
 

 

 

 

Cultural orientation and materialism in Jordan: Consumer perceptions of brand luxury 

 

Eyad Shammout 

BA, MBA 

 

A thesis submitted in the fulfilment of requirements for the degree of Doctor of 

Philosophy at Charles Sturt University  

 

 

 

School of Management and Marketing 

Faculty of Business, Justice and Behavioural Sciences 

Charles Sturt University  

Australia   

 

August 2020



     

i 

 

Table of Contents 

 

List of Tables ........................................................................................................................... vii 

List of Figures ............................................................................................................................ x 

Certificate of Authorship .......................................................................................................... xi 

Acknowledgements .................................................................................................................. xii 

Professional Editorial Assistance ........................................................................................... xiii 

Ethical Approvals.................................................................................................................... xiv 

List of Abbreviations ............................................................................................................... xv 

Abstract ................................................................................................................................... xvi 

CHAPTER 1 INTRODUCTION ............................................................................................ 1 

1.1 Introduction ................................................................................................................. 1 

1.2 Research questions and objectives .............................................................................. 5 

1.3 Research significance and contributions ..................................................................... 5 

1.4 Outline of the thesis..................................................................................................... 8 

1.5 Conclusion ................................................................................................................... 9 

CHAPTER 2 LITERATURE REVIEW ............................................................................... 10 

2.1 Introduction ............................................................................................................... 10 

2.2 Culture ....................................................................................................................... 11 

2.2.1 Cultural values ................................................................................................... 14 

2.2.2 Cultural frameworks .......................................................................................... 16 



     

ii 

 

2.2.3 Hofstede’s cultural dimensions theory............................................................... 18 

2.2.4 Schwartz’s theory of basic human values .......................................................... 20 

2.2.5 Individualism: Collectivism and vertical-horizontal cultural orientation .......... 23 

2.2.6 Culture and consumer behaviour ....................................................................... 26 

2.3 Materialism................................................................................................................ 29 

2.3.1 Personality materialism ...................................................................................... 31 

2.3.2 Materialism as a value ....................................................................................... 32 

2.3.3 Materialism and luxury consumption ................................................................ 33 

2.4 Luxury ....................................................................................................................... 35 

2.4.1 Defining luxury .................................................................................................. 35 

2.4.2 Theories of luxury .............................................................................................. 38 

2.4.3 The consumption of luxury (bandwagon, snob and Veblen effects) ................. 41 

2.4.4 Status consumption ............................................................................................ 42 

2.4.5 Defining the brand ............................................................................................. 44 

2.4.6 Luxury brands .................................................................................................... 47 

2.4.7 Classification of luxury brands .......................................................................... 49 

2.4.8 Luxury brand dimensions .................................................................................. 52 

2.5 Brand luxury perception ............................................................................................ 54 

2.6 The purchase intentions ............................................................................................. 61 

2.7 Conceptual model and hypothesis development ....................................................... 63 

2.7.1 Cultural orientations........................................................................................... 63 



     

iii 

 

2.7.2 Materialism ........................................................................................................ 64 

2.7.3 Status consumption ............................................................................................ 66 

2.7.4 Bandwagon effect .............................................................................................. 67 

2.7.5 Luxury brand perceptions .................................................................................. 69 

2.8 Conclusion ................................................................................................................. 71 

CHAPTER 3 RESEARCH METHODOLOGY ................................................................... 72 

3.1 Introduction ............................................................................................................... 72 

3.2 Paradigms and philosophical assumptions ................................................................ 72 

3.3 Research design ......................................................................................................... 75 

3.4 Data collection........................................................................................................... 77 

3.5 Sampling strategy ...................................................................................................... 81 

3.5.1 Bias versus variance ........................................................................................... 82 

3.5.2 Sources of bias ................................................................................................... 82 

3.6 Research instrument and measurement scale ............................................................ 86 

3.6.1 Cultural orientation ............................................................................................ 87 

3.6.2 Materialism ........................................................................................................ 88 

3.6.3 Status consumption ............................................................................................ 89 

3.6.4 Bandwagon effect .............................................................................................. 89 

3.6.5 Brand luxury perception .................................................................................... 90 

3.6.6 Purchase intentions ............................................................................................ 91 

3.7 Questionnaire construction ........................................................................................ 92 



     

iv 

 

3.8 Reliability and validity .............................................................................................. 94 

3.8.1 Reliability ........................................................................................................... 94 

3.8.2 Validity .............................................................................................................. 95 

