that ancient time, shoes are considered a kind of luxury
as not everyone was allowed to wear upper-class shoes (Okonkwo, 2007).
Those Shoes were used to show the social status which is considered as one of
the luxury functions. Nevertheless, Roman exhibited luxury by using a private
thermal bath plus to saunas (Okonkwo, 2007). This explains the luxurious
lifestyle and the society richness as it's not possible to have such kind of
baths if they weren't affluent. They showed a high interest in personal care by
using special ingredients that nurture the body and benefit the mind. This idea
of baths was exported to England where Roman had a private baths there. That
contributes to speared this kind of baths in England. Additionally, they had an
interest in sports and exercises to keep in shape. Cosmetics products had a
portion of women concern as they related to well-being. women also represent
a significant role in defining the style by inventing a new style of their clothes,

jewelry and makeup (Okonkwo, 2007). The women of aristocrats intentionally
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displayed their social status by wearing heavy jewelry. Cosmetics and make-
up also had an interesting portion of their lives. In Roman culture, people spent

much attention on their appearance.

2.3.4 Byzantine Empire

Byzantine Empire was located between Asia and Europe. The capital of the
empire called Constantinople. The capital was known as the richest and the
largest position of trading and fashion in that period. This significance the city
had influenced the culture prosperity. In comparing the Byzantine Empire with
the Roman Empire in regarding luxury concerns. Byzantine Empire possessed
an exceeding level of taste that the consumption of luxury goods was higher
(Okonkwo, 2007). The emperor, Justin I, and his wife, Theodora, were
interested in luxury goods which reflect a distinctive taste. The importance of
luxury they gave was reflected by the dresses they wore and the lavish
activities and ceremonies they organized. Empress Theodora, was stylish in an
extraordinary way and she was the first women who utilized fashion as a
symbol of a power source (Jafar,2013). Her taste in clothes was infallible and she
had a tendency for possessing the most expensive clothes which were made of
silk, adorned and brocade. her clothes were decorated with embroidery made of
gold and pearl. Her jewelry as well was very luxurious and made by the most
skillful craftsmen. They were made of the rarest and most precious gems.
Byzantine Empire didn’t impose people to wear specific items, unlike the
Roman Empire, every individual had the right to choose what they want to
wear. This freedom given to people allowed women to imitate the Empress
clothes style with normal materials. Even though, Fashion and appearance
kept its function as a display of wealth and social status (Okonkwo, 2007).

2.3.5 Renaissance Era

This period included the prosperity of culture in the whole of Europe. This era
was an era of discoveries and inventions. Even the discovery of America was
in the Renaissance Era. It has been distinct with growth and development in
several domains. However, in this period raised the greatest Italian artists like
Leonardo Da Vinci and Sandro Botticelli. Literature prospered as well in
Italy, France, and other European countries to join the success of art. That is
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inspired people to mix Art with luxury which allowed women to take advantage
of that mix to use it for beauty reasons. Since the women of this era had an
obsession with being beautiful and they were ready to do anything to achieve
that goal. In the Renaissance era, enormous of Aristocratic families has appeared.
The existing of those families in that period affected society greatly (Jafar,
2013). People considered them as celebrities these days and tried to imitate their
nobleness habits. The women of this class had private clubs to preview the
latest fashion of those days and beauty products. The same example of these
days is pre-collection shows that are organized by Fendi or other luxury brands.
Also, jewelry got fame as the trade and production of jewelry centered in the
Italian city, Florence, at that time. Italy was prominent and the most influencing
country in Europe (Jafar, 2013). For that, when the Renaissance Era is mentioned
Italy should attend. Moreover, Italy produced the best textile made of silk which

contributes to the prosperity of luxury.

2.3.6 Baroque Era

The baroque era was the French era. France popularity took place because of its
influence in Europe. In the Baroque era, the French lifestyle spread not just in
Europe but in the whole world as well. This impact returns to France king,
Louis XIV, who featured a sophisticated and elegant taste in his lifestyle choices.
His taste was reflected by his interest in art and literature in addition to fashion.
The king's luxurious taste had an influence on the upper class especially the royal
families and aristocrats. He admired the luxury life and gave it his interest as well
he was interested in fashion (Jafar, 2013). For that, he supported the craftsmen
and designers financially which contributed to the growth of the fashion
industry in France. Furthermore, he encouraged fashion export and minimize
fashion goods imports. By this rule made France become the prominent country
in the world in supplying fashion goods with a luxury aspect. Later on, people
connected the sophisticated lifestyle and education to the name of France, so the
country became a reference for elegance. The developing of the country
contributed in emerging of new technics in personal life like the use of fork
and knife as well the formal dance. France in the Baroque era became an
indicator of the upper class in Europe. Also, in France people belonged to the

middle class emulated who belonged to the upper class by dressing similar
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clothes (Okonkwo, 2007). A luxurious lifestyle is always an attraction and
people imitating each other is one of the attraction reasons since the old days
to recent days. Another attribute of France luxurious life is the common use
of jewelry and pearl by women. Also in this era women used diamonds to reflect
their taste in jewelry and to show their states. Regarding men, they didn't pay
much to their personal care. As a result of the bad smell and the less use of
bathing, perfumes took a wide range of popularity (Okonkwo, 2007). The
high demand for fragrances spread them much among the country.

2.4 The Modern Luxury

The modern luxury industry started to take roots in the 19™ century in
Europe. This period witnessed the development of industry which caused the
industrial revolution. With the increasing of the competitors, companies
strived to produce creative and innovative goods to target the upper social
class (Jafar, 2013). That time considered the birth of the luxury goods industry
using a modern technics, as the earlier times the luxury goods were
handmade by local craftsmen. However, this industry has been expanded to
reach countries outside of Europe. From this point, luxury products companies
established a good base in countries around the world which was the foundation
of the international luxury corporations that we have in today's world (Antoni et
al, 2004). Consequently, the luxury goods witnessed high growth and a
refine reputation in the 20™ century. What gave the products that reputation
and the luxurious touch is the quality of materials used in manufacturing them
and the durability of the product itself plus to other performance aspects and
design (Brun & Cecilia, 2013). If we returned back to the previous half of
the century, we find the luxury products was limited to a specific group of
people. However, this practice has evolved in the recent days, as everyone has
the accessibility to buy luxury brands if they can afford them regardless of the
class and status (Réisdanen et al., 2014). This caused significant growth in the
second half of the century in the industry. the demand for luxury goods didn't
stay reserved for European and US markets but even it expanded to a new
emerging market (Catry, 2003; Silverstein & Fiske, 2003; Dalton, 2005). The

14



ability to purchase luxury goods by anyone wants is considered as luxury
democratization (Brun & Castelli, 2013).

2.5 Brands

The brand may mean a name, it could be expressed by a term, may represent a
sign, or a distinctive logo, also may embody a symbol, or a design belong to its
own character. all these attributes together or separately define the concept of a
brand (Okonkwo, 2007), brand attributes give the brand a character that
differentiates the brand from another. What features a brand display can affect
how the consumer behaves towards the brand and influence his/her decision
about making the purchase (Gilaninia et al., 2012). And from here came the idea
of the brand origin, the secret that brought the brand concept to the surface is the
need for differentiation (Gorp et al., 2012). hundreds of years ago, the cattle-
rearing men needed to distinguish their cattle from others. Therefore, they came
with the idea of stamping their cattle by burning a mark of the owner*s name
on the cattle. This way allowed people to recognize the good quality of the cattle
easily by the name (Okonkwo, 2007). These days, the brand indicates entities
that including organizations, people, concepts and also it could refer to the
processes that strive to add life and meaning to the products (First, 2009). This
how the concept moved to the trade market and evolved into the image of brands
logos and names that we see in our world today (Okonkwo, 2007). So the brand
doesn't come to life just by giving the product a name, branding process should
add some uniqueness to the brand identity and build a strong reputation for it.
That™s what establishes brand history. Nevertheless, the name and the logo of
the product are material signals of the brand which doesn't have a meaning
by standing by itself. They mean what the history of brand grants them. so
without history, they lose the meaning of their existing. Therefore, the strongest
brand, the one that has a good history (Holt, 1995). And this history comes
from consumer experience and their satisfaction. With the time the brand
becomes more trustable and build a strong image in the consumer's mind. As a
result, the brand would have strong brand equity. (Kay, 2006) suggested that
the brand strength doesn't depend on any difference is creating in consumer
perception, but it lies in the meaning that the brand creates. For that, he
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stressed that focusing on giving a brand meaning is a significant base if you
want to build a strong brand with a successful mission. The meaning of the
brand is a picture drawn in the mind of the consumer. This picture has consisted
of the experience the consumers get from the brand when they deal with it in
different situations and different psychological states. Therefore, brand meaning
differs according to the consumer experience. Even the same consumer may not
use the brand, in the same way, all the time.so s/he has a different experiment
every time they use the same brand (First, 2009). Consequently, one brand has
several meanings for consumers. However, regardless of the differences in the
meanings, all of them should reflect a positive meaning in order to keep the
brand in a good image for the consumer (Krishnan, 1996). The perception of
the brand is associated with the consumer perception of the aspects the product
has as well it's related to production values and personality (Veloutsou, 2008),
brand perception being based on the consumer perception is giving the brand

identity some complicity.

2.6 Luxury Brands

Many consumers strive to own luxury brands even if having one of these
products costs them to save for it for several months (Wu et al., 2015). So,
what is the luxury brands and what the essence that lay behind it? And how it
starts? The next part is going to reveal the cover upon these questions.
Authors and experts have defined the luxury brands based on their experience,
but even part of these definitions are true (Barnier et al., 2012), they didn't
cover the whole idea of luxury. The difficulty of finding a specific definition of
luxury brands return to its wide field. Many domains of science are interested in
understanding the nature of luxury and its products. The scientist of each
domain looks at luxury brands with different eyes. For example, economist
looks at the luxury brands from the price side while sociologists see the luxury
brands as products used in the social environment to display the consumer
position plus to psychologists who try to understand the motivations that
construct the consumer needs for the luxury brands (Barnier et al., 2012).
(Vigneron & Johnson, 2004) defined the luxury brands as the products that have
practical and psychological benefits for the consumer. However, This research
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is studying the luxury brands from the psychologist's side as it is aimed to
explore the nature of the motivations that affect consumer personality to
consume luxury brands. Therefore, the research will study luxury brands from
psychological insights as it concerns about the motivations of purchasing these
brands. This benefit could be embodied by high quality or aesthetic attribute.
Mostly the desire of consuming the luxury brands refer to psychological needs
and this psychological benefit is what distinguish the luxury brands from others
(Novak & MacEvoy, 1990; Mason, 1992; Vigneron & Johnson, 1999; Vickers &
Renan, 2003). According to (Wordig, 2004) Luxury product is the product that
has superior quality and the highest price, cited in (Teimourpour & Hanzaee,
2011). the consumer™s here defining the luxury brands by the magnificent
quality the product has. others defined them as the one which achieves the
highest level of prestige (Phau & Prendergast, 2000). In this definition, the
consumer is stimulated to by the luxury brands because of the conspicuous
prestige the product has. While (Nueno & Quelch, 1998) defined Luxury brands
as the goods that their intangible characteristics cost more than the tangible
ones. According to this definition, the consumer is triggered to buy luxury
brands for hedonism reasons. However, until now there is no agreement about
the definition of luxury neither by experts nor academicians. Even if there are
close definitions but still they are different. This difference came from various
cultures and beliefs. However, luxury goods are usually connected to brand
name or logo represents the brand strength, also it's related to high performance
that reflects the talented craftsmen and designers (Quelch, 1987). The
characteristics of luxury brands according to (Phau & Prendergast, 2000) are
summarized in the following points : Every brand must have a different and
popular identity and the customer should have awareness about these brands and
the brand should enjoy a quality of refining materials also luxury brand feature
should include customer loyalty and commitment to keep the percentage of the
sales high. based on that the luxury brands have been divided into groups. First
one includes the brands that have symbolic values that consumer buys them for
symbolic reasons more than paying attention to its utility like Louis Vuitton.
And the other group have the brands that have functional aspects like Porsche
vehicles (Reddy & Terblanche, 2005).In other words, some consumer buys

luxury brands for displaying their status in the society while others care about
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the quality and the performance of the luxury brand. In addition to luxury
symbolic and functional features, the luxury brands don’t have a limited time for
its use as it is considered modern and growing rapidly with increasing its
profitability (Wetlaufer, 2001).

2.7 Characteristics of Luxury Brands

luxury brands are differentiated from other brands by possessing sumptuous
features. The products to be classified under the category of luxury brands
should have specific characteristics. These characteristics, according to (Nueno
& Quelch, 1998), should include remarkable quality and have a heritage of
magnificent craftsmanship, usually, it is returned to the original founder who
designed and established the brand. Also, the luxury brands should have a
distinguished design with incredible style, plus to that, the product should be
exclusive and the product promotion has to attract consumer feelings.
Additionally, the product should enjoy with refining reputation universally,
mostly the luxury brands reputation comes from its country of origin as the
excellence of the product is connected to its origin country. furthermore, each
product should have its own uniqueness (Kim,2012). The results of studies
conducted in the luxury field confirmed the previous characteristics of luxury
brands. For instance, the study was made by Dubois et al (2001) found out that
six dimensions of Nueno and Quelch (1998) luxury brands features were
recognized in their study. The study was an attempt to understand the
consumer's attitude in the luxury context. The study was two phases based, in
the first one the researchers conducted qualitative research through making in-
depth interviews with 14 consumers. In the interviews, people were asked to
explain their perception about luxury and to talk about their experience in
dealing with luxury products or services. However, based on the analysis of the
content of the interviews, the researchers could identify the several facets that
shape consumer attitudes toward luxury. The six dimensions were identified of
luxury characteristics were the superior quality, scarcity and uniqueness, high
price, aesthetics, heritage, and personal history Superfluousness. And based on
these features they continued the second phase through collecting data by the
quantitative method through a survey. (Fionda & Moore, 2009) conducted a
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qualitative study in order to recognize the constructs of luxury fashion brands.
They interviewed 12 retailers of global fashion and came out with nine crucial
attributes of the luxury brands fashion. According to the retailers' experience,
the success of luxury brands lied in these attributes which are Premium Prices,
Heritage, Exclusivity, Brand Signature, Product Integrity, Marketing
Communications, Clear Brand lIdentity, Culture, Environment, and Service.
According to the previous studies, the price of the luxury brands depends on the
products subjective value rather on the real cost (Gorp et al., 2012). Also, the
brand should have a long history as this feature add authenticity to the product
value and increase its credibility (Fionda & Moore, 2009), consumers linked the
brand credibility to the country of origin. For example, Switzerland is linked to
excellent watches (Kim,2012). As well, the amount of the product should be
limited to a specific number as exclusiveness is an important characteristic of
the product to be classified as luxury products (Gorp et al., 2012). The product
as well should be recognizable and have a special style (Fionda & Moore, 2009)
as consumers striving to represent the brand name of their possession and make
it obvious for others to notice (Cheah et al., 2015). The quality of the luxury
product should be flawless and achieve a high level of consumer expectations or
exceed them (Keller, 2009). Luxury markets should have a mean to
communicate their luxury brands. This mean could be by using public relations
also fashion shows could be considered as another tool also marketers could
employee celebrities to promote the luxury brands and take the advantage of the
press also personal communication make a part of marketing communication
(Ghodeswar, 2008). The brand identity should be clear in order to be considered
a luxury brand as (Gorp et al., 2012) stated the clarity of the brand value can
differentiate the luxury brand from other brands. The culture, here according to
(Fionda & Moore, 2009), is related to the company as the company culture
contributes to developing the brand. The brand culture is derived from the
company culture. For that, the brand culture reflects expertise in producing the
brand. While the brand store environment should be connected to an excellent

service according to the authors.
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2.8 Luxury Brands Position and Classification

However, in general goods, Copeland pointed out that goods are classified
into 3 categories: the first one includes the basic products and called
convenience goods, the second layer includes the products that consumers
compare their quality, price, and style with other goods and called shopping
goods, the last category is the specialty goods which include products have
spectacular attributes that attract consumers (Copeland, 1923). Usually,
marketers take advantage of this classification while setting advertising or sales.
Convenience goods are the available goods for normal customers like basic
needs such as products in the grocery. Once the consumer realizes the need for
the product, product demand becomes obvious in the consumer mind and
usually, the consumer has an immediate intention to purchase them. As their
prices are relatively small. The second type which is shopping goods, in this
level the consumers tend to make a comparison between the goods in regard the
price, style and the quality and the products belong to this level are mostly
bought by women. The centers that have shops sell this kind of products often
need a trip to visit it as it may not be close to the consumers as grocery. The
shopping products may not be clear in the consumer mind in advanced as the
convenience goods. Therefore, this type of shopping isn't occurring at the same
time of thinking. It may be postponed. as the need isn't clear in the mind and the
location may not be near. For that, marketers should consider the location that
can attract many consumers from different areas. The third classification goes
to special goods. the goods that belong to this category should have distinct
attributes that induce the consumer to purchase the good without any plans for
shopping. But, of course, the consumer would have a previous idea about the
product to be bought and the place of its existence. The products here attract
the consumer to buy them without any comparison because of their
uniqueness, unlike the shopping goods that make the consumer make
comparisons. The ones who purchase the most of these goods are men. Not just
men clothes and shoes are bought here but also for furniture. Even though
women buy from this category also but not as much as men. The brand of the
manufacturer or the retailer of this category products or even when the store

reputation are known for its quality all of that are attendant in consumer mind
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and play a good role to purchase them (Copeland, 1923). The pyramid

classification is shown in figure 2.1.