3.9 Data analysis procedure ............................................................................................ 97 

3.9.1 Preliminary data analysis ................................................................................... 97 

3.9.2 Exploratory factor analysis and reliability ......................................................... 98 

3.9.3 Confirmatory factor analysis and validity.......................................................... 99 

3.9.4 Structural equation modelling .......................................................................... 100 

3.9.5 Model fit assessment ........................................................................................ 100 

3.9.6 Hypotheses tests ............................................................................................... 101 

3.10 Ethics consideration ............................................................................................. 102 

3.11 Chapter summary ................................................................................................. 102 

CHAPTER 4 DATA ANALYSIS AND RESULTS .......................................................... 103 

4.1 Introduction ............................................................................................................. 103 

4.2 Data cleaning and screening .................................................................................... 103 

4.3 Descriptive statistics ................................................................................................ 104 

4.3.1 The sample ....................................................................................................... 104 

4.3.2 Descriptive analysis of the main variables of interest ..................................... 105 

4.4 Exploratory factor analysis and reliability assessment ........................................... 110 

4.4.1 Scale reliability testing ..................................................................................... 111 

4.5 Confirmatory factor analysis and scale validity ...................................................... 116 



     

v 

 

4.5.1 Unidimensionality for items per construct ....................................................... 117 

4.5.2 Construct validity for assessing measurement model ...................................... 129 

4.5.3 Path model and hypothesis testing using structural equation modelling ......... 135 

4.6 Conclusion ............................................................................................................... 143 

CHAPTER 5 CONCLUSION AND DISCUSSION .......................................................... 144 

5.1 Introduction ............................................................................................................. 144 

5.2 Research overview .................................................................................................. 144 

5.3 Discussion of research findings............................................................................... 145 

5.3.1 First objective: Jordanian consumer cultural orientation ................................. 146 

5.3.2 Second objective: Cultural orientation and materialism .................................. 148 

5.3.3 Third objective: The relationship between materialism and luxury purchase 

intentions mediated by the bandwagon effect and status consumption ......................... 149 

5.3.4 Fourth objective: The relationship between status consumption and the 

bandwagon effect ........................................................................................................... 153 

5.3.5 Fifth objective: Luxury brand perception effect on purchase intentions ......... 154 

5.4 Theoretical implications .......................................................................................... 156 

5.5 Practical implications .............................................................................................. 159 

5.6 Limitations and directions for future research ........................................................ 162 

5.7 Conclusion ............................................................................................................... 163 

References .............................................................................................................................. 164 

Appendices ............................................................................................................................. 186 



     

vi 

 

 

  



     

vii 

 

List of Tables 

Table 2.1: List of terminal and instrumental values ................................................................ 15 

Table 2.2: Hofstede’s original dimensions of work-related value ........................................... 18 

Table 2.3: Relationship between horizontal and vertical individualism and collectivism to 

other typologies ........................................................................................................................ 26 

Table 2.4: Summary of the attributes in various definitions of luxury .................................... 38 

Table 2.5: Facets of luxury ...................................................................................................... 41 

Table 2.6: Definitions of brands in chronological order .......................................................... 45 

Table 2.7: Definitions of luxury brands ................................................................................... 48 

Table 2.8: Classifying luxury brands ....................................................................................... 51 

Table 2.9: Luxury categories by Chevalier and Gutsatz (2012) .............................................. 52 

Table 2.10: Luxury brand dimensions in chronological order ................................................. 53 

Table 3.1: The benefits and issues of online panel surveys ..................................................... 80 

Table 3.2: Sources of bias ........................................................................................................ 83 

Table 3.3: Measurement items for cultural orientation ............................................................ 88 

Table 3.4: Measurement items for the materialism construct .................................................. 89 

Table 3.5: Measurement items for the status consumption construct ...................................... 89 

Table 3.6: Measurement items for the bandwagon effect construct ........................................ 90 

Table 3.7: Measurement items for purchase intentions construct............................................ 91 

Table 3.8: Assessment of model fit........................................................................................ 101 

Table 4.1: Descriptive Statistics: cultural orientation variables ............................................ 106 

Table 4.2: Descriptive statistics: Materialism ........................................................................ 107 

Table 4.3: Descriptive statistics: Status consumption and the bandwagon effect ................. 108 

Table 4.4: Descriptive statistics: Luxury brand perception ................................................... 109 



     

viii 

 

Table 4.5: Descriptive Statistics: purchase intentions ........................................................... 109 

Table 4.6: Cronbach’s alpha values ....................................................................................... 112 

Table 4.7: Summary of exploratory factor analysis and reliability measures: Cultural 

orientation .............................................................................................................................. 114 

Table 4.8: Summary of exploratory factor analysis: materialism, status consumption, 

bandwagon effect, and purchase intentions ........................................................................... 115 

Table 4.9: Summary of exploratory factor analysis: Brand luxury index scale ..................... 116 

Table 4.10: Model fit confirmatory factor analysis indices of horizontal individualism ...... 118 

Table 4.11: Model fit confirmatory factor analysis indices of vertical individualism ........... 119 

Table 4.12: Model fit confirmatory factor analysis indices of horizontal collectivism ......... 120 

Table 4.13: Model fit confirmatory fit analysis indices of vertical collectivism ................... 120 

Table 4.14: Fitness measure for the measurement model ...................................................... 121 

Table 4.15: Four-factor model saturated and independence fit results .................................. 121 

Table 4.16: Model fit confirmatory fit analysis indices of materialism ................................ 124 

Table 4.17: Model fit confirmatory factor analysis indices of status consumption ............... 124 

Table 4.18: Model fit confirmatory factor analysis indices of the bandwagon effect ........... 125 

Table 4.19: Fitness measures for the measurement models of brand luxury index ............... 126 

Table 4.20: Model fit confirmatory factor analysis indices of purchase intentions............... 129 

Table 4.21: Convergent validity and composite reliability of constructs .............................. 130 

Table 4.22: Discriminant validity of constructs ..................................................................... 135 

Table 4.23: Model fit indices of the structural model ............................................................ 136 

Table 4.24: Hypothesis test .................................................................................................... 137 

Table 4.25: Direct effects ....................................................................................................... 139 

Table 4.26: Direct and total effect of X on Y ........................................................................ 139 

Table 4.27: Testing mediation ............................................................................................... 139 



     

ix 

 

Table 4.28: Summary table of results .................................................................................... 142 

Table 4.29: Squared multiple correlations ............................................................................. 143 

 

  



     

x 

 

List of Figures 

Figure 1.1: Outline of the research ............................................................................................ 8 
 

Figure 2.1: The research model and constructs ....................................................................... 11 

Figure 2.2: Schwartz’s theory of basic values ......................................................................... 22 

Figure 2.3: Illustrative dimensions of individualism versus collectivism, horizontal versus 

vertical...................................................................................................................................... 25 

Figure 2.4: The conceptual framework of this research .......................................................... 63 

 

Figure 3.1: The brand luxury index scale ................................................................................ 91 
 

Figure 4.1: Multi-dimensional model of cultural orientation ................................................ 122 

Figure 4.2: Proposed framework of brand luxury index ........................................................ 127 

Figure 4.3: The result of hypothesis testing from structural equation modelling .................. 137 
 

Figure 5.1: The conceptual framework .................................................................................. 146 
 

 

  



xi 

Certificate of Authorship 

I hereby declare that this submission is my own work and that, to the best of my knowledge 

and belief, it contains no material previously published or written by another person nor 

material which to a substantial extent has been accepted for the award of any other degree or 

diploma at Charles Sturt University or any other educational institution, except where due 

acknowledgment is made in the thesis. Any contribution made to the research by colleagues 

with whom I have worked at Charles Sturt University or elsewhere during my candidature is 

fully acknowledged. 

I agree that this thesis be accessible for the purpose of study and research in accordance with 

the normal conditions established by the Executive Director, Division of Library Services or 

nominee, for the care, loan and reproduction of theses. 

Name: Eyad Nezar Shammout. 

Signature: 



     

xii 

 

Acknowledgements  

I would like to gratefully acknowledge the supervision of Professor Steven D’Alessandro and 

thank him for his patience, motivation, and immense knowledge. His guidance helped me in 

at all times during my research and writing of this thesis. I would like to thank the members 

of the supervisory team, Dr Felicity Small and Dr Tahmid Nayeem, who helped me by 

providing the support I needed to accomplish this research. Also, I would like to thank my 

colleagues and friends at Charles Sturt University.  

I also express my gratitude to my wife, for her continued support and patience, and I also 

want to express my eternal acknowledgement to my parents and siblings for their invaluable 

encouragement and support during my PhD.  

Finally, this thesis is dedicated to my parents, my wife and my son. 

  



     

xiii 

 

Professional Editorial Assistance 

Professional editor, Rosemary Purcell, provided editorial assistance on formatting, grammar 

and style according to Australian Standard for Editing Practice (ASEP) Standard D – 

Language and Illustrations and ASEP Standard E – Completeness and Consistency. 