Especial Goods

Shopping Goods

Convenience Goods

Figure 2.1: Goods Classification according to (Copeland, 1923)

All the 3 classes of the products could be with a brand or without one. With
giving a brand to these goods then there must be a connection
between the Copeland classification and the luxury brands classification.
However, according to Kapferer the brands have 3 levels starting with the brands
level at the bottom which have a mass of production and goods and enjoy the
competence of the price moving up to the middle- level which has the upper-
range brands, these brands are made in a factory and have fine quality and at the
top, the luxury brands take a place which produces a limited collection with
emphasizing the talented craftsmanship made in a workshop (Kapferer, 1997).

This classification is shown in figure 2.2.

Luxury Brands %

Upper- Range
Brand

Brand

Figure 2.2: Brands Classification according to (Kapferer, 1997)
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Nevertheless, regarding the classification of luxury brands themselves. the
difficulties the practicians and scholars face in luxury domains were not
restricted to the definition of the luxury but also the complexity exceeded this
age of luxury birth and reach the luxury classification stage. As The researchers
of the luxury domain found that there is a confusion in identifying or limitirg
the area that surrounds the luxury goods, expensive goods and the upmarket
goods (Barnier et al., 2012). Regardless of this confusion, there were attempts
to set the classification boundaries of each category by several studies. For
instance, (Vigneron & Johnson, 1999) have classified the brands according to
their expressing of the prestige value as an upmarket brand which has the less
prestigious brands, the second brands are premium brands which have an
acceptable level of prestige and the last one is the luxury brands which
contains the most prestigious brands. the classification of brands according to

their prestige is represented in figure 2.3.

+
Cpmaries ey |

Figure 2.3: The levels of prestige according to (Vigneron & Johnson, 1999)

However, Alleres,1991 stated that the luxury has 3 classifications: occupied the
base of the pyramid the accessible luxury, intermediate- luxury and accessible
luxury, cited in (Barnier et al., 2012). Alleres classification is represented in

figure 2.4.

Inaccessible

Luxury

Intermediate ILxury

Accessible Luxury

Figure 2.4: Luxury classification according to Alleres, 1991
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Based on the mentioned classification and from the previous studies, it is
obvious that the most luxurious brands occupy the top of all classification and
belong to a high-class family of the brands which distinguish them from the
normal brands (Vigneron & Johnson, 2004). Furthermore, products in the
luxury category represent the luxury degree of each brand (Vigneron &
Johnson, 2004; Kapferer, 1997; Barnier et al., 2012). When marketers mix the
luxury with the name of the brand that reflects the products category. For that,
the brand of the product may be perceived as luxurious in one category and
is not in another category (Barnier et al., 2012).

2.9 Consumers Segmentation in the Context of Luxury

The luxury brand consumers are divided into three main segmentation: the first
group of this segmentation comprises of the Elitist consumers, while the
second group of the segmentation occupied by Democratic consumers, besides
these two groups comes to the last and third group which is the one that
belongs to Distant consumers (Dubois et al., 2005). The classification of the
three segmentations was constructed on what attitudes the luxury consumers
enjoy. The consumers in each segment share the same attitudes. For example,
the consumer belongs to the first group have a classical concept about luxury
which says luxury goods are reserved for few people who belong to the high
class- level. While democratic consumers have a different point of view as
a modern attitude about the notion of luxury. They believe luxury goods could
be owned by many people. However, the distant consumers aren't just far away
of the other two segments but also they are far away of the luxury itself as they
don't think to buy luxury goods are something interested or attractive activity
(Dubois et al., 2005).

2.10 The Type of Luxury Brand Consumers Characteristics

Following the previous classifications we can classify consumers of luxury

brands according to their motivations which give us five types:

The vablenion type: vablenions are consumers who are motivated by

manifestations and show off who may have an arrogant character. (Sedikides et al
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2007 and Hung et al, 2011) have stated the relationship between consumers who
tend to be arrogant and their expenditure on high prestige products. They found
that these consumers keep wanting to consume high prestige products to satisfy

their ego and self-esteem.

The snob type: consumers of this type could have leading character as "The
most innovative member of a system is very often perceived as a deviant
from the social system" this aspect could be a mirror of consumer
characteristics. Since they like to have products before others and being
different, this gives them a leading personality and being opinion leader as

they may enjoy a high level of socioeconomic status (Rogers, 1983).

The bandwagon type: the consumers who care much about the norms and the
social concerns are pointed as socially followers and are looking for opinion
leader to direct them or looking for people who have higher social status to
imitate them (Rogers, 1983).

The hedonist type: the hedonist consumers tend to be adventurers and shop for
personal arousal (Jamal et al., 2006). It can be concluded from these reasons

that the hedonist consumer enjoys a funny character and have a sense of humor.

The perfectionist type: the perfectionist consumers try to keep their personality in
the perfect image by consuming the best type of products they purchase.

Based on that perfections may have a very strict personality.

2.11 Motivations

Motivations have a great effect on consumer behavior and in shaping their
actions. motivations exist when there is a need the individual wish to satisfy and
represents itself by taking an action (Martinez-Lopez et al., 2016). Motivations
in the luxury brands field are the impulse that encourages consumers to buy
these products. consuming luxury brands could be motivated by the need of
satisfying personal or social need (Tauber, 1972). According to the same
author, personal inducement is pushed by the need of getting some
entertainment or enjoying themselves by following the latest trends. On the
whole, these kinds of motivations are directed to satisfy self-gratification. While

the social inducement is derived by the need of satisfying the consumer image in
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the world s/he lives in to support some idea about the consumer personality like
status. The consumer behavior towards purchasing luxury brands is affected by
several motivations (Mamat et al., 2016). One of these motivations is the
perceived value of luxury products (Salehzadeh & Pool, 2017). The perceived
value is the customer®s point of view and beliefs of the benefits s/he can attain
from the product (Yoo & Park, 2016; Kim et al., 2008). That confirms the
notions of value that divided the meaning of value based on exploratory
research to four groups (Zeithaml, 1988), some consumers the good value
meant to them the low price, other consumers perceived the value as the
quality they get in an exchanging process of paying money. others see the
value as giving and take procedure like what they can attain for what they give.
The fourth group measures the product based on their purpose of it. For that, the
perceived value can be described as a structure of multi-dimensions (Kahyari
et al., 2014). So, in order to understand the consumer motivation for having
an intention to purchase luxury brands, marketers should understand first how
consumer perceive the luxury brands and its value (Ko et al., 2011) which
help them predict the consumer behavior (Choo et al., 2012). For this purpose,
many studies have investigated how consumer perceived the value of luxury
brands or products. (Vigneron & Johnson, 1999) in their study emphasized five
perceived value ( unique value, social value, quality value, conspicuous value,
and emotional value) which are resulted from five motivations (Veblenian
motivation, Snob motivation, Bandwagon motivation, Hedonist motivation,
Perfectionist motivation). These motivations and the perceived value of

consumers are shown in Table 2.1.

Table 2.1: The Perceived Values and Their Motivations According to
(Vigneron & Johnson, 1999).

Values Motivations and Type of Consumer
Conspicuous Veblenian

Unique Snob

Social Bandwagon

Emotional Hedonist

Quality Perfectionist
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The perceived value is affected by the following motives:

Veblen Motive or Veblen Theory: refers to conspicuous consumption. The
theory of conspicuous consumption takes its popularity from the theory of the
leisure class which was composed by Veblen in1899 (Visser, 2015). For that, the
theory has his name even though he wasn't the first one to write about
conspicuous consumption as John Rae in 1834 wrote about the conspicuous
consuming (Leibenstein 1950). However, the idea of conspicuous consumption
says that wealthy people tend to demonstrate their wealth by purchasing goods
that are very conspicuous to others to gain social status (Bagwell & Berneim,
1996). scholars defined the conspicuous consumption as an ostentatious show of
wealthy people in order to display their affluence to keep their prestige or
social position or even use this kind of consumption to gain a new social status
(Vigneron & Johnson, 1999; Truong et al., 2010). Nevertheless, Veblen
pointed out that people consciously display their richness by the goods they
buy. Furthermore, the theory stated that people try to emulate the upper social
class in purchasing goods (Truong, McColl & Kitchen 2010). Socialists also
studied the phenomena of conspicuous consumption (Leibenstein 1950), as the

reason for buying conspicuous goods is to be exposed to others.

The Snob Motives: this effect refers to the uniqueness and it combines
between the personal and interpersonal effects which make it complicated
(Leibenstein, 1950). This kind of motives affects consumer behavior when
purchasing the luxury brands either by an internal desire coming of a personal
need or by external influence brought by consumer environment like his/her
friends, family, peers (Mason, 1992). Snob motive usually appears in two
situations: first, when new luxury brands are launched, the snob consumers are
directly intended to have it to take advantages of the exclusivity of the
products. The second status that shows the snob effect on consumers is
when the consumers reject specific luxury brands because most of the people
used the same products (Mason, 1981). Also, there is a third situation that
reflects the third type of uniqueness is when the consumer intention of
buying the product is to represent a creative choice (Tian et al., 2001).
However, these concepts of snob consumers are proved by psychologists

studied the consumers need for uniqueness (Snyder & Fromkin, 1977). They
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found the need for uniqueness is a result of a comparison between people in
society (Festinger, 1954), which reflect the consumer desire of being different
from others. So the origin of the snob concept came from producing
innovative brands with a new design (Rogers, 1983) which reflect the

individual distinction of others.

The Hedonic Motives: it refers to emotions and it was established by Dichter
(1960). The idea of this effect says the motivation of consumer purchase isn't
always referred to logical impulse, sometimes the consumer choices refer to
her/his feelings with ignoring to the consciousness behind it. Some luxury
brands attract consumer feelings as the degree of brand likeability could be
higher than their functionality (Hirschman & Holbrook, 1982; Sheth et al., 1991).
Studies about luxury brand consuming have shown that luxury brands provide
consumers with insensible and subjective utility. As (Dubois & Laurent, 1994)
pointed out the product value that is acquired from emotions is a core attribute
for the luxury products. The consumer's response that is based on her/his
emotion is related to the feeling of pleasure and excitement when consuming a
particular type of products (Alleres 1990; Benarrosh-Dahan 1991; Fauchois and
Krieg 1991; Roux and Floch 1996) cited in (Vigneron & Johnson, 1999).

The Perfectionism Motives refers to quality. One of the attributes that distinguish
luxury brands is its possession of extraordinary quality (Garfein, 1989). Quality
effect or perfectionism effect appeared when the consumer appreciates the value
of the product based on the superior quality of the brand and its functionality.
Some consumers measure their prestige with high quality. As luxury brands
display a unique quality of the products, they are a target for people looking for
the best prestige (Vigneron & Johnson, 1999).

The Bandwagon motives refers to the value perceived from the social aspect.
(Belk, 1988) considered consumers who care about their prestige in the social
environment fall under the effect of Bandwagon. consumers who tend to own
prestigious brands to use the brand as a symbol that represents their belonging
to specific groups are motivated by the Bandwagon Effect. (Festinger,
1954)pointed out that people attitude usually is built based on the opinion the
majority of the group they belong to. For example, the person may use the

prestigious brand during the workdays to confirm his/her position in the job
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while in the weekend they wear a normal brand to match the stander of his/her
neighborhood (Vigneron & Johnson, 1999). For that, people are influenced
by the Bandwagon Effect could be stimulated by the concept of extended-self
value through consuming luxury brands. Also, an earlier study conducted by
(Leibenstein, 1950) also recognized 3 types of the previous motivations which
are snob motivation, Veblenian motivation, and Bandwagon motivation as the
author used these motivations to extend the researches of the consumer demand

theory.

The perceived values that affect consumer intention to purchase luxury brands
according to (Vigneron & Johnson, 1999) are five values three of them are
caused by interpersonal effects which the perceived conspicuous value, the
perceived value of uniqueness and the last one is the social value. While the
other two dimensions are considered as personal effect and they are the

perceived value of hedonism and the perceived value of quality.

The perceived value of uniqueness: consumer perceived the product as unique if
they can describe it as an exclusive product with a gorgeous design in additional
to enjoy a functional attribute (Dubois et al, 2001)

The perceived social value: this value is related to what consumer wants to
show others or what s/he wants people to think about him/her. In another

meaning, luxury brands speak the consumer status and his/her position in society.

The perceived value of hedonism: this value is related to how the product could

fulfill the consumer need for entertainment and pleasure.

The perceived value of quality: (Zeithaml, 1988) defined the perceived quality

as what is consumer opinion about the product material in general.

The perceived value of conspicuousness: this one is related to how the product
can deliver a message of consumer richness which is the purpose of purchasing.
Nevertheless, (Wiedmann et al., 2007)in their research considered 9 perceived
values ( prestige value, conspicuousness value, price value, quality value,
uniqueness value, usability value, materialistic value, hedonic value and self-
identity value). They added four more values to the ones used in (Vigneron &
Johnson, 1999) study.
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The perceived value of price: the price of the product usually is connected
with its quality. There are several studies that found the price could influence
the consumer perception positively as they consider the high price is an
indicator of high quality (Lichtenstein et al., 1988; Tellis & Gaeth, 1990). other
authors found that the expensive goods doesn't mean the products only have
excellent quality but also they represent high status as they show the
consumer prestige according to (McCarthy & Perreault 1987; Wiedmann et al.,
2007).

The perceived value of prestige: this value is related to the product ability to

reflect how prestigious is the consumer.

The perceived value of materialism: this value returns to consumer interest in

possession goods as buying many goods achieve his/her goal.

The perceived value of product usability: the consumer linked the product
according to its function of use as the consumer purchase a specific product
to satisfy a need (Wiedmann et al., 2007).

Price Value

g :
N L R L s e H 2 2
_.' Financial Value
.
i

B Usability Value

Quality Value

Uniqueness Value

Functional Value

! :
tEV 0 Self-ldentity Value
W

» Hedonic Value

Individual Value

Materialistic Value

: Conspicuousness i
: Value ;

Prestige Value

Social Value

ANTECEDENT FIRST ORDER SECOND ORDER
CONSTRUCTS LATENT VARIABLES LATENT VARIABLE

Figure 2.5: Dimensions of luxury value perceptions according to (Wiedmann et
al., 2007)

However, (Wiedmann et al., 2007; Wiedmann et al., 2009) pointed out that

the nine perceived values are antecedent values of the perceived luxurious value.
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The antecedent values are directed by 4 main latent values which are social

value, individual value, financial value, and functional value.
The 4 latent values:

The Financial Value: according to this value the consumer measures the luxury
value based on the monetary features of the product or service like its price,
sales or discount in the seasonal periods for example. In other words, this value
explains how much of money consumer should sacrifice in order to gain the
luxury product ( Ahtola,1984; Chapman, 1986; Mazumdar, 1986; Monroe &
Krishnan, 1985) cited in (Nadine et al., 2012). The more expensive the luxury
product is the more desirable will be (Groth & McDaniel, 1993). So, consumers

who consider the financial value, evaluate the product based on its price.

The Functional Value: the functional value is related to what the consumer can
benefit from the product and to the product utility. This value is embodied in
the uniqueness and quality value, also the usability value of the product
comes under the functional value as well the durability (Sheth et al., 1991).
The functionality of a product in the context of luxury brands consists of the
superiority of materials used in producing the products plus to the
professionalism in the craftsmanship and performance. This value is highly
linked to the physical attributes of the products (Cheah et al., 2015).

The Individual Value: luxury brands consumption here is related to personal
motivations. For that, it contains the values that are connected to the
individual personality and his/her preferences regarding the consuming of

luxury brands like materialism and hedonism (Nadine et al., 2012).