  



     

xiv 

 

 

Ethical Approvals 

Charles Sturt University’s Human Research Ethics Committee has approved this project 

under Protocol number: H19087. The date of approval: 4/06/2019.  

  



     

xv 

 

 

List of Abbreviations 

AGFI  adjusted goodness of fit 

AMOS   analysis of moment structures 

AVE  average variance extracted 

BLI  brand luxury index 

CFA   confirmatory factor analysis 

CFI  comparative fit index 

EFA  exploratory factor analysis 

GFI  goodness of fit 

HC  horizontal collectivism 

HI   horizontal individualism 

KMO  Kaiser-Meyer-Olkin 

MVS  material values scale 

NFI  normed fit index 

PARC  Pan Arab Research Centre 

R2  coefficients of determination 

RMSEA  root mean square error approximation 

RVS  Rokeach value survey 

SEM  structural equation modelling  

SPSS   Statistical Package for the Social Sciences 

SQRTAVE  squared root of average variance extracted 

TLI  Tucker-Lewis Index 

UK  United Kingdom 

USA  United States of America 

VC  vertical collectivism 

VI  vertical individualism 

  



     

xvi 

 

Abstract 

The demand for luxury goods is growing in new emerging markets, especially in Middle 

Eastern countries like Jordan (Gutsatz & Heine, 2018; Shukla & Purani, 2012). Further, the 

luxury market is reducing the gap between those who can and cannot access luxury goods. 

Traditionally, purchasing luxury products was limited to wealthy customers, but the market 

has changed to include more middle-class customers and various age groups, thus providing 

new types of luxury products to satisfy mass global market demand for prestige and to follow 

trends.   

In addition, new media channels and rapidly developing technology are helping the luxury 

industry promote and reach those customers across the world. Moreover, consumer 

perceptions and preferences keep changing, and the orthodox approach of studying culture 

and consumer behaviour needs to be considered from different perspectives and contexts as 

sociocultural diversity within countries increases in reaction to globalisation (Cleveland & 

Bartsch, 2019). These factors lead to a call for more research on the influence of culture and 

materialism on consumer purchasing behaviour for luxury goods.  

The goal of this thesis is to investigate the cultural orientation aspects and factors influencing 

Jordanian customers to purchase luxury goods. This research provides empirical evidence 

that adds to the area of brand luxury studies by investigating the cultural orientations 

(vertical-horizontal) dimensions of individualism and collectivism. The interrelated values 

reflecting the motives of buying luxury goods addressed in this research are social factors 

(bandwagon effect and status consumption) and individual values (materialism). 

Furthermore, the investigation expands theoretical knowledge by exploring customer 

perceptions of brand luxury and their evaluations of the various dimensions of luxury brands 

to understand what influences their purchase intentions. 

The methodology adopted in this research is a quantitative approach using an online survey 

from a research panel provider in Jordan. The sample of luxury brand customers who 

purchased a luxury item (e.g. jewellery, watches or fashion accessories) in the last 12 months 

were asked to reflect on their perceptions of luxury and how it affects their purchase 

intentions. In total, 532 valid responses were collected and used for data analysis. Structural 

equation modelling was adopted to test the proposed hypothesis in the theoretical model. The 
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research findings show a significant impact of the vertical dimensions of cultural orientation 

on materialism. While, the relationship between materialism and purchase intentions was 

found to be insignificant, it was mediated by the influence of status consumption and the 

bandwagon effect. The results also reveal the evaluation of brand luxury perceptions of 

Jordanian customers. The findings provide in-depth insights that contribute to the literature 

from the context of Jordan and offer significant implications for practice and theory. This 

helps better understanding of the luxury market and consumer behaviour for both scholars 

and practitioners in the Middle East, and Jordan in particular.  
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CHAPTER 1 INTRODUCTION  

1.1 Introduction 

The market for luxury goods is becoming more nuanced. There is evidence of a growing 

demand for authentic luxury and passion driven by hedonism and status-seeking desire within 

social groups (Eastman, Iyer, Shepherd, Heugel, & Faulk, 2018). However, at the same time, 

there is evidence that the motivations of luxury consumers have evolved from seeking 

prestige to self-fulfilment, personal growth and status (Gutsatz & Heine, 2018; O’Cass & 

Frost, 2002; Vigneron & Johnson, 1999; Wong & Ahuvia, 1998). Thus, a range of motives is 

fuelling the growth in demand in the luxury goods sector, which complicates the creation of 

brand identities that will appeal to customers within this segment. 