The Social Value: according to this value the purpose of consumer
purchasing luxury brands is to use the product as a recognizable sign by their
peers and others in the society. This value can be presented by prestige and
conspicuousness value (Nadine et al., 2012). Table 2,2 demonstrates
international studies about the factors that have an influence on consumer

consumption of luxury goods.
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Table 2.2: The Summary of Earlier Studies Related to the Luxury Consumption
Factors Conducted by (Hennigs et al., 2015)

Study Determinant DV Main Results
Dubois  Nationalities Perceptions of 30 In the luxury context, the power of segmentation
& (socioeconomi international showed a greater extent than the country
Laurent ¢ indicators, luxury brands affiliation
(1993) geographic
indicators)
Tidwell  Nationalities  Consumer The consumers in Australia have a negative
& attitudes toward attitude toward the luxury notion more than the
Dubois the concept of consumers in France. France represented a
(1996) luxury (Dubois— positive correlation between the self-concept and
Laurent Scale) the luxury concept.
Vignero  Nationalities  Brand Luxury The study affirmed that the scale is reliable and
n (2000) Index scale of wvalid but the result can't be generalized because
Vigneron/Johnso  of its limitation. For consumers in New Zealand,
n quality pointed the most of the variance while
consumers in Australia showed a high tendency
toward the wvariables of hedonism and
conspicuousness.
Dubois,  Quality, Consumer The attitudes of consumers aren't clear. However,
Laurent, hedonism, attitudes toward the study could recognize three main types of
& scarcity, luxury consumer attitudes which: elitism,
Czellar  superfluousne democratization, and distance. The study
(2001) ss, time considered the consumer's
incorporation, attitude in 20 countries.
and high price
Dubois,  National Consumer The findings of the study supported the findings
Czellar, culture Attitudestoward  of Hofstede*s four-
& luxury dimensional.
Laurent
(2005)
Tsai - Personal The findings pointed out the personal orientation
(2005) determinants of influence consumer behavior toward repeating
luxury the
consumption purchasing process.
behavior
de Nationalities ~ Consumer The study findings were recognized 4 variables
Barnier, perceptions  of of luxury facets in 3 different cultures. The
Rodina, luxury facets were of premium quality, personal product
& history, aesthetics, and expensiveness. As well
Valette- they found that consumers in France appreciate
Florence the conspicuousness and aspiration of the goods,
(2006) in UK consumers, considered functionality more

and luxury atmospherics and in Russia
consumers are loyal to Superfluousness and
uniqueness of the products. Nevertheless, the
research found a new variable which is related to
the consumers of the 3 countries.

It’s the hedonism
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Table 2.2: (con) The Summary of Earlier Studies Related to the Luxury
Consumption Factors Conducted by (Hennigs et al., 2015)

Study Determinant DV Main Results
s

Li &Su - “Face”

(2007)

The study found the consumers in China are
behaving in regarding consumption based on
their reference groups to protect their face more
than the American consumers . as well they
consider the conspicuousness of the goods.

Shukla Socio- Status Consumers in England and India are trying to
(2010) psychological consumption fulfill a social need by consuming the products
, brand that indicate social status. But their behavior
& situational varies in achieving this goal.
antecedents
Podoshe National Materialistic The most important dimensions the Chinese
n, Li, & culture values and consumers consider during purchasing the goods
Zhang conspicuous are materialism and conspicuousness.
(2011) consumption

2.12 The Summaries of the Previous Studies

The researcher of the current study has summarized studies related to the

luxury motivations in the following years of the previous schedule which are :

In 2010, Truong et al studied the impact of four intrinsic aspirations and three
extrinsic aspirations on the priority of choosing luxury brands product. The
intrinsic aspiration includes the personal variable, relationship variable,
community variable and the variable of self-esteem. The extrinsic aspiration
has the wealth variable, popularity variable, and the image variable. As a
result of studying the impression that these variables have on the preference
of luxury brands, the researchers found out that the intrinsic variables have a
reverse effect on brand preference while the extrinsic variables have a positive

impact on the preference of luxury brand (Truong et al., 2010).

In 2011, Hung et al. worked on studying the antecedents that affected consumer
intention to consume luxury brands. In their research, they considered the
consumer perception toward the luxury brand, the influence of society and vanity
in both types of physical and achievement as factors that affect the purchase
intention. As well the study used vanity as moderator with perception and
intention of buying and with social influence and consumer intent. However,

only the achievement vanity that showed a moderator impact on how consumer
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understands the luxury brands. While social influence and vanity has a positive
impact on consumer intent, the luxury brand perception has a weak impact on

purchase intention (Hung et al., 2011).

In 2012, Choo et al considered expanding the previous studies that
concerned the perceived value of the luxury goods as the research aimed to
determine the factors of this value by studying 4 perceived values and their
correlation with the brands and how this relationship affects the consumer
purchase intention. The main values were considered in the study are the
utilitarian value which has two perceived values and the second one was the
hedonic value and included three values while the third one which is symbolic
value has just two value and at the end of the model was the economic value
(Choo et al., 2012). However, the result of their studies showed a positive effect
of the 4 values.

In 2013, Zhang & Kim studied three basic dimensions to measure the
correlation between them and the consumer attitude toward buy goods related to
fashion. The three are: dimension reflect the brand consciousness, and another
reflect social comparison and one more represent fashion innovativeness.
However, the study has explored 2 more dimensions that showed materialism
and Fashion involvement. All the five dimensions have shown the same
influence on consumer attitude which is a positive influence as well this
correlation of the Chinese consumer attitude and the mentioned dimensions
influenced the purchase intention of the consumer in regarding the purchase of
luxury brand fashions in China (Zhang & Kim, 2013).

In 2014, Franzak et al worked on studying design benefits which include
functional value, hedonic and symbolic is associated with the involved with the
brands. The study used the emotional effect as a mediator in this relationship.
The findings showed that the consumer has a low attraction to the functional
value of the product design and as a result the consumer engagement with the
brand is low. However, with moving to the next value of the design, the
hedonic one, the attraction is increasing as well the brand engagement. while the
last value, the symbolic one, has achieved the highest level of consumer's
attraction to the product design which caused the highest level of brand

involvement (Franzak et al., 2014 ).
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In 2015, Hennigs et al conducted a study that concerned about the impact
that the values of sociality, functionality and financial value leave on the
consumer mind in regard of how consumer understand the luxury value which is
the mediator of the study as the author studied the relationship of consumer
perception and other three factors that included the intention of buying luxury
goods, the recommendation of using the product plus to the consumer
willingness to buy the luxury good even if it cost him/her a lot. The result of
this study showed that the 3 values support the consumer understanding of luxury
brands which increase the consumer intention to buy the product as well
encourage the consumers to recommend the product for others. Also, it has a
positive mark on the readiness of paying a high cost to get the product (Hennigs
et al., 2015).

In 2016, Siu published a study that concerned to research how emotions affect
consumer attitudes in regarding the luxury consuming with including the brand
equity effect on safe face value. Nevertheless, brand loyalty and brand
knowledge plus to the perceived quality have an affirmative impact on the
effective attitude. As a consequent of this correlation, the affective attitude
influenced positively the consumer readiness to pay a high price to purchase
luxury brands. However, the moderator that affect the relationship between the
emotional attitude and the consumer intention to pay an exceptional price to
purchase luxury brands was saving the face value. The research found that the
luxury brands consumers who pay much attention about saving their face have a
high tendency to pay an extraordinary price to buy luxurious products in order to
reach their goal (Siu et al., 2016).

In 2017, Liang et al have studied how Chinese consumers perceive the luxury
value based on self-perception and social perception. According to (Liang et
al.,, 2017) the self-perception contains the perceived value of hedonic,
uniqueness and vanity while the social perception includes the perceived value
of conspicuous, status, conformity and face-saving. when they asked the
consumers what is the main reason that concern their personality for purchasing
luxury brands, some of them returned the consumption of luxury products to
the hedonic reasons as this kind of consumption brings them pleasure and

amusement. As well other consumers pointed out their need for uniqueness to
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support their self- appearance. Also based on the responses of their participants in
the focus group, they could identify a new value affect the luxury brands
perception which is the value of vanity. In this study, the Chinese consumers of
luxury brands showed a tendency to purchase these products to show off and
exhibit their richness. For that purchasing, the luxury brands must be well-
known brands. This is related to the status value which allows the consumer to
display luxury products that speak their positions in the society or their social
status. The research also found the consumers' purchase behavior in China is
influenced by social groups. As well the findings came out with another new
value which saves- facing value as consumers appreciate the products that are

accepted by others and save their faces.

In 2018, Jiang & Shan conducted a study also in China to investigate the
correlation between the Confucian propriety, Confucianism considered as an
aspect of Chinese culture, and the consumer intention to buy a luxury brand with
using the three perceived value which was used in (Wiedmann et al., 2007)
research as mediating effect. The findings of (Jiang & Shan, 2018) study was
that the social and functional value influence the purchase intention of luxury
brands of the older consumers in China more than influencing the purchase
intention of younger people. In regards to the individual value, the hedonic and
self-identity value have shown a strong influence on the young individuals
purchase intention more it has on the older individuals purchase intention. Table
3 states the previous studies that meant to investigate the consumer motivations
of the increasing interest in having the luxury brands which were conducted

in the following years of studies in table 2.3
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Table 2.3: The Factors that Influence Luxury Brands Consumption in Recent

Years
Author Variables DV Key Findings
(Truong et al., Intrinsic value: The intrinsic aspiration affects
2010) Personal Luxury brand the consumer preference of
Relationship preference luxury brands negatively, while
Community extrinsic aspiration has a positive
Self-esteem effect on luxury brand preference.

(Hung et al,
2011)
(Choo et al.,
2012)
(Zhang & Kim,
2013)

Extrinsic value:
Wealth
Popularity

Image

The perception of
luxury brands

Social influence

Vanity

Utilitarian value:
Excellence
Functional
Hedonic value:
Aesthetics
Pleasure
Experience
Symbolic value:
Self-expressive
Social

Economic value

Brand consciousness
Materialism
Social comparison

Fashion
innovativeness

Fashion involvement

Moderator: vanity

Dependent: the
intention of buying
luxury brands.

The brand correlation
as a mediator

and behavioral
intention as a
dependent.

Mediator: Consumer
attitude toward
consuming fashions

DV: purchase intention

of fashions

The finding affirmed that there is
a positive relationship between (
Social influence, vanity in both
types) and purchase intention of
luxury brands. While consumer
perception did not support its
correlation with consuming
intention.

The moderating effect of
achievement vanity was only
reflected in consumer perception.
The results of studying the 4
perceived values: utilitarian
value, hedonic value, symbolic
value, and the economic value
indicate that the 4 values have a
positive impact.

The brand consciousness as it's
indicated in the study following
by social comparison and
Fashion innovativeness have a
positive impact on consumer
attitude which presented the same
impact on consumer intention. As
the research explored two more
dimensions have the same
impact. They are Materialism and
Fashion involvement
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Table 2.3: (con)The Factors that Influence Luxury Brands Consumption

Recent Years

Author

Variables

DV

Key Findings

(Franzak et al.,
2014)

(Hennigs et al.,
2015)

(Siu et al,
2016)
(Liang et al,
2017)

(Jiang & Shan,
2018)

design benefits
functional value
hedonic value:
aesthetic
experiential
symbolic value:
social
expressive
terminal
Financial Value

Functional Value

Social Value

Brand Loyalty

Perceived
Quality

Brand
Knowledge

Self-perception:
Hedonic
Uniqueness

Social- perception:

Conspicuous
Social
Conformity

Functional
Individual:
Self-identity value
Hedonic value
Social

Emotional arousal
as mediator

Brand engagement
as dependent

Mediator:
Individual Luxury
Value Perception

The dependent
variables:
Purchase Intention
Recommendation
Behavior

Willingness to Pay
a

Price Premium
Mediator:
Affective

Attitude

Moderator: Face-
Saving

Dependent:
readiness to pay an
exceptional price
to gain luxurious
goods

The luxury value
perception

purchase intention
of luxury brands

The consumers are less attracted to
functional benefits while attracted
more to the symbolic value of
product design. The hedonic value
has an accepted satisfaction by
consumers.

All of the antecedent variables
affected the mediator positively and
the mediator influence the outcome
variables in a desirable way.

Brand equity and emotional attitude
of purchasing luxury goods with high
price represented a positive result as
well the save face value has the same
impact on purchasing willingness of
these goods even if they had to pay a
higher price.

Their model was inspired by
(Wiedmann et al., 2007; Vigneron &
Johnson, 2004) works but in studying
the consumer perception in China the
research came out with two new
values weren't mentioned in those
works which are vanity value as it
belongs to self-perception and save-
facing value which belongs to social
perception.

The study found that functional value
and social value affect old people
while individual vale affect young
people
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Furthermore, other studies that concerned what affect consumer buying
decision of luxury brands is the study of Liu et al (2012) who considered 2
international luxury brands (CK and Chanel) when they linked the self-congruity
to the luxury brand attitude and loyalty in order to investigate the relationship
between them. In the study, the self- congruity has 3 dimensions: Brand
personality congruity, brands user imagery congruity and brand usage imagery
congruity. The research study each one of them in connection with brand
attitude and loyalty. They found that the brand user imagery congruity and
brand usage imagery congruity influence consumer's attitude toward luxury
brands and loyalty more than product personality does. Although, there are many
sides affect consumers attitude toward buying luxury brands, this research
reflects the sides that are related to how consumer perceive the luxury products
and the usage of them. The location of the sample conducted in the research in
Australia. Collecting data by 264 questionnaires. The limitation of the study is
that the research considers just 2 products (CK and Chanel) which is not
enough to measure the brand attitude and loyalty. Also, there are other factors
connected to the intention of buying luxury goods such as the influence of
friendship, neighborhood, and mates. This is proven in the study of (Wu et al.,
2015) who investigated what influence consumer behavior and trigger them to
buy luxury fashion brands. The study used a qualitative research method, face to
face semi-structured interviews, to collect the data. The sample included 23
female aged 18- 32 years. The research was conducted to explore females
perspective toward buying fashion luxury brands in Taiwan. The findings were
the discovery of the tight relationship between the young generation
influencing by their peers, friends, family, and social class and purchasing
luxury brands. The environment and people around the consumer have a great
influence on guiding the consumer steps toward the luxurious land. Especially
girls when it comes to shopping they become all ears and give the floor to their
experience to speak about the latest fashion trend to enrich their knowledge and
imitate each other. But the limitation of this study was the size of the sample
which is too small (23) interviews and that can't be generalized to the whole
population in Taiwan as well it's limited to the female aged (18-32) years.
However, the current study is meant to measure 5 motivations that affect luxury

purchase intention in Qatar. Before moving to the theoretical framework of the
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study to understand the background of these motivations, a brief idea about the

origin of the sample units used in the study should be given.

2.13 Qatar

To understand what affects the consumer consumption in Qatar in regard to the
luxury brands we have to take a look at the nature of the country and its

economy.

Qatar has witnessed dramatic changes and development in recent years (Peterson,
2006). The luxury in Qatar isn't limited to fashions, accessories, cars, furniture.
Luxury takes place even in constructions, the architecture of the buildings
speaks the luxurious of the country. The country embodies an encaustic
portray. as one of the luxurious features the country enjoys is building a
clamorous island called Pearl Island (Petcu, 2011). the location of the island
and the pearl name came from the old activity that was used in that area which is
diving for pearl as it was rich with pearls. also, it called the Rivera of the gulf.
This name came from Rivera beach in France which they followed its pattern to
build the island in Qatar (Al-Saleh, 2016). However, the island was made to
communicate luxury brands consumption in Qatar. The luxury extended from
the island structure to the shops it contains as the island has the majority of
international luxury brands such as Gucci, Hermes (Petcu, 2011). This island
represented the affluence of the country and considered as a city of luxury as it
has luxurious Hotels, resorts, and buildings (Al-Saleh, 2016). Another legend
of luxury shows the country exhibited by building the highest and largest
meandrous towers in the world for that they called it the zigzag towers or the
dancing towers (paramo, 2018). The luxury of the country didn’t stop with that
also it has been reflected in the architecture of museums as Qatar has the largest
Islamic art museum in the world (Sharif, 2016). According to the previous
literature about the nature of Qatar. We can conclude that the consuming of
brands especially the luxury of them is a normal issue amongst people lives in a
country such as Qatar. However, let's pay closer attention to luxury consumption
and consumer behavior toward expensive brands. Considering Qatar as the
richest land with a small number of population which is 2.05 million may
help to understand the nature of spending. Nevertheless, this number of the
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population has 57,000 millionaires plus to 4000 deca — millionaires.
Furthermore, Qatari people have the highest GDP ($97,967) per capita (Farrag,
2017; Zaryouni, 2013). Increasing disposable income has contributed to the
increasing consumption of luxury brands in the country (Al-Serhan et al., 2014).
The GDP in Qatar is the highest in comparing it with the other countries in the
middle east which affected the purchasing decisions and consumer behavior
(Sobh & Belk, 2011), specifically, in buying goods that have a symbolic
status like luxury brands. Nevertheless, in 2012 the luxury goods consuming
of Qatar achieved 0.2 percent of luxury market share (Kharpal, 2013).
According to Ledbury Research's in 2013, Qatar has the biggest number of
luxury brands consumers in the Middle East (Zaryouni, 2013). While this
percentage increased by 7 percent in 2014 which kept Qatar occupying the first
position in the fastest growing markets for luxury brands then came UAE and
Saudi Arabia as the Ledbury Research found (Kharpal, 2013). According to a
study mentioned by (Farrag, 2017), in 2015 consumers in Qatar spent an
average of $ 4000 monthly to purchase luxury brands or services which is
constitute twelve percent of the consumer income according to
https://www.ilovegatar.net/news/general/luxury- is-a-priority-for-people-in-gatar
Having luxury brands is so popular amongst Qatari people. Buying that much
of luxury brands caused in making the country to be ranked as the fastest
growing markets of luxury brands in the world (Farrag, 2017). This evidence

that the market of luxury in Qatar is a very active segment (Sharif, 2016).
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3. THECONCEPTUAL FRAMEWORK AND HYPOTHESIS

3.1 Introduction

(Deli-Gray et al., 2010) in their research came out with that consumers in
the 21%century build the purchase decision making not just based on cognitive
reasons but it could be emitted from the consumer's sensation. For that, the
marketers are trying to merge the aspects of the products to be able to contact
the mind and the heart at the same time (Schmitt, 1999). The hedonic
products are emulating the feelings and the purpose of purchasing such goods
is to have fun or because of fantasy and the pleasure the products bring while the
functional products are contacting the logic and the goal of consuming such
products is instrumental (Holbrook & Hirschman, 1982). As well products are
purchased based on their function and usability. Nevertheless, this research has 5
factors that have an influence on consumer purchase intention. 3 of them which
are the need for uniqueness, hedonism, and conspicuousness are emotional effect
based and 2 are rational effect based. This foundation was built based on the

previous studies which will be explained next.

3.2 Definitions of the Variables

3.2.1 Purchase intention (Dependent Variable)

This study emphasized the concern about purchase intention of luxury brands due
to its wide application as well to the positive impact that purchases intention has
on consumer decision making to buy the goods (Pierre et al., 2005; Schlosser et
al., 2006). Purchase intention is a reflection of consumer satisfaction. The
definition of the purchase intention clearly manifests this idea by considering it
as a promise the consumer gives to him/herself to buy the same product when
shopping again (Tariq et al., 2013). It is obvious that this promise of having

the same product is built on a significant foundation. This foundation is what
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motivates the consumer to have such an intention. There are many features
play a significant role in shaping the consumer desire to purchase a specific
product. These features could be related to the function of the product like
quality or related to the value the product provides like social value (Wiedmann
et al.,, 2007). So, marketers should focus on the features that increase
consumer purchase intention. If the consumer has a high intention to purchase
specific goods or brands, that would increase the purchasing percentage (Babin &
Babin, 2001). The motivation for consuming luxury brands is what increases
the consumer intention of repeating the same experience (Husic & Cicic,
2009). However, considering the purchase intention in the context of luxury
brands gives a concept of how much they are connected. That connection is
related to why the consumer wants to purchase a specific brand rather than
another. The tight connection of purchase intention and why consumers buy
luxury brands is supported by many studies (e.g. Yoo & Lee, 2009; Dubois &
Paternault, 1995). According to this study, the purchase intention of buying
luxury brands in Qatar is affected and stimulated by 5 dimensions ( The Need
for Uniqueness, Hedonism, Conspicuousness, Quality, and Materialism). These
motivations represented the factors that affect customers in Qatar and increase
consumer intention to buy international luxury brands. Nevertheless, this study is
going to prove the correctness of this connection by conducting an empirical

study.

3.3 The Five Dimensions (Independent Variables)

3.3.1 The need for uniqueness

Usually, when a consumer goes shopping, start looking for something
unusual. S/he wants something unique, especially, if the purpose of purchasing
the good is to attend an occasion or event. This is what's called the looking for
uniqueness. So what's that thing that called uniqueness? And why we are as
consumers looking for it? Well, uniqueness is the pursuing of goods that
consumers could use to differentiate themselves from others, another purpose of

these goods is to impress others (Tian et al., 2001). Those kinds of customers

42



have a need for uniqueness and their need comes from 3 basic types of
uniqueness (knight & Kim, 2007).

¢ Avoidance of similarity

e Unpopular choice counter-conformity

o Creative choice counter-conformity
3.3.1.1 Avoidance of similarity

Consumers who tend to avoid similarity putting aside the common goods and
moving away from following other steps in having the same items in order to
have a special item which may be designed only for them. Consumers here also
may tend to customization to avoid the duplication of goods. However, the
consumers belong to avoiding similarity category may discontinue using the
good they have, if somebody else owned a similar one. These consumers
differentiate themselves by buying products that can't be owned by everyone. For
that, they are watching people possessions around them in order to avoid the like

acquisition (Tian et al., 2001).
3.3.1.2 Unpopular choice counter-conformity

Most of the strange products that society may not accept or see them as weird
goods are produced for this type of consumers. Consumers who belong to
unpopular choice counter-conformity are less to concern about social
acceptance of their purchasing behavior (Bhadur & Stanforth, 2016). They tend
to force their taste amongst the community which may don't harmonize with
their norms and customs. Nevertheless, this kind of consumers risk the society
disapproval just to be unique regardless of this uniqueness is positive or
negative. Even though the products may not be accepted at the first show, but
later on in the future, they may be accepted by the social surroundings (Tian et
al., 2001). The goal of uniqueness in this dimension is to be different from
others, mostly by being against the customs. Consumers here try to rebel
against the normality to reach the up normal of uniqueness. interestingly, the
result of unpopular choice counter-conformity behavior is increasing the

consumer self-image (knight & Kim, 2007).
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3.3.1.3 Creative choice counter-conformity

Consumers whose consuming behavior is derived from creative choice counter-
conformity are seeking uniqueness by differentiating themselves from others
through creating a unique and creative personal style. This style is usually
represented by the material display and to reach the goal of such behavior, the
purchase of materials should be original and distinctive (Tian et al., 2001) like
luxury brands. Creative choice requires the consumer to think creatively, for
example, the consumer may purchase a new collection of apparel but the idea
of creativity here is how to use them together, how to arrange the colors in a
harmonic way that show the consumer unique style. However, even the
consumers want to distinguish themselves from others, but also they want their
new idea to be a good one in their social surroundings (Bhadur & Stanforth,
2016; Tian et al., 2001). Because even consumers strive to be unpatrolled, they
also try to catch other interest in their style and materials as well as impressing
them. Consumers who are looking for a creative object intend to enhance their
self-image and social image through buying goods that have a symbolic concept
as brands in order to satisfy their need for uniqueness (Tian et al., 2001).
McAlister and Pessemier (1982) suggested that the passion which pushed by
the need to be distinct socially by purchasing unusual goods, inspire marketers
to be more inventive while designing for a new collection of products, cited in
(Tian et al., 2001). Therefore, the brands that have innovative characteristics like
exclusivity and prestige are targeted to this type of consumers (knight & Kim,
2007). Consuming action which is affected by this type of consumer behavior
reflect the idea of Creative choice counter-conformity. Luxury brands are used to
fulfill the consumer's need for uniqueness as luxury brands have an important
characteristic that has a tight connection with the need for uniqueness which is
scarcity (Park et al., 2008). The rarity of luxury brands fit much into the
model of uniqueness idea as it allows people to differentiate themselves easily
from others. It has been found that the consumers who have a high need for
uniqueness appreciate their possessions which happen to be scarce more (Park
et al., 2008). The limited edition of the luxury brands collections that are
produced seasonally or annually meet uniqueness seekers expectations (Wu et
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al., 2015). The exclusivity of luxury goods gives them an aspect to be different
from the non-luxury ones (Park et al., 2008). Therefore, luxurious brands
represent the exact target for who is interested in being a unique person.
However, Dubois and Paternault have found through a study in 1995 that luxury
brands consumers were influenced positively by brands awareness and
negatively by brands diffusion (Park et al., 2008). In other words, the
diffusion of the brands reduces the consumer intention to buy the brand. We
can conduct that people who are looking for uniqueness are looking for
scarcity, rarity, and exclusivity. Therefore, the need for uniqueness is the
cornerstone that constructs the consumer desire to having luxury products. In
a study, researchers have argued that the more unique the product is, the more
value it has (Tian et al., 2001). Accordingly, how consumer perceived uniqueness
is related to his/her perception of exclusiveness and rareness of the luxury brands
as the limited collection of the products boosts the consumer®s desire of
possessing the product and its preference (Lynn, 1991) which mean the product
value depends on its degree of uniqueness. The product that enjoys more unique
attributes, has more valuable meaning to the consumer (Verhallen & Robben,
1994). This study has hypothesized all the 3 types of uniqueness in order to

understand which one influence the purchase intention of luxury brands.

H1l.a: avoidance of similarity has a positive and significant influence on the

purchase intention of luxury brands in Qatar.

H1.b: unpopular choice has a positive and significant influence on the
purchase intention of luxury brands in Qatar.
H1.c: Creative choice has a positive and significant influence on the purchase

intention of luxury brands in Qatar.

3.3.2 Hedonism

Hedonism constructs an essential foundation in influencing consumer desire to
purchase luxury brands as it was clear in the previous studies (Wiedmann et al.,
2007; Vigneron & Johnson, 2004; Shukla, 2012). Therefore, the influence of
hedonism aspects on consumer behavior contributes greatly to the scientific

researches in marketing review (Kazakeviciute & Banyte, 2012). Hedonism
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consumption is the consumption that is stimulated by sentimental effects and
connected to the feelings the consumer get from using the products, this
definition was established by (Holbrook & Hirschman, 1982). (Wiedmann et
al., 2007) pointed out that luxury products could carry intangible advantages
such as sensory pleasure or aesthetic aspects. Researchers found out hedonic
characteristic of the product has more than satisfying a normal need because the
reason for buying the product is to delight the consumers (Chitturi et al., 2008).
(Hagtvedt & Patrick, 2009) presented that the pleasure that accompanies the
consuming of the luxury brand differentiate it from the value brand that carries
functional benefits. Based on that we can assume the hedonist consumers prefer
the luxury brands even if they had the choice to select another brand that has
utilitarian benefits. So, luxury products are more connected to hedonism and
pleasure while the value products are connected to functional purposes
(Dubois & Paternault, 1995). (Hagtvedt & Patrick, 2009) suggested that the
assessment of luxury brands is built based on hedonic reasons or the pleasure
they may promise. However, academicians put a great effort in trying to
understand the motivations of hedonic goods (Hirschman & Holbrook, 1982;
Vigneron & Johnson, 2004). However, (Martinez-Lopez et al., 2016) return
the hedonic motivations to 11 reasons explained next. First one is exploration
and curiosity the reason for hedonism consumption here is the curiosity.
According to Silvia (2012), the curiosity of the consumer is stimulated by
internal motivation which encourages him/her to explore and learn more about
the products or services. For example, the consumer may purchase the products
to have more knowledge about it like phenomena of purchasing iPhones.
Consumers according to the second reason prefer to be exposed to situations
that provide them with new emotions and entertainment (Kim et al., 2010). The
consumers who have a tendency of being an adventurer and like to experience a
different sensation would be stimulated by the desire of having fun (Arnold
& Reynolds, 2003). So, consumer spending time in purchasing the luxury
brand, would increase the positive feelings and improve his/her mood as that
would meet consumer satisfaction (Wolfinbarger & Gilly, 2001).Visual
attraction is another reason of hedonism lies in the attributes that attract the eye

like the product design or its prettiness thus the visual attraction is stimulated
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by the physical attractiveness of the product (Holbrook, 1994). It has been proven
that the visual appearance of the products has a positive impact on consumer
pleasure (Kim et al., 2007). Escaping the reality also is a reason for hedonism
refers to the consumer desire of escaping the stress or problems s/he faces in
her/his daily life (Babin et al., 1994). For that, the consumer takes the products
consuming as a tool to get rid of all the things that irritate him or her (Huizinga,
2003). (Michon et al., 2007) used intrinsic enjoyment as a motivation referred
to the activities that include enjoyment which encourages the consumer to get
involved in it. As a result, this kind of activities enhances the consumer decision
making to purchase the good that provides them with such activity (Kim et
al., 2010). Hang out could also push hedonist to go shopping. Usually, the
consumers hanging out for hedonism consumption purpose is to spend their
free time and doing something interesting (Seo & Green, 2008). Some
consumers use shopping as an approach to relieve the stress they have or the
depression, so they consume luxury brands as a way for relaxation. (Jamal et
al., 2006) defined relaxation as “stress relief, to alleviate a negative mood and as
a special treat to oneself. Others buy products for Social shopping. Visiting
the markets with accompanying friends or individuals who have the same
interest could increase the pleasure for the consumer (Martinez-Lopez et al.,
2016). Role shopping refers to consumer pleasure which is motivated by
purchasing goods for others. For example, consumers here may express their
love by buying gifts for their lovers (Otnes & McGrath, 2001). Also, (Arnold &
Reynolds, 2003) pointed out that visiting markets to get something for
somebody supports internal happiness and positively affect the spirit. Self-
expression is related to expressing the consumer's self — image with connecting
this image not only with the person himself but with society. As consumers tend
to express themselves by consuming goods that differentiate them to increase
their self-esteem (Martinez-Lopez et al., 2016). Some consumers want to stay
involved with a product/service. For that, consumer pleasure here is attained by
keeping a track with the latest trends in fashions and styles. Therefore, they
keep searching about innovative products of a particular brand (Kang & Park-
Poaps, 2010). Table 3.1 summarizes the 11 motivations of hedonism.
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Table 3.1: The Motivations and the Causes of Hedonism According to
(Martinez- Lopez et al., 2016)

The motivation The cause
Exploration/curiosity Consumer desire to gain knowledge about
the product
Sensation seeking/entertainment The consumers desire to entertain
themselves by trying something new
Visual attraction The product has physical attractiveness
Escape The consumer wants to get away
from problems in reality
Intrinsic enjoyment The consumer is looking for
enjoyment activities
Hang out Consumers want to spend their free time
Relaxation Shopping is a way to relive the tension
Social shopping The consumer desire is to go shopping with
friends
Role of shopping The consumer wants to buy something for
others
Self-expression The consumer wants to build a good
self-image
Stay involved with a The consumer wants to stay in touch with the
product/service latest trends

For all these reasons, hedonists intend to consume luxury brands as a reward to
satisfy an inner need for pleasure (Vigneron & Johnson, 2004). For that, the
perceived hedonism of luxurious consuming is completely emotional decision-
based for the joy lover. And according to that hedonism hypothesis was

conducted.

H2: HedoOnism has a positive and significant influence on the purchase
intention of luxury brands in Qatar.