Other social changes, such as the emergence of a phenomenon known as masstige 

(Silverstein & Fiske, 2003), or mass-prestige, are creating substantive changes to this luxury 

buyer segment and amplifying the marketing challenges. Masstige involves new customers 

from the middle class seeking to make luxury purchases. It is known as the democratisation 

of luxury, and has triggered a significant surge in demand for luxury goods and market 

growth, especially in Asia and the Middle East (Gurzki & Woisetschlaeger, 2017; Silverstein, 

Fiske, & Butman, 2008; Wong & Ahuvia, 1998). Basically the increase in demand for luxury 

is a positive outcome for luxury brands, while at the same time their uptake by the middle 

class has a negative consequence by threatening the exclusivity and uniqueness of these 

brands (Silverstein et al., 2008). Consequently, recent research has focused on understanding 

consumer motivations behind luxury brand purchases, what luxury represents in terms of 

exclusivity, superior values and craftsmanship, and how these factors influence luxury 

purchase intentions (Kapferer & Bastien, 2012; Ko, Costello, & Taylor, 2017). 

The global market revenue for personal luxury products such as fashion goods and 

accessories reached a record of US$309 billion and is expected to grow to $350 billion by the 

end of 2020 (D’Arpizio, Levato, Kamel, & de Montgolfier, 2017). According to Statista the 

global luxury market is expected to increase to US$388 in 2025. However, revenues in 2020 

are expected to dip sharply compared to 2019 due to the COVID-19 pandemic. Though, in 

the Middle East, economic growth in 2017 was flat at 1% due to economic uncertainty 
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(D’Arpizio et al., 2017) but is expected to improve in the upcoming years, with Middle 

Eastern finances creating opportunities for growth in the sale of global luxury brands for the 

three reasons. First, customers in the Middle East have the highest per capita spending in the 

world on luxury goods at about US$1900 per year. For instance, tourism shopping in the 

United Kingdom (UK) from China spend an average £879, while tourists from the Middle 

East spend £1334 on luxury goods (Thomas, 2007).   

Second, the Middle East has one of the most significant younger demographic populations in 

the world, representing an opportunity for luxury brands to focus on millennial customers. 

However, Moore, Fernie, and Burt (2000) imply that cultural diversity and changes in the 

global market, and the heterogeneity of the consumer market, have created challenges for 

luxury companies. As a result, luxury companies are trying to use the international 

perspective of their luxury brands and switching into public companies. The continuously 

changing marketplace, in particular for international luxury brands, has always been a 

challenge for marketers in terms of understanding market diversity and trends and 

maintaining awareness of shifting consumer preferences in a global context (Paul, 2015). 

Marketing scholars try to explain the marketing process by examining the cultural 

environment in order to gain a deeper understanding of consumer motivations for buying 

luxury goods. 

Third, the Arab world has a population of 422 million, and uses the same language (Arabic); 

has the same major religious belief and has multiple cultural similarities and abundant natural 

resource reserves. Thus, luxury consumption is a subject of interest in the Arab world. There 

are two major Arab market regions: the Levant and the Gulf (Farah & Fawaz, 2016). As 

Hofstede (1991) points out, Arab societies are more prone to accept group rather than 

individual decisions; unity, harmony, consensus and cooperation are often superior to 

individual initiatives (Dirani, 2008). For example, “in Lebanon individuals believe that there 

is a greater need to meet the expectations of local social groups rather than the broader 

national group requirements” (Farah & Fawaz, 2016, p. 143). Further, in the Levant region, 

Lebanon and Jordanian cultures are considered collectivist because of their similar social 

characteristics (Alkailani, Azzam, & Athamneh, 2012).  

While much of the increase in demand for luxury goods has occurred in non-Western 

contexts, the literature on how cultural factors influence the demand for luxury goods has 
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remained underdeveloped (Eastman, Fredenberger, Campbell, & Calvert, 1997; Ger & Belk, 

1996; Vigneron & Johnson, 1999). The main stream of research has focused on explaining 

the effect of the individualism and collectivism dimension proposed by (Hofstede, 1983), as 

well as other cultural values, on luxury purchases (Aliyev & Wagner, 2018; Bian & Forsythe, 

2012; Wong & Ahuvia, 1998).  