3.3.3 Conspicuousness

3.3.3.1 Conspicuous consumption theory

The theory of conspicuous consumption was established by Veblen in 1899,
that's what some studies stated (Visser, 2015), but that's not the real case.
According to (Leibenstein 1950) even the conspicuousness theory gained its

popularity because of vablen, there were earlier studies about it. John Rae in
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1834 wrote about the conspicuous consumption in regarding the fashion and
other related subjects (Leibenstein 1950). And according to the same author,
the conspicuous idea existed before this time as it was mentioned in Roman
poet Horace. So, thinking about consuming products conspicuously not a
recent issue nor a new phenomenon. Nevertheless, the intention of purchasing
conspicuous products has a substantial influence in shaping the consumer
preferences, especially, if the product is to be exposed in public (Vigneron &
Johnson 2004; Wiedmann, Hennigs & Siebels 2009; Shukla 2012; Braun &
Wicklund 1989; Hong & Zinkhan 1995). However, what gives the conspicuous
good a value is its job of showing how much the owner is rich (Shukla, 2012).
Using Luxury brands are the perfect tool to explain such a thing without using a

single word, as they speak the status.
3.3.3.2 Social influence

The conspicuous consumption of luxury products was part of sociologists
interest a long time ago (Leibenstein 1950). As conspicuous consumption is
triggered by social influences (Visser, 2015). That's mean the reason lies
behind consumer intention of buying conspicuous goods, which indicated in this
study by luxury brands, is because of the social environment. People surrounded
by consumer play an essential part in the decision making process regarding
buying luxury goods. Especially in Qatar which follows the collectivism
culture steps. It has been considered East as a collectivist culture and West
as individualistic (Nguyen, Chang & Simkin 2014; Wu et al. 2015).The
difference between these cultures is that the people in western countries tend to
be self-centered and the individual concerning her/his own interests and needs
regardless of others, while the eastern communities embody the other side of the
coin as people there focus on others and even their actions and way of thinking
are related to others (Escalas & Bettman 2005; Wu et al. 2015). Accordingly,
Qatar has a collectivist nature. And as it has been studied this environment by
other scholars it can be concluded from their literature the importance of
relationships in such a community. According to a study, it has been concluded
that the brand markets who are targeting consumer in the collectivism

community should develop a message about the brands that include the
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occasions and ostentatious attitude (Shukla 2010). As it's a common influence
of the nature of collectivist culture. Consequently, consumers in this culture
considerably strive to meet other expectations. In Qatar, since people have the
ability to afford luxury brands products, then their expectation will be very
high. Therefore, buying luxury products in the country is kind of a competition
between Qatari people which assist the luxurious lifestyle to spread across the
country and become a phenomenon. It becomes a competition to show off their
social status. And this status can be easily acquired by consuming brands that
are conspicuously luxurious to be recognizable by consumer's peers (Han,
Nunes & Dre'ze 2010). So, buying luxurious objects to fulfill the status reasons
are conspicuous more than privet (Bearden and Etzel, 1982). Luxury brands also
refer to prestige which is ranked to social aspects (Cheng et al., 2013,
Esmaeilpour 2015). Since the nature of Qatar is a collectivist environment,
then social group perception about the one who belongs to them is highly
considered by this one during the buying process. These stimulus shape the
culture of Qatar which in return forcing the consumer to look for their prestige
in front of others. According to (Vigneron & Johnson 1999) consuming the
prestigious products could be an indicator not just for wealth but also for power.
The consumption for prestige purpose is considered as consumption for
conspicuousness purpose, as these Kkinds of products have a noticeable
mission. Consequently, the consumer is ready to pay a price premium if s/he
believes the product has a high prestigious style (Visser, 2015). Plus the visibility
of luxury brands doesn't convey just prestige, but also it has an impact on the
buyer's identity and self-image (Husic & Cicic 2009; Raisanen et al. 2014).
Consumers prefer the brands that are related to how they perceive themselves and
how they want others to perceive them (Hogg et al., 2000), which mean the
consuming of luxury brands is affected by how the consumer want others to
look at him. For example, if the group thinks the expensive and ostentatious
possessions of someone are appropriate socially, then s/he should be part of
their group and join the display of wealth (Wong & Ahuvia 1998; Wu et al.
2015). So, consumers are looking for conformity with others in regard to their
consumption. And in research related to fashion products (Rose et al., 1994),

researchers have found that consumers who have higher conformity give a high
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value to emphasize the brand name during representing their clothes. For that,
consumers also use status consumption to take advantage of the luxury brands
which have a positive social impact to reflect their identity (Phau & Cheong
2009; Phau & Leng 2008). (Ahuvia 2005; Wu et al. 2015) implies purchasing
luxury goods is considered as a mean to reinforce social identity. In addition,
many consumers using luxury goods to construct their social presence. (Belk,
1985, 1999; Shukla,2012). As a result, researchers have considered luxury
purchasing as a social statement (Amatulli & Guido 2011; Réisdnen et al. 2014).
Therefore, the reason for buying conspicuous products is for external reason in
addition to signaling wealth (Amaldoss & Jain,2005). Arab consumption in the
Gulf region is related to social issues as they wish to show their status by the
clothes they are wearing or other goods used in front of others (Jamal et al.
2006). Qatari consumers enjoy a wealthy lifestyle. So, to represent this
lifestyle they tend to consume the conspicuous and status goods which are
exhibited by consuming luxury brands to demonstrate that feature of the lifestyle
they have (Sobh & Belk 2011). In such a case, the consumption aims to gain
social status. And luxury brands are the best choices to achieve this
purpose.They have considered luxury purchasing as a social statement
(Amatulli & Guido, 2011). However, based on the previous literature review the

conspicuousness hypothesis was developed.

H3: Conspicuousness has a positive and significant influence on the purchase

intention of luxury brands in Qatar.

3.3.4 Quality

One of the characteristics that differentiate luxury brands from non-luxury brands
is the superior quality. For that, the consumers, who are looking for
perfectionism, find their passion in consuming luxury brands as they believe
luxury brands enjoy a more magnificent quality and reassurance than the other
brands (Vigneron & Johnson, 2004). The researches in luxury brands domain had
emphasized the importance of quality as it plays a leading role in the perception
of luxury (Quelch, 1987). In marketing literature, quality is referred to as an

instrumental aspect, (Fiore & Kim, 2007), which means it is affected by rational
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influence. However, the area related to quality is broad. Consequently, its
definition varies from specialist to another and from product to another (Abu
Hassan & Shaharudin, 2011). According to (Sebastianelli & Tamimi, 2002)
there is no identified definition of quality globally. But in the attempt of defining
the construct of quality, researches established alternative definitions based

on five tactics:

e The transcendent approach: the meaning of quality according to this
approach is embodied in instinctive excellence. This is what quality

meant according to philosophers.

e The product-based approach: the meaning of quality here refers to the
manipulating in the ingredients or the attributes of the product which
results in a difference in the product quality (Garvin, 1984; Abbott,

1955). This is how economists look at quality.

e The user-based approach: quality could be identified according to which
degree the product or service satisfies the consumer (Sebastianelli &
Tamimi, 2002). This is the quality according to marketers. For example,
if the product met the consumer's expectation or exceeded them, then the
product has a high-quality level and vice versa (Abu Hassan &
Shaharudin, 2011).

e The manufacturing-based approach: the quality here refers to which
extend the products meet a creation specification or standards. This how

the production and operation department identify the quality.

e The value-based approach: the quality refers to the product performance
with achieving a reasonable price. This approach joins the product

based approach in regard to the economist perspective.

However, in general meaning of quality, quality meets the meaning of
luxury brands. Some consumers believe quality means luxury brands and
luxury brands mean quality according to Dubois et al (2001). That“s usually
returned to the production process of the luxury brands which is hand-made as
this way provide the product with superior quality and performance (Quelch,

1987; Vigneron & Johnson, 2004). This is another reason why consumer
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perceived the luxury brand value as a superior quality which makes the
connection between the quality and the luxury product very tight. As a result, the
consumer perceived the quality value of luxurious goods as extraordinary.
According to (Brunso et al., 2005) Quality can be analyzed according to two

various perspectives:

e The perceived quality which is the consumer judgment about product

attributes as a whole and its excellence (Zeithaml, 1988).

e The objective quality which is based on the measuring of the quality
according to the internal and external aspects of the products (Abu
Hassan & Shaharudin, 2011).

As many researchers are trying to understand the consumer perception about the
products or services in order to develop their marketing strategies to meet the
consumer expectations, they are strongly considering understanding the
concept of perceived quality. For that, the marketing researches literature that
concerns about consumer behavior in the context of luxury brands consumption
focus on the importance of the perceived value of the product quality which
reflects the perception of luxury value (Quelch, 1987; Groth & McDaniel,
1993; Garfein, 1989). As well, the researcher didn't ignore studying the
objective quality (Zeithaml, 1988). Based on that the nex hypothesis
was developed

H4: Quality has a positive and significant influence on purchase intention of

luxury brands in Qatar.

3.3.5 Materialism

The originality of materialism return to a philosophical concept which says
nothing exists but matter and its movement. Materialism usually refers to
the deduction of interest to objective needs with ignoring the subjective
needs (Richins & Dawson, 1992). It has been considered the materialism as a
life curriculum, belief or interest which based completely on materials as well as
it could adopt the notion of gaining and spending (Richins & Dawson, 1992).
However, Materialism also represents the relationship that connects the

consumer with her/his possessions and to which extent s/he is related to them
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(Belk, 1995). Thus, the possessions and gaining them are considered the essence
of understanding the meaning of materialism (Du Bois, 1955). Accordingly, the
most important thing for materialists is how to acquisition more and more
possessions. Fore that they give all their energy and resources to purchase
materials (Segev et al., 2015), even if they have to borrow money from others
to get what they want. Materialism is influenced by the purpose consumers
wish from their possessions and the type of goods that fulfill their needs
(Chan et al., 2015). As the largest part of the luxury brands segmentation in the
market goes to materialistic consumers (Chan et al., 2015), it can be clear the
type of products materialists desire. According to (Wiedmann et al., 2009)
materialism is one of the most essential factors that impact the consumers'
attitude toward purchasing luxury brands. However, even the concept of
materialism is related to consumer behavior caught the attention of
researchers since the late 1950s (Wiedmann et al., 2007), but they still didn't
refer it to a single definition (Richins & Dawson, 1992), as they comprehend
it from different angles (Wiedmann et al., 2007). These angles are connected to
consumer perspectives. The materialists are looking at possessions from three
distinguished perspectives: the Success perspective, the happiness perspective,

and the centrality perspective (Richins & Dawson, 1992).
3.3.5.1 Possession- defined success

Materialists measure the success of themselves and others by the accumulated
numbers of the possessions they have. Additionally, to the possession number,
they assess the quality of those possessions to determine how much they are
successful (Richins & Dawson, 1992). For this reason, Materialist belief the
well-being of the material could be a confirmation of success and right-
mindedness (Du Bois, 1955). Materialists think of themselves as successful

people based on how many products they could purchase.
3.3.5.2 Acquisition as a path for happiness

Consumers here think of possession as a mean of happiness. It has
mentioned in a previous study that materialism is an orientation which

focuses on possessions and money to measure their happiness and social
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progress (Richins & Dawson, 1992). As the same study says the purpose of a
high level of consumption is to get pleasure and self-satisfaction. Materialists
are connected with luxury brands by thinking that the possession of luxurious
goods brings them happiness (Hudders & Pandelaere, 2012).

3.3.5.3 Acquisition centrality

Acquisition centrality includes the materialists who replace materials and
possessions at the center of their lives (Chan et al.,, 2015). Daun in 1983
explains materialism by considering it as a lifestyle that pushes consumers to
achieve a high level of consumption materials which is an aim for them plus to
consider it as a process of the plan. For that, materialism isn't just a part of the
personal life but it means the life itself for centrality consumers that materialists
worship the possessions of objects and they take a place of religion in
directing their behavior. Materialism can be prominent in someone's life when
the reason of consumption is only for consumption which becomes like an
addiction that steals all the energy of the person and directs him/her to the
matters (Richins & Dawson, 1992).

According to these 3 perspectives, it can be inferred that the consumer*s interest
in gaining numerous materials is a result of adopting positive beliefs about this
notion (Wiedmann et al., 2007). Materialists are possessive consumers and they
are stimulated by attracting the attention of others to their social status (Chan et
al., 2015). As another definition of materialism says that materialism is a
culture system controlled by materials prominence as the material self —
interest occupy the top of consumer interest (Richins & Dawson, 1992). So, the
cultural background has a role in affecting the consumer's mindset regarding
acquiring many possessions. Even the western cultures used to think this way
(Richins & Dawson, 1992), but this culture isn’t limited to them as it has been
extended to east. Nevertheless, the culture of the Arab world, particularly, in
the Gulf region are much concerning about showing the materials and
possessions they have as they embedded their richness (Jamal et al., 2006). As
Qatar culture follows the pattern of collectivist cultures, the importance of their
image in the society play a huge role in materialism consumption (Sobh & Belk,

2011). As they consider materials as an essential part of showing how much they
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are wealthy and indicate the status they enjoy. Based on the previous literature,
the more consumer purchasing possessions, the more materialism tendency

enjoying (Wiedmann et al., 2007). Nevertheless, this study hypothesized
materialism in general to confirm the literature.

H5: Materialism has a positive and significant influence on the purchase
intention of luxury brands in Qatar.

The proposed model was developed based on the previous literature is shown in
figure 3.1.

Avoidance of

Similarity

Purchase

Creative
Choice

Intention

of

Luxury

Brands

Conspicuousnes

Figure 3.1: The proposed model
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4. RESEARCHMETHODOLOGY

4.1 Introduction of Research Design

The purpose of conducting this study is to understand the reasons of consuming
international luxury brands in Qatar with considering 3 factors of the
independent variables are affected by emotional decision based to purchase
luxury brands ( The Need for Uniqueness, Hedonism, and Conspicuousness) and
2 other factors are affected by rational decision based ( Quality and
Materialism). However, this study considered the 5 independent variables as
emotional and rational based on the literature review while the current study
is aimed to measure how the 5 factors affect the dependent variable which is
luxury brands purchase intention and what kind of relationships link them
together. In order to measure these variables, a quantitative method should
be conducted. The quantitative approach includes collecting numerical data
from a large number of participants who are involved in the phenomenon the
research wants to study to test and verify the hypothesis empirically (Saunders et
al, 2009).

4.1.1 Sampling

As it is difficult to collect data from every single person in the population, the
sampling method should be followed. The sampling includes selecting items
of the population then the results that are provided by the sample can be
generalized among the population (Sekaran & Bougie, 2016). This study used a
convenient sampling method which is a non-probability sampling method. The
researcher has sent the link of the questionnaire to her friends plus to posted it

on social media.

4.1.2 Sample size and population

The purpose of the research is to study consumers motivations of international
luxury brands in Qatar to achieve the objectives of the study. Qatar has a
population of 2.5 million capital. Since it is difficult to specify the frame of the
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sample which includes all the targeted consumers of the population (Sekaran &
Bougie, 2016). And even if they are known the study can*t include all of them.
Fore that the researcher takes a sample of 251 of them to conduct the study. 251
questionnaires were collected by the mentioned methods and that is what called

sample size.

4.1.3 The sample unit

The sampling units are the units that construct the sample and which are
available of the population to choose (Sekaran & Bougie, 2016). Nevertheless,
the units that construct the study sample are individuals who concern about

and purchase luxury brands in Qatar.

4.1.4 The Measuring instrument

In this study, the survey methodology was used. The survey is defined as a
system that its purpose is collecting data from individuals in order to study their
behavior or attitudes (Sekaran & Bougie, 2016). However, the tool that is used
in the research is a questionnaire. There are many reasons and advantages of
choosing the questionnaire to collect the required data such as consider it an
easy way to be distributed and reach a large number of respondents also this
method is a low-cost method and flexible to fill the questionnaire at the same
moment (Zikmund, 2003). Therefore, a Self-administered questionnaire was
used in the study to collect the data. The questionnaire has 2 main parts first
one includes demographic data and the next part includes that the scales of the
7 factors ( the avoidance of similarity, unpopular choice, creative choice,
conspicuousness, hedonism, quality, and materialism). The scales

measurement that was used in the study represented in table 4.1.
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Table 4.1: The Summary of Measurement Scale

Variable

Measurement Author

Uniqueness

Hedonism

Conspicuousness

Quality

Materialism

Purchase
Intention

Avoidance of similarity (knight
| stop wearing fashions when they become popular with the & Kim,
general public. 2007)

| dislike brands bought by everyone.

When a clothing brand becomes too popular, | wear it less.

Unpopular choice

I look for one-of-a-kind products to create my own style

The things that | buy shape a more unusual personal image

I buy unusual brands to create a more distinctive personal image

Creative choice

| often combine possessions in such a way that | create a
personal image that cannot be duplicated.

| often try to find a more interesting version of run-of-the-
mill products because I enjoy being original.

| actively seek to develop my personal uniqueness by buying
special products or brands.

Having an eye for products that are interesting and

unusual assists me in establishing a distinctive image.

I can enjoy luxury brands entirely on my own terms no matter  (Jian
what others may feel about them g&
Buying things gives me a lot of pleasure Shan,
On the whole, | may regard luxury brands as gifts | buy for 2018
treating myself )
Purchasing luxury brands can be seen as giving me gifts to

celebrate an occasion that | believe significant to me

Product prestige is my major reason for buying a luxury (Truon
brand g,

It is important for me that the luxury brand | buy 2010)
improves my image The luxury brand | purchase must be

a status symbol

The luxury brand | purchase must be a status symbol

Luxury brands have consistent quality (Hennig
Luxury brands have rich workmanship setal.,
Luxury brands last a long time 2013)
My life would be better if | owned certain things T don*t (Wiedm
have. ann et
I’d be happier if | could afford to buy more things. al.,

It sometimes bothers me quite a bit that | can’t afford to buy 2009)
all the things 1’d like.
I have all the things I really need to enjoy life

I have a strong possibility to purchase Luxury Brand X’s (Hun
product get
I’m likely to purchase Luxury Brand X’s product al.,

I have a high intention to purchase Luxury Brand X’s 2011)
Product
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The questionnaire was designed in a way that facilitates the answering
process and includes 27 questions (Appendix A). The researcher was restricted
to this number in order to reach as large as possible of consumers as longer
questions could bore the respondents which could affect the number of
respondents. The questionnaire contained items of Likert scale. This scale is an
interval scale which is based on five anchors explains to what extent the
respondent agree with the scale item. However, they consist of strongly disagree,
disagree, neutral, agree, and strongly agree (Sekaran & Bougie, 2016).
Nevertheless, to make sure that there is no ambiguity and irrelevance of the
items used in the questionnaire a pretest was conducted to measure the
stability and consistency of the scales. In other words the pretest measure
the reliability of the questionnaire to check to which extent the items in the
scale are convenient to measure the dimension. However, Cronbach“s
coefficient alpha that is used to measure the reliability should be 0.7 or more
to accept the results (Hair et al, 1998). However, less than that means the scale
inconvenient to measure the dimension due to ambiguity in the items which
means respondents couldn't understand the questions. The result of this study
pretest showed acceptable feedback on the avoidance of similarity, unpopular
choice, creative choice, conspicuousness, hedonism, and materialism. While the
quality dimension gave unsatisfied result due to the mentioned reasons. The
result of dimensions Cronbach's alpha is shown in table 4.2.

Table 4.2: Cronbach's Alpha Results

Dimension Cronbach’s Alpha
Avoidance of Similarity 0.847
Unpopular Choice 0.778
Creative Choice 0.825
Hedonism 0.758
Conspicuousness 0.815
Materialism 0.814
Quiality 0.584
Purchase Intention 0.819
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For that, the researcher had to change the scale of quality which is shown in

table 4.3 and use another scale which shown in table 4.1.

Table 4.3: The Old Quality Scale

The variable The scale Author

Quiality Product quality superiority is my  Yann Truong (2010)

major reason for buying a luxury

brand.

| place emphasis on quality assurance

over prestige when considering the

purchase of a luxury brand.

A luxury brand preferred by many

people that do not meet my quality

standards will never enter into my

purchasing considerations.

4.1.5 Data collection

The study required a large number of respondents. As these respondents
should be luxury brands consumers and understanding what is the meaning of
this kind of brands. A large number of responses is needed to test the
hypothesis as well considering the validity and reliability in the first place. To
collect the required number of the sample, the link of the questionnaire was
distributed in a large number as well it was a self- administered questionnaire.
The link explained the purpose of the study and asked people to complete it
online also asked them to send it to their friends. This was the easiest way to
collect the information as it could reach a large number of people in the fastest
way. Even though the researcher followed the fastest approach to reach as much
as possible of people, the process of collecting the data took a long time. It
needed approximately 2 months, December and January of 2018, to get 251

responses.
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5. DATAANALYSIS

5.1 Introduction

The analysis of this study is divided into descriptive statistics and inferential
statistics. The descriptive statistics include a descriptive analysis of demographic
data which help the study to understand the nature of respondents
characteristics. While inferential statistics include the analysis of the study
factors which analyze the reliability and validity of the dimensions, EFA
(Exploratory Factor Analysis), CFA (Confirmatory Factor Analysis) and
multiple regression analysis. The study used exploratory factor analysis to
analyze the 3 factors of the need for uniqueness dimension which are
avoidance of similarity, unpopular choice and creative choice. However,
according to this analysis unpopular choice was removed. Then the
researcher conducts a confirmatory factor analysis to all dimensions to check
their validity and reliability. To improve the validity and reliability some
questions were removed. Then the assumption of multiple regression was done.
Finally, to test the hypothesis, multiple regression analysis was conducted.
These types of analysis are parts of the structural equation model (SEM)
which is meant to explain the relationships between the variables through
conducting quantitative analysis for the proposed model. SEM is constructed
to measure the different types of models as well as the complex ones
(Schumacker & Lomax, 2010).

5.2 Descriptive Statistics of Demographic Data

The first category in demographic data was identifying the gender of the
respondent. The collected data has shown that most of the respondents were
females which represent 63% of the total answered surveys, while the

answered surveys by male achieved just 37%. In other word, females were
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accounted for 155 respondents and males 91 respondents as is shown in figure
5.1.

Gender

140
120
100
80
60
40
n :
0

Percent Frequency

Hmale EMfemale

Figure 5.1: The Frequency of Respondents Gender

After gender comes the age of the respondent. The dominant age of respondents
was for individuals between 25-34 which have a percentage of 35.8 of total
respondents as they exhibited 88 respondents. following by people whose age
between 35-44 that shaped 28.9% of respondents and in numbers they stated
71 individual. The third biggest portion of respondents goes to the young age
that falls between 19-24. As they represented 21.1% of the respondents and
they have been accounted for 52 people. While the old age that above 45
years old came next. As people belong to this age gathered just 10.6 % and
their number was 26 respondent. However, the last and youngest age of all
respondents in the survey goes to individuals that are less than 18 years old.

Figure 5.2 represent these results.
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Figure 5.2: The Frequency of Respondents Age

The next question set to identify the marital status which has 2 types of status,
single and married. However, the married respondents exceeded the percentage of
single ones. 59.8% of respondents were married that represented 147 individuals
and 40.2% consisted of single respondents which in numbers are 99

respondents as it’s clear in figure 5.3.

The Marital Status
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Figure 5.3: The Frequency of Respondents Marital Status
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Also, the survey measured the educational level of the respondents and found
that most of the respondents are graduated from the university as they
achieved the highest percentage which is 49.6% this percentage belong to 122
respondents. Then comes the high school educators which have 26.4% of
total respondents as they represent 65 people. Following by the post graduated
respondents which they contributed to 22.8% of total respondents they have a
number of 56 one. The less percentage of participants goes to individuals have
elementary school education which represents 1.2 in percentage and 3 in

numbers. Figure 5.1 represents the frequency of respondents education level

The Educational Level
post graduate

- graduated

high school

elementary school

140 120 100 80 60 40 20 0

Figure 5.4: The Frequency of Respondents Education Level

The monthly income of respondents according to the survey ranged between
2000% and 6000$. The majority of respondents have income less than 2000$.
They achieved 32.9% of respondents which is accounted for 81 people in
numbers. The second largest portion belongs to the salaries from 2000-40008$.
As 26.4% of respondents ticked next to this income which represented 65
respondents. The third portion goes to salaries from 4000- 6000%. 22% of
respondents have a salary in this range, they are 54 respondents. The lens

portion is for people who have the highest salary in these categories which is
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more than 6000%$. As they represent 18.7%

Figure 5.6 shows the frequency of respondents monthly income

Income

18,7

[ 46

[22,0

[ 264

65

which counted 46 individuals.

60005«

4000-6000%

2000-4000%

<2000S8

90 80 70 60 50 40 30 20 10 0

Figure 5.5: The Frequency of Respondents Monthly Income

Next question in the survey was about the occupation the respondent has. The
highest percentage of all sectors was for occupations belongs to the public sector
which achieved 32.1 %. this percentage embodied 79 respondent. The following
highest portion goes to private sector occupations as 20.7% of respondents
worked in this sector which consists of 51 people. While 42 of them were
students which contributed to 17.1% of the total respondents. Homemakers
were less than that as they were 26 persons and their percentage was 10.6.
the unemployed respondents were 16 people, they were just 6.5%. the retired
people were 3.3% which accounted for 8 respondents. The last category in
occupations belongs to any occupation not listed in the mentioned categories.
This group achieved 9.8% which is mean they were 24 people as it“s clear in

figure 5.6.
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Figure 5.6: The Frequency of Respondents Occupations
5.3 Inferential Statistics

5.3.1 Removing the unengaged data:

Before starting the process of analyzing the researcher should clean the
collected data. First thing in this process, missing data should be treated. But in
this research, all the questions were compulsory. So, there is no need for this
step as the missing data is 0. Therefore, the researcher moved on to the next
step which is removing the unengaged data from the collected sample. For
example, when a person answers all the questions with the same number as 1 for
all of them. Then such responses should be deleted from the data set and that is
what is called unengaged response. The researcher has collected 251 surveys but
after removing the unengaged ones. 5 surveys have been removed and 246 were

kept and used in the research analysis.

5.3.2 Exploratory factor analysis

EFA is an abbreviation for Exploratory Factor Analysis which is a statistical
method used to identify the correlation between the variables. EFA in this
study is used to classify the observed variables (10 questions) of the need for
uniqueness according to the appropriate latent variable (Field, 2005). This
approach is based on a factor structure. In other words, this analysis is grouping
the items of the scales into specific factors based on the strong correlation.
This analysis is a kind of cleaner. As it cleans the data and prepares them to be
used in CFA. However, the researcher used EFA to analyze the need for
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uniqueness factors which are avoidance of similarity, unpopular choice and
creative choice. The perfect result of EFA should indicate that items used to
measure avoidance of similarity variable should be correlated as well the
items of unpopular choice and creative choice which represents that those
variables measure the same construct (Field, 2005). Based on EFA the
uncorrelated items should be deleted. However, after running EFA of the three
variables, the first problem appeared in this analysis was in Q9 that belongs to
the unpopular choice variable. The question appeared in the pattern matrix under
2 factors. So the researcher had to remove it to solve that. After repeating the
analysis the same problem appeared with Q8 which belongs as well to the same
variable. For that, the researcher had to delete it. After removing 2 questions of
the unpopular choice variable, the grouping issue has been solved but
another related problem has appeared. In order to be able to conduct the CFA,
each factor must have at least 2 items (Klein, 2011). But as the unpopular choice
variable has just 3 items and 2 of them has been deleted, the researcher couldn’t
use it in CFA and had to remove the whole variable. The final analysis of EFA
is explained next. The most important issue in EFA is to check the
appropriateness of data by looking at KMO and Bartlett's Test which is shown
in table 5.1. The KMO result indicates that there is a harmony between the
variables which means the factor analysis can provide reliable factors
(Hutcheson & Sofroniou, 1999).

Table 5.1: KMO and Bartlett's Test

Test Value
Kaiser-Meyer-Olkin
Measure of Sampling Adequacy 821
Bartlett's Test of Sphericity Approx. Chi-Square 623.285
Df 21
Sig. .000

According to table 5.1, KMO is .821 which is very acceptable. Accordingly, the
factors are reliable as the KMO result could be understood as the following

(Gaskin, 2016):
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. Marvelous: .90s

. Meritorious: .80s

. Middling: .70s

. Mediocre: .60s

. Miserable: .50s

. Unacceptable: <.50

Bartlett's Test showed that Sig. is .000 which means that the variables are
related enough to do the analysis. This is the case when the Sig. < 0.05 in this

test.

In the final analysis of EFA, the output has met the requirements. To
understand the factor analysis of avoidance of similarity and creative choice, the
table of total variance should be checked. The condition of retaining the factors
here is that the factor eigenvalues should be greater than .7 (Kim, 2012). As it is
shown in table 5.2 the factors have achieved the threshold. As the table represent

the extracted variance from each factor.

Table 5.2: Total Variance Explained

Rotation
Initial Eigenvalues . Extraction Sums of Squared Loadings ~ Sums of
% of Cumulative % of Cumulative Squared
Loadingsa
Factor Total Variance % Total Variance % Total
1 3.410 48.713 48.713 2.970 42.427 42.427 2.613
2 1.359 19.409 68.122 .924 13.196 55.623 2.304
3 .562 8.035 76.157
4 .500 7.141 83.298
5 432 6.167 89.465
6 .398 5.681 95.146
7 .340 4.854 100.000

The output of EFA is shown in table 5.3 indicates the factor loading of creative
choice and avoidance of similarity. Researchers considered factor loading that is
.40 or above have a significance (Hair et al, 1998). Based on table 5.3, the factor

loading ranged from .622 to .803 which means all of the factors achieved their
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threshold. Based on EFA results the need for uniqueness factors are ready to
conduct the CFA.

Table 5.3: Pattern Matrix

Factor

1 2
creativel3 .803
creativell 751
creativel? .740
creativel0O .622
avoidence4 .788
avoudenc6 147
avoidence5 728

5.3.3 Confirmatory factor analysis
5.3.3.1 Validity and reliability

After cleaning the data and conducting EFA by using the SPSS software, the
researcher moved on to CFA using the AMOS software. CFA is an abbreviation
for Confirmatory Factor Analysis. In this step, the study used CFA to measure
validity and reliability. Validity and reliability complete each other. As validity
IS meant to measure the accuracy of the scales used in the study. Reliability is
meant to measure consistency and steadiness (Smith and Albaum, 2005). If the
scale gives constant results when it's repeated then it can be reliable.
Therefore, before proceeding on to the empirical analysis, the results of the
data collected must be evaluated because if variables measurement, for instance,
wasn’t appropriate, any further analysis would have no meaning (Muijs,
2010). Measuring validity and reliability is preceding the actual analysis and
enables the researcher to adjust anything could influence them negatively. It*s
kind of preparing data for the next analysis. However, in this study 2 types

of validity has been conducted.
e Convergent validity
e Discriminant validity
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Both of them are types of construct validity which is a test designed to
measure the construct of the variables. For example, in convergent validity, the
researcher is taking 2 measures, supposed to be correlated, that belong to the
same construct to prove they are correlated. While Discriminant validity is the
converse which means this test is concerned to prove that the measures that
supposed to be unrelated, they are unrelated indeed according to (Smith and
Albaum, 2005, Gaskin, 2016). Reliability, the other approach to measure the
quality of the instrument, is used to make sure that the result is free of error.
Also here if the data were unreliable, it would cause an insignificant
relationship among the variables (Muijs, 2010). Nevertheless, there are several
types of reliability but the one that is used in the study is composite reliability
which is called also McDonald's coefficient. This type of reliability is concerned
to assess the internal consistency of the scale. To achieve the best result of
validity and reliability the threshold of them should be as the following,
according to (Hair et al., 2010),:

o For Reliability:
CR (Composite Reliability) > 0.7

e For Convergent Validity:
AVE (Average Variance Extracted) > 0.5

e For Discriminant Validity:
MSV (Maximum Shared Variance) < AVE Square root

AVE > inter-construct correlations

However, after validity and reliability have been done in this research, several

problems appeared in both types of validity:
Problems in Convergent Validity:

e Convergent Validity: the AVE for Hedonism is less than 0.50.

e Convergent Validity: the AVE for Materialism is less than 0.50.
Problems in Discriminant Validity:

e The square root of the AVE for Creative Choice variable is less

than one the absolute value of the correlations with another
factor.
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e The square root of the AVE for Hedonism is less than one the
absolute value of the correlations with another factor.

e The AVE for Creative Choice is less than the MSV.

e The AVE for Hedonism is less than the MSV.
In order to solve the problems in the discriminant validity question, 14 of the
hedonism variable was deleted. And to solve Convergent Validity problem
question 27 of the materialism variable was deleted. In the end, the required

result has been achieved in table 5.3.

Table 5.4: The Result of Validity and Reliability Tests

CR AVE MSV MaxR(H) QLTY LBRI AOS CC HEDO CONS MTRL

QLTY 0.790 0.557 0.077 0.791 0.746

LBRI  0.784 0.548 0.489 0.789 0.278 0.740

AOS 0.799 0.571 0.391 0.804 0.083 0.541 0.756

CcC 0.824 0.540 0.537 0.830 0.156 0.636 0.522 0.735

HEDO 0.789 0.557 0.537 0.803 0.225 0.699 0.491 0.733 0.746
CONS 0.855 0.663 0.413 0.858 0.217 0.643 0.625 0.617 0.629 0.814

MTRL 0.803 0.579 0.397 0.835 0.179 0.570 0.484 0.593 0.625 0.630 0.761

The last version of validity and reliability tests after removing Q14 and Q27
shown in table 5.3. According to this table, CR ( Composite Reliability) values
are ranged from 0.784 — 0.855 which means all the variables were > 0.7.
Therefore, all the variables in this study are reliable. The most reliable factor
which achieved the highest CR value is conspicuousness as its value is 0.855
while the least reliable one is luxury brands purchase intention as its value is
0.784. However, AVE (Average Variance Extracted) as well exceeded the
required threshold in all values. As AVE of all variables is> 0.5 which are
ranged between 0.540 and 0.663. In AVE the most variable achieved the
convergent validity is conspicuousness at 0.663 while the least one was a
creative choice at 0.540. Moving to discriminant validity, to perform this type
of validity MSV should be less than AVE and as it"s represented in table 3.5

this condition has been accomplished. The second condition is that AVE must
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be more than inter-construct correlations. According to the table quality value
which is 0.746 > 0.557. Luxury brands purchase intention value is 0.740 >
0.548. Avoidance of similarity value is 0.756 is more than 0.571. Creative
choice value is 0.735 > 0.540. Hedonism value is 0.746 >

0.557. Conspicuousness value is 0.814 > 0.663. Materialism value is 0.761 >
0.579. According to these results, the second condition of discriminant validity

has been achieved.
5.3.3.2 Factor loading:

Factor loading represents a significant part of factor analysis as it is used to
demonstrate the relationships between the observed and latent factors. This
idea explained in the CFA Factor loading table 5,4. This table shows that
significant relationships tight the observed factors with their latent ones. As p
in all correlation is less than 0.001 (*** refers to p < 0.001). While the
estimates in the table show that when the latent variable increase by 1, the
observed one increase by the estimated number. For example, when LBRI
which is luxury brands purchase intention increases by 1, Q2 which is the second
question increase by .957 and so on. However, S.E. shows the standard error
of the variable as it’s as an example from table 5.4 regression weight
estimate, .957, has a standard error of about .098 while regression weight
estimate, 1.206, has a standard error of about .117 and so on. Nevertheless,
these results show that the scales in each variable are accurate and suitable to

measure the hypothesis.
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Table 5.5: CFA Factor Loading

Estimate S.E. P
Q1 <--- LBRI 1.000
Q2 <--- LBRI 957 .098 *kk
Q3 <--- LBRI 1.206 117 Fxx
Q4 <--- AOS 1.000
Q5 <--- AOS .851 .084 Fkk
Q6 <--- AOS .965 .088 faladed
Q10 <--- CcC 1.000
Q11 <--- CcC 1.087 114 *hk
Q12 <--- CC 1.327 129 Fkk
Q13 <--- CcC 1.234 122 kel
Q15 <--- HEDO 1.000
Q16 <--- HEDO 1.249 126 Fkx
Q17 <--- HEDO 1.240 .128 Fxx
Q18 <--- CONS 1.000
Q19 <--- CONS 1.087 .081 Fxx
Q20 <--- CONS 1.214 .093 Fhx
Q21 <--- QLTY 1.000
Q22 <--- QLTY .981 .104 Fkx
Q23 <--- QLTY 1.019 .109 Fxx
Q24 < MTRL 1.000
Q25 <--- MTRL 1.242 .109 Fxx
Q26 <--- MTRL .948 .098 falaled

The outcomes of CFA were the estimates that resulted from building the CFA

model in figure 5.8.
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Figure 5.7: The Model of CFA
5.3.3.3 The Model Fit of CFA

In order to know if the proposed model of the study is well fit or not. The
researcher must understand the model fit which indicates the goodness of fit
for the model that explains to which extent the suggested model is well fitted
as well as it helps to understand the correlations between the suggested factors in
the model and predict the future outcome. the summery of the study model fit is

exhibited in table 5.6 following by the explanation of its indices.
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Table 5.6: The Model Fit Summary of CFA Analysis

Indices Value Threshold
Chi-square/ df (CMIN/DF) 1.572 <3
Goodness-of-fit index (GFI) .906 >0.90
adjusted goodness-of-fit index (AGFI) 874 >0.80
Comparative Fit Index (CFI) .955 >0.95
Root Mean Square Error of Approximation (RMSEA) .048 <0.05
Closeness of Fit(PCLOSE) 593 >0.05

The indices of model fit:

Chi-square: one of the most important values that are used to measure the
goodness-of-fit is Chi-square value. However, the sample size is connected to
Chi-square and in order to reduce the sensitivity between them, y2/df evaluation
method is used (Hooper et al., 2008). Chi-square value in this study is equal to
295.567 when it's divided by df which is 188 the result would be

1.572 which is <3 (Hu & Bentler, 1999). As the result was less than the threshold
it means the goodness-of-fit is good. Also, the p-value was significant which
was.000

Adjusted goodness-of-fit index (AGFI) and Goodness-of-fit index (GFl): both
of them are used to calculate the nonconformity. But AGFI has the advantage of
being able to be adjusted based on the freedom degree (Byrne, 2010).
According to the same author, when (GFI) and (AGFI) values are close to 1, it
is an indicator of that the model enjoys a good fit. According to that as (GFI)
equal to .906 which is near to 1 (Byrne, 2010). And (AGFI) equal to .874 > 0.80
(Hu & Bentler, 1999) the model goodness of fit is acceptable.
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Comparative Fit Index (CFl): CFIl is another value used to indicate to what
extent the model is fit. It considers the latent variables uncorrelated and
contrasts the proposed model with the null model (Byrne, 2010). However, as
CFl is .955 in the study and threshold says its value should be >0.95 (Schreiber
et al., 2006) then the model goodness of fit is acceptable.

Root Mean Square Error of Approximation (RMSEA): RMSEA is used to treat
the unrelated issues in the sample size (Byrne, 2010). The threshold of RMSEA
IS <0.05 (Hu & Bentler, 1999) as its result in the study is .048 means the model’s
goodness of fit is good.

The closeness of fit (PCLOSE): PCLOSE represents the RMSEA level within
the population (Byrne, 2010). In the research the PCLOSE value is.593 which
achieved the required threshold which is >0.05 (Byrne, 2010). That is another
sign of model goodness. The summary of the model fit is indicated in table
5.6.

However, CMIN/DF, GFI and AGFI, and RMSEA are considered as
incremental fit indices while CFI is Incremental fit indices. There is another type
of fit indices which is called Parsimony (Hooper et al., 2008) but it is not
mentioned in the summary table above. Based on the previous results of the
model fit, it is clear that the model represented a good fit. Nevertheless, a
further analysis to test the proposed hypothesis will be done by conducting

multiple regression analysis.

5.3.4 The assumption of multiple regression

Before conducting multiple regression analysis there are some assumptions
should be done. An important one of them is the multicollinearity test. This
test is used in the multiple regression model to detect if there is a correlation
between the independent variables. Because if there is a correlation between
them that would make the estimation of the regression coefficients
unattainable (Sekaran & Bougie, 2016). In the multicollinearity test, the
tolerance value should be more than 0.1 and VIF < 3 according to (Gaskin,
2016). Getting these results mean there is no collinearity between the variables
and the assumption of multiple regression has been achieved. According to the
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results of multicollinearity test of this study, as it is shown in table 5, 7 all
the independent variables have tolerance values more than .1 and VIF less
than 3 which mean the regression assumption that requires no correlation

between the independent variables has achieved its goal in the research.

Table 5.7: Tolerance and VIF of Collinearity Statistics

Variable Tolerance VIF

Avoidance of Similaritv .687 1.456
Creative Choice .560 1.785
Hedonism 541 1.847
Conspicuousness 533 1.875
Quality 953 1.050
Materialism 622 1.607

Dependent Variable: purchase intention of consuming luxury brands

5.3.5 Testing the hypothesis

To test the hypothesis there are 2 ways could be done either by using path
analysis in AMOS software or using multiple linear regression in SPSS
software. However, the researcher conducted multiple linear regression using
SPSS software to measure the hypothesis correlation. In order to support the
hypothesis, the researcher should take into consideration some criteria which
referred to as global or local tests. The global test begins by checking the
goodness of the model fit. Next, R-squared comes which explains the variance
between the variables. Then P-Value is considered as the local test as it is
exhibited in figure 5.8. However, both tests are connected to each other. For
example, even if the p-value has been met, it can't have meaning until the model
fit and R-square met. Likewise, if the relationship in the hypothesis has a poor
model fit, then even if P-value is significant still has no meaning. So, if the
model fit and p-value are good, but R-square is bad then the relationship of
the variables are meaningless ( Gaskin, 2016). Therefore, all of them must

match the threshold in order to be able to support the hypothesis.
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R-square

P-value

Figure 5.8: The Global and Local Tests According to ( Gaskin, 2016).

The model fit has been explained earlier in the study in table 5.6 and it was
well fit. Now moving to R-square and P-value puls to other important values in

multiple regression analysis.

R-square value is good when it falls between 0 and 100%. As it has represented
435 which is 43% in this study according to the multiple regression outcomes
then the result is good and acceptable. Even though the higher value of R-square,
better but it is still in the range. See table 5.8, this percentage represented by
R-square shows the variance level that is reflected by the independent
variables. According to the outcome “It is estimated that the predictors of
LBRI explain 43 percent of its variance. In other words, the error variance of
LBRI is approximately 57 percent of the variance of LBRI itself”. So, in this
study, the variance of the dependent variable which is luxury brands purchase
intention is reflected by the effect of avoidance of similarity, creative choice,
hedonism, conspicuousness, quality, and materialism. Another value should
look at in the table5.8 is Durbin-Watson value which is 1.912. This value is

accepted as the range of it should be between 1.5 and 2.5 (Norusis 1995).
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Table 5.8: Model Summary

Adjusted RStd. Error of
Model R R Square Square the Estimate  Durbin-Watson
1 .659° 435 420 1.996 1.912

e Predictors: (Constant), avoidance of similarity, creative choice,

hedonism, quality, materialism
o Dependent Variable: purchase intention of consuming luxury brands
The Significant Value and F-value

These values are taken from ANOVA test which measures the difference
between the means of 2 independent variables. However, ANOVA provides the
significance of the test. As it is presented in table 5.9 sig. =.000. As this value is
less than 0.05 then it is accepted (Visser, 2015). While the F-value range from 0
to positive infinity. And as it is shown in table F- Value is 30.613 and that
proves there is at least one independent variable has a significant effect on the

dependent variable.

Table 5.9: ANOVA

Model Sumof Squares  Df Mean Square F Sig.
IRegression  731.465 6 121.911 30.613 000"
Residual 951.787 239 3.982

Total 1683.252 245

e Dependent Variable: purchase intention of consuming luxury brands

e Predictors: (Constant), avoidance of similarity, creative choice, hedonism,

quality, materialism
P-value

After knowing there is a relationship between an independent variable and the
dependent one, the researcher moved to P-value to detriment the significance
of the hypothesized correlation between the independent and the dependent
variable. Nevertheless, if P- value is less than 0.05 then the correlation is strong
and the hypothesis is supported. While if P- value is more than 0.05 then the

correlation is weak and the hypothesis isn’t supported. It*s clear in table 5.10 all
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P- values are < 0.05 except one of them. That means there is a significant
correlation between (avoidance of similarity, creative choice, conspicuousness,
quality, and hedonism) and the luxury brands purchase intention while there is
no significant correlation between materialism and luxury brands purchase
intention. That is the result of coefficients of multiple regression analysis as it

is shown in table 5.10.

Table 5.10: Coefficients

Unstandardized Standardized

Coefficients Coefficients
Std.
Model B Error Beta T Sig.
1 (Constant) 678 524 1.293 197
Avoidance of 115 053 128 2188  .030
Similarity
Creative Choice 132 .048 A77 2.727 .007
Conspicuousness  .174 .058 .200 3.000 .003
Quality 149 .066 113 2.263 .025
Hedonism .239 .065 242 3.657 .000
Materialism .047 .056 .051 .829 .408

a.Dependent Variable: Purchase intention of consuming luxury brands

The final result indicates that all the independent variables except materialism

variable influence the dependent variable significantly.

5.4 Findings

To test the proposed model and the hypothesized correlations between the
independent variable and the dependent variable, multiple regression analysis
was conducted. The hypothesis supposed that there is a significant correlation
link each one of the independent variables with the dependent variable. The
model of the study consists of 6 independent variables which are avoidance of
similarity(X1), creative choice(X2), hedonism(X3), conspicuousness(X4),
quality(X5) and materialism(X6) and 1 independent variable which is the
luxury brands purchase intention(Y). This model represents several
independent variables and just 1 dependent. This kind of models measures by

multiple regression analysis since it meant to measure many to one relationship
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(Hair et al. 2005).To support these correlations the model fit, R-square, P- value
and other significant values were revealed from multiple regression outcomes.

However, the equation of regression (Irantaj, 2018) says that
Y =a+ BLX1 + 2X2 + B3X3 + B4X4 + B5SXS5 + f6X6 + €

Which Y refer to the dependent variable and X to the independent variable. The
values of a and P are represented in table 5.10 based on these values the

equation becomes as the following:
Y =.678 + .115X1 + .132X2 + .239X3 + .174X4 + .149X5 + .047X6 + €

This equation is suggesting that all the independent variables are constant at 0

which means the equation is testing the six hypotheses.
The Sub-dimensions of the need for uniqueness hypothesis:

H1l.a: Avoidance of similarity has a positive and significant influence on
purchase intention of luxury brands in Qatar.

To test this hypothesis and figure out the correlation between the avoidance of
similarity and the luxury brands purchase intention, the researcher should go back
to the outcome of multiple regression values in table 5.10. From the table t-
value equal to 2.188 and p-value is .030 (p<0.05) which means there is a
significant correlation between avoidance of similarity and LBRI. while B
value is .115 which means that avoidance of similarity has 11% effect on the
purchase intention of luxury brands. That proves the correctness of the
hypothesis. So the first hypothesis is accepted. The avoidance of similarity
has the least percentage of influencing luxury brands purchase intention

amongst the other variables.

H1.b: Unpopular choice has a positive and significant influence on purchase

intention of luxury brands in Qatar.

The second dimension of the need for uniqueness wasn’t hypothesized due to
deleting 2 items of its scale and 1 question stayed in the dimension which
wasn’t enough to conduct the analysis and prove that there is a correlation

between unpopular choice and luxury brands purchase intention. Since CFA
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requires at least 2 items to conduct the analysis. For these reasons, the

hypothesis wasn't tested. That was explained in the data analysis chapter.

H1.c: Creative choice has a positive and significant influence on purchase
intention of luxury brands in Qatar.

The third dimension of the need for uniqueness is the creative choice to see if
there is a correlation between this dimension and luxury brands purchase
intention, the values from table 5.10 should be checked. Since the t-value =
2.727 and p-value .007 (p<0.05) then there is a significant correlation between
the independent and the dependent variable as well it is a positive one. That
means the hypothesis is correct and it is accepted. And as B is .132 that
means creative choice has a 13% impact on consumer intention of buying
luxury brands. As it takes the fourth place of the variables that influence the

purchase intention in this study.

H2: Hedonism has a positive and significant influence on purchase intention

of luxury brands in Qatar.

The fourth hypothesis supposed there is a positive relationship between
hedonism and luxury brands purchase intention. In returning to table 5.10, the
values tell that t- value is 3.657 and p-value is .000 (p< 0.05). As a result,
there is a significant correlation between hedonism and the luxury brands
purchase intention as well it is a positive one. B value is .239 which mean
hedonism influence the intention of consumer®s to buy luxury brands by 23%.
In a comparison of the other variables influencing percentage, hedonism is the
highest factor that has an impact on luxury purchase intention. That means the

hypothesis is correct and the hypothesis is accepted.

H3: Conspicuousness has a positive and significant influence on purchase

intention of luxury brands in Qatar.

The fifth hypothesis has suggested that a positive relationship is existing

between conspicuousness and the luxury brands purchase intention. Based on

the values from table 5.10 t-value is 3.000 and p-value is .003 (p<0.05). That

supports the correctness of the hypothesis and it is true that conspicuousness

influence the purchase intention of the luxury brands positively and significantly.
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As B value is .174 that means conspicuousness has 17% impact on luxury
purchase intention and this indicates conspicuousness has the second highest
percentage of influencing the purchase intention. These results indicate that the

hypothesis is accepted.

H4: Quality has a positive and significant influence on purchase intention of

luxury brands in Qatar.

The sixth hypothesis has suggested that quality has a positive impact on
consuming luxury brands intention. Since the t-value is 2.263 and p-value is
.025 then what is suggested is true and quality affects the intention of
purchasing luxury brands positively and significantly. Table 5.10 also represents
B as .149 which means quality has 14 % of affecting the consumer purchase
intention of luxury brands. Quality took the third place of variables that have an
influence on LBRI. These results indicate that the hypothesis is accepted.

H5: Materialism has a positive and significant influence on purchase intention

of luxury brands in Qatar.

This hypothesis suggested that materialism have a significant impact on
consumer purchase intention. However, the table shows that t-value is .829, the
p-value is .408 ( it is more than 0.05). These values show a reverse of the
hypothesis suggestion since the values haven't met the needed requirement to
accept the hypothesis. Based on that there is no significant correlation between
materialism and purchase intention of buying luxury brands and the
hypothesis is not supported. As a result, the hypothesis is not accepted. These

results are summarized in table 6.1
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Table 6.1: The Hypothesis Results

H Relation Status

Hl.a LBRI <--- AOS Accepted
H1.b LBRI <--- UNPP Not Tested
Hl.c LBRI <--- CC Accepted

H2 LBRI <--- HEDO Accepted

H3 LBRI <--- CONS Accepted

H4 LBRI <--- QLTY Accepted

H5 LBRI <--- MTRL Not Accepted
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6. DISCUSSION AND CONCLUSION

Understanding luxury brands and what attract people to their world isn't an easy
task., Since its meaning varies from marketer to another and from consumer
to another, researchers are still facing difficulty in defining the term of luxury.
This difficulty led to more obstacles in identifying the boundaries of each
category of luxury classifications. The researchers of the luxury domain found
that there is a confusion between the relationship that could identify the idea
of the luxury goods, expensive goods and the upmarket goods (Barnier et al.,
2012). Regardless of that, many studies have been conducted in order to
understand the consumer motivation of addicting such brands. There are
reasons related to the nature of the product like its functionality and financial
value (Wiedmann et al., 2007) and other reasons are related to the person
him/herself like getting a social or individual value of the product (Wiedmann et
al., 2007). However, this study is meant to consider the rational and emotional
effect on purchasing luxury brands. The research has considered the need for
uniqueness, hedonism, and conspicuousness have an emotional foundation and
quality and materialism have a rational foundation. The five dimensions meant
to measure and test how they affect the consumer purchase intention in the
context of luxury brands consuming in Qatar. The aim of the research was to pay
more emphasis on international luxury brands consuming in Qatar as to provide a
deep insight of consumer motivations that trigger the need of purchasing Louis
Vuitton which is considered the dominated brand in the market of luxury
brands, Fendi which is a luxury fashion house and has an Italian origin, Chanel

which has French origin http://essentialhome.eu/inspirations/lifestyle/fashion-

luxurious-brands-2016/ Gucci, Prada, Burberry, and the other international

luxury brands.

Nevertheless, the research focused on the consuming of luxury brands in general
without testing the preference of specific brands. The findings of this research

met specific objectives. The first objective which asks: Is the consumer's
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purchase intention of luxury brands in Qatar affected by the emotional effects
(the need for uniqueness, conspicuousness, and hedonism)? was met by
hypothesis Hl.a, Hl.b, Hl.c, H2, H3. Theneed foruniqueness was
hypothesized by the 3 types of uniqueness. However, 2 of them were tested
which are avoidance of similarity hypothesis and Creative choice hypothesis
and both of them were supported and showed that they affect the purchase
intention of luxury brands positively and significantly. That supports what
(Tian et al., 2001) stated, it has been expected that the consumers with a high
need for uniqueness tend to engage in product consumption due to a
classification purpose rather than experience or joyful. The same work has found
that the need for uniqueness could identify how important possessions enhance
social differences. However, the unpopular choice hypothesis couldn't be tested
due to the analysis issue explained in data analysis chapter. The next
dimension of emotional influence which is hedonism as well was supported by
the result of the study which showed positivity and significance that hedonism
has on the purchase intention of luxury brands consumer. This finding is an
extent to (Hagtvedt & Patrick, 2009) finding that stated the hedonic features of
luxury brands enhance consumer evaluation of the brand. The third dimension of
emotional effect which shows conspicuousness as an aspect of consuming luxury
brands was supported as the result represented a positive and influential impact
on consumer®s intention to purchase luxury brands. That means the conspicuous
consumption which has been connected with luxury goods by using the goods to
show off the owner*s wealth as well as a show of his/her status economy
(Mason, 1998), occupy a space of consumer intention to buy luxury brands
and can stimulate the consumer desire to have such brands. On the other
hand, Objective 4 which inquire if the consumer*s purchase intention of luxury
brands in Qatar is affected by the rational effects ( quality and materialism)? was
met by H4 and H5. The effect of quality on purchase intention of buying luxury
brands was supported by the finding of the study. As this result is confirmed
with what (Farrag, 2017) said which is that the opinion of the managers of
luxury stores, who she had interviewed in Qatar, emphasized that the Qatari
consumers used quality as an indicator of their luxury consumption.
Nevertheless, even though, some studies stated that Asian countries are more

materialistic than European ones (Li and Zhang, 2011; Wong and Ahuvia, 1998),
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but this wasn’t the case in Qatar as the findings of this study showed that
materialism didn't have a significant impact on the consumer intention of
buying luxury brands in Qatar. Even though, the result supports (Farrag, 2017)
research which conducted research about what affect young consumers in Qatar
to purchase luxury brands. (Farrag, 2017) excluded materialism of her study

factors based on exploratory research.

As she concluded that based on the interviews she conducted with experts
materialism doesn't have an effect on consuming luxury brands in Qatar. While
the current result of the study counters the finding of another study that
concerned to test the relationship of materialism and having the intention of
buying luxury brands of fashions among Arab and American. As the findings of
the study represented a positive influence of materialism in both samples
Kamal et al. (2013). However, regardless of the contrary, the findings of this
study showed that the first dimension of rational effect which is quality has an
impact on consumer®s purchase intention of luxury brands while the other
dimension which is materialism didn’t represent an impact on consumers

purchase intention in Qatar.

Finally, based on the findings of the study, it can be concluded that there are 4
dimensions that influence and motivate consumers in Qatar to have an intention
to buy luxury brands which are the need for uniqueness ( avoidance of
similarity and creative choice), hedonism, conspicuousness, and quality. In this
way, the study fulfills objective number 3 that says What are the motivations
that influence consumers purchase intention in Qatar to buy luxury brands?.
Based on the study findings consumers in Qatar are mostly affected by
hedonism to have the intention of luxury brands consuming then by
conspicuousness then by quality after that comes creative choice and the least
one has an effect on purchase intention of luxury brands is avoidance of
similarity. In the whole, the five dimensions of consuming luxury brands
intention are likely to be correlated. Even though consumers may be affected by
all of them to purchase the luxury brands, they would tradeoff the less

outstanding factor for the more outstanding ones (Vigneron & Johnson, 2004).
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6.1 Implications Of The Study

This work could be beneficial for academic purposes plus to the marketers*
strategies. For academicians, they can develop other empirical studies based on
the findings of the study. For marketers, understanding the phenomena of
consuming luxury brands in Qatar help marketers in analyzing the nature of
consumer purchasing intention and how they can affect it. Influencing
consumer decision making of purchasing the luxury brands positively by
marketers can increase the sales which accordingly increase their profits.
Therefore, the significance of understanding what influence consumer purchasing
choices and how to affect them returns to those reasons. The success of any firm
comes from understanding consumer needs and the ability to fulfill those needs.
As a way of understanding consumer behavior, many kinds of research have
been conducted and they found that the decrease of products supply, increase
the consumer desire and brand demand (Verhallen, 1982; Lynn, 1991). It's
clear that the limited number of products gives the products high value and
make it more desirable than those that are available everywhere and all the
time. In addition to that, the rarity of the brands symbolizes the prestige of
the consumer as mentioned by (Solomon, 1994). Also, another research states
that scarcity in producing products influence the consumers to demand
greatly. In other words, if people believed that the brands are unique and
expensive, the demand for those brands will increase (Verhallen & Robben,
1994). This is a significant finding for marketers in general and marketers of
luxury brands in specific. For that, this study meant to contribute to the
previous literature in the context of luxury brands to identify and examine the
key aspects that shape consumer desire of having luxury brands (objective 4). To
achieve this goal the researcher tested the influence of 5 factors that motivate the
consumer to have a purchase intention of luxury brands. As well, this goal
included achieving another objective which is expanding the knowledge of

consumer behavior in regard to luxury brands consuming (objective 5).
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6.2 Limitation Of The Research And Future Studies

6.2.1 Introduction

Every study encounters some challenges during conducting the research that
makes its findings far away from reality. However, in an attempt to perform the
highest quality of the research, the researcher tried her best to reduce the study
limitation and conduct a study that measures the phenomena of increasing the
luxury brands demand in Qatar to be as near as possible of the reality.
Regardless of this effort, the study couldn't cover all the limitations. As every
single idea of limitation considered a key for further studies. Here is the
study mention the limitation of the study and the possible future researches in

the luxury domain.

6.2.2 The limitation and future studies

The first limitation of the research that it didn't identify a specific international
luxury brand instead of the research test the hypothesis based on general luxury
brands. Therefore, a future study could use known brands to identify which
luxury brands exactly that influence consumer purchase intention more in Qatar.
Also, an exploratory study could be made about what perceived values are
preferred in each brand of luxury goods. For example, what is the perceived value
that the consumer gets of buying Fendi or the perceived value of consuming
Louis Vuitton? Another limitation in this research that it was a quantitative
method based. However, mixed methods of the qualitative and quantitative
method are more beneficial to be used in a further study to have a more in-depth
view about understanding the consumer motivation of buying luxury brands in
Qatar. Even though there is a study has been conducted, following the mixed
method about this topic in Qatar (Farrag, 2017), but the field still needs more
studies to know exactly what affect consumers in Qatar to addict the
international luxury brands consumption. Nevertheless, this study considered
the need for uniqueness, hedonism, and conspicuousness as an emotional
representation and quality and materialism as a rational representation based on
a previous literature review. However, a further study could be conducted to
test the 3 dimensions if they have an emotional base and the 2 other have a
rational base in Qatar. Another limitation the research face is that the
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questionnaire was sent online. And the disadvantage of using the questionnaire
via the online channel is that it can*t reach the low educated people who have
limited knowledge of internet usage and that is considered as an obstacle of
generalizing the findings. Also, another disadvantage is that most people ignore
the questionnaire sent via the internet. An example of that a marketing research
firm distributed 10,000 questionnaires to get 200 responses (Visser, 2015).
So, to void this problem in the future the researcher can use another type of
questionnaire besides the online questionnaire such as using paper and pencil to
gather the information. Even though this type of questionnaires will cost the
researcher more money, efforts and time but it will make the findings more
eligible to be generalized. Also, there is a limitation in the gender of
respondents, as most of them were female which is represented by 63% of the
respondents and that, of course, affect the results of collected data analysis.
This is another reason for the inability to generalize the findings among the
whole population. A future study could make sure of having both genders
approximately equally in order to have neutral findings. Also, a study of
multiple group comparisons like male and female could be conducted. Or a
comparison of generation like what affect consumers purchase intention of
luxury brands of generation y ( individuals who were born from 1980-2000)
and what motivation affect consumers of generation x (individuals who were
born from 1961-1980). As the structure of the country has changed, the income
has increased from the old generation to the new generation which of course will
affect consuming of luxury brands positively000, as more people would be able
to afford to buy luxury brands. So, the study of the consuming of luxury brands
among the different generation in Qatar adds new insight to luxury brands
marketers. That leads us to the next limitation in the study which is the lack of
diversity in the age. As most of the respondents belong to generation V.
approximately, 65% of respondents age was between 25 and 44 years old. The
following limitation is related to education, approximately 50% of respondents
were graduated which mean the findings of the study were affected mostly
by this group and that is another limitation related to the lack of diversity. So
in both cases, age and education, a further study need to consider the diversity
of respondents. Also, this study focused on consumers in Qatar. Other studies

could make a comparison between 2 or more countries or comparison between 2
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cultures like east and west to understand if the motivations of consuming luxury
brands are affected by the cultural differences and vary from culture to another.
Nevertheless, this research studies luxury brands from a psychological point of
view. Other researchers could study luxury brands from an economic or
sociological point of view in order to understand luxury brands from different
perspectives with diverse contexts. Also, a future study could measure the
tangible and intangible features of luxury brands to know which influence the
consumers more. The tangible features of the product may be related to the
heritage of product craftsmanship, its excellent quality, exclusivity, design or
country of origin while the intangible characteristics are related to the emotional
appeal, brand reputation and the recognizable style of the brand (Brun &
Castelli, 2013). It would be a good idea as well to study the history of each
luxury brand and how it changed across time with emphasizing the consumer
changing taste. This study stated the vablenion consumer could be arrogant,
snob consumer may be a leader, bandwagon consumer a follower, hedonist
consumer a funny person and perfectionist is a strict person. However, a future
study could study the characteristics of each consumer type to understand what
attributes distinct every group of them which help researchers comprehend how
these attributes of consumer personality affect his/her behavior and taste which
accordingly affect his/her decision making of purchasing goods and services.
Also, this study mentioned that conspicuousness is one of the factors that
affect consumer purchase intention of luxury brands. However, the study
mentioned social influence as one of the reasons that push the consumer to
conspicuous consumption. Further studies could research in more motivations
of the conspicuous consumption in Qatar like vanity and self-esteem. Also as
all dimensions in this study has a connection with social influence in somehow
or another, a future study can use the same independent variables ( the need of
uniqueness, hedonism, conspicuousness, quality) which represented a positive
effect on the dependent variable (consumer purchase intention of luxury
brands) with using social influence as a moderator due to the collectivism nature

Qatar enjoys.
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APPENDIX A: Survey Questionnaire
(English Version)

The Factors Affecting Luxury Brand Purchase Intention in Terms of Rational and

Emotional Impact in Qatar

Luxury brands are the goods that achieve the highest level of prestige. They are
part of consumer's lifestyle prestige. And there are many international Luxury
brands that invade Qatari Market like Fendi, Louis Vuitton, Dior and so on.
They aren“t just about fashion but consumers also buy luxury brands
furniture. In order to determine the factors that affect consumer behavior in
regard to buying luxury brands and understanding the nature of these variables
among Qatari consumers, this research was conducted. As well to fulfill the
requirement of my master program in business administration at Istanbul Aydin

University. The study is conducted by Mudallala M. Mousa.

This questionnaire will take from 5-10 minutes to be completed. To participate
using the survey link shown below. Your response is completely anonymous
and used only for academic research purposes. The survey doesn't have any
questions regarding your personal identity. | sincerely appreciate your

consideration.

Elementary School
Gender Male Education level
U High School
Female
O Graduate
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Post-graduate 0

<18 0 < 2000$ L]
Age Monthly Income

19-24 L] 2000-4000% O
0]

25-34 4000-6000$ ]
]

35-44 6000$ < ]
0]

45<

Public sector employees

Marital States Single Occupation =
[ Private sector employees
Married O
] Students
L]
Homemaker
L]
Unemployed
L]
Retired
Other

Please think about your favorite luxury brand and rate the following
information on a scale from “strongly agree” to “strongly disagree" according to
your point of view. As Strongly Disagree 1, Disagree 2, Not Agree-Not Disagree
3, Agree 4 and

Strongly Agree 5.
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1 I have a strong possibility to purchase
Luxury Brand product.

2 I“m likely to purchase Luxury Brand
product

3 I have a high intention to purchase Luxury
Brand product

4 | stop wearing fashions when they become
popular with the general public

5 | dislike brands bought by everyone

6 When a clothing brand becomes too
popular, 1 wear it less

7 I look for one-of-a-kind products to create
my own style

8 The things that | buy shape a more unusual
personal image

9 I buy unusual brands to create a more
distinctive personal image

10 | I often combine possessions in such a way

that | create a personal image that cannot be

duplicated.
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11

| often try to find a more interesting version
of run-of-the-mill products because | enjoy
being original.

12

| actively seek to develop my personal
uniqueness by buying special products or
brands.

13

Having an eye for products that are
interesting and unusual assists me in

establishing a distinctive image.

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

15 | Buying things gives me a lot of pleasure

16 | On the whole, I may regard luxury brands as
gifts I buy for treating myself

17 | Purchasing luxury brands can be seen as
giving me gifts to celebrate an occasion that
I believe significant to me

18 | Product prestige is my major reason for
buying a luxury brand

19 | Itis important for me that the luxury brand I

buy improves my image
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20 | The luxury brand I purchase must be a status
symbol

21 | Luxury brands have consistent quality

22 | Luxury brands have rich workmanship

23
Luxury brands last a long time

24 | My life would be better if | owned certain
things I don“t have.

25 | Id be happier if | could afford to buy more
things.

26 | It sometimes bothers me quite a bit that |
can“t afford to buy all the things 1*“d like.

27 | I have all the things | really need to enjoy

life
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APPENDIX B: Survey Questionnaire (Arabic Version)
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APPENDIX C: Etic Approval form

TiC
ISTANBUL AYDIN UNIVERSITESI REKTORLUGU
Sosyal Bilimler Enstitiisii Miidirligi

Say1 :88083623-020
Konu : MUDALLALA M. A. MOUSA Etik
Onay Hk.

Sayin MUDALLALA M. A. MOUSA

Tez galiymanizda kullanmak iizere yapmayu talep ettiginiz anketleriniz Istanbul Aydin
Universitesi Etik Komisyonu'nun 15.01.2019 tarihli ve 2019/01 say1l1 karariyla uygun
bulunmusgtur.

Bilgilerinize rica ederim.

e-imzahdir
Prof. Dr. Ragip Kutay KARACA
Miidiir

11/02/2019 Enstitii Sekreteri NESLIHAN KUBAL

Evraki Dogrulamak igin : https://evrakdogrula.aydin.edu.tr/enVision.Dogrula/BelgeDogrulama.aspx?V=BEZLIELL

Adres:Besyol Mah. [nénii Cad. No:38 Sefakdy , 34295 Kiigiikgekmece / ISTANBUL Bilgi igin: NESLIHAN KUBAL [=

Telefon:444 1 428 Unvami: Enstitii Sekreteri
Elektronik Ag:http://www.aydin.edu.tr/

114



RESUME

Name Surname: Mudallala Mousa
Date of Birth: 11" January 1989
E-mail: mudallala9@hotmail.com

Education:
2009-2012 University of Kalamoon, Bachelor in Business Administration
2017-2019 Istanbul Aydimn University, Master in Business Administration

Languages:

-Arbic: Native Language
-English: Advanced

115



116