The second stream of research has considered how status and equality motivations (termed 

vertical and horizontal dimensions respectively) have influenced luxury consumption 

(Shavitt, Lalwani, Zhang, & Torelli, 2006; Triandis & Gelfand, 1998) and the role of equality 

and power in individualism-collectivism cultural values (Meyers‐Levy, 2006; Oyserman, 

2006). However, previous studies on the multidimensional effects of vertical-status and 

horizontal-equality motivations have only been conducted in Western contexts, which differ 

for the cultures where the growth in demand for luxury goods is now occurring (e.g., China, 

the Middle East), and thus little is known of the influence of cultural values on other drivers 

of luxury goods purchases, such as materialism motivation, in these countries. 

Materialism has been acknowledged as one of the primary drivers of luxury goods 

consumption (Belk, 1985; Liao & Wang, 2009; Richins & Dawson, 1992; Sun, D'Alessandro, 

& Johnson, 2014). Emerging evidence has also demonstrated that cultural factors influence 

materialism (Burroughs & Rindfleisch, 2002; Dawson, Kasser, Soron, & Starke, 2005; 

Garbarino, Lee, & Soutar, 2014), which implies that materialism may act as an antecedent 

variable between cultural factors and luxury goods purchase intentions. For example, 

Burroughs and Rindfleisch (2002) found in a study in the United States of America (USA) 

that highly collectivist-oriented values emphasise less materialistic motivations, even within 

an individualistic cultural context. 

In today’s marketplace, the ideology of consumerism and materialism are found throughout 

the world (Cleveland & Bartsch, 2019; Tascioglu, Eastman, & Iyer, 2017), and understanding 

how materialism and cultural factors interact to influence luxury goods purchase intentions is 

particularly pertinent given that there is evidence from developing economies that 

traditionally non-materialistic people appear to be becoming more materialistic (Durvasula, 

Lysonski, & Watson, 2001; Eastman et al., 2018; Kaynak & Kara, 2012). In China for 

example, a highly collective society, Chan and Prendergast (2007) found that Chinese culture 

encourages the value of materialism in order to identify with other social community long-
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term relationships. However, in order to understand a group of people and their culture, it is 

essential to start with their fundamental beliefs and values because these factors determine 

their behaviour and viewpoint about life (Nydell, 2018). 

Goldsmith, Flynn, and Clark (2012) argue that materialism, status consumption, and brand 

choice are the main influences on people in their journey to pursue happiness by proving 

themselves with possession of material goods (Richins & Dawson, 1992). Thus, the global 

consumer culture of a shared set of activities of consumption-related symbols that relate to 

brands and product categories is now emerging (Durvasula et al., 2001; Gupta, 2011). Indeed, 

as consumers identify themselves with consumer culture, their level of vanity is expected to 

change along with their consumer behaviour in different cultures based on economic 

development.   

The focus on luxury brand consumption values in the literature conceptualises the various 

dimensions of luxury brands as individual, social and functional (i.e. material) values 

(Berthon, Pitt, Parent, & Berthon, 2009; Dubois & Laurent, 1994; Fionda & Moore, 2009; 

Hennigs, Wiedmann, Klarmann, & Behrens, 2015; Husic & Cicic, 2009; Kapferer, 2017; 

Vigneron & Johnson, 2004). Academics have focused on luxury consumption and seem to 

have used different terms to describe luxury brands and the impact of individual perceptions 

of luxury on their motivations and purchasing decisions. However, little research has 

suggested and recommended empirical research to build a conceptual model taking into 

consideration various factors of personal and social motivations towards luxury (Hung et al., 

2011; Shukla & Purani, 2012; Tynan, McKechnie, & Chhuon, 2010). 

The rationale of this study was influenced by the extensive review of the existing literature 

beginning with individual cultural orientations as the variations of orientation among 

customers may lead to different beliefs about luxury and their purchase intentions. The other 

two motivations for buying luxury goods that emerged in this research was the personal value 

of materialism (Belk, 1985; Ger & Belk, 1999; Richins, 2004; Richins & Dawson, 1992), and 

the social or external value of status consumption and the bandwagon effect (Eastman & 

Eastman, 2015; Eastman, Goldsmith, & Flynn, 1999; Kastanakis & Balabanis, 2012, 2014; 

Leibenstein, 1950; O'Cass & McEwen, 2004). Status consumption represents individuals 

seeking status usually by evaluating their views based on their reference group and use of 

luxury goods based on social status reflection. The bandwagon effect has been 
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operationalised and included in the framework as this effect suggests elements of reference 

groups, social norms or interpersonal influence as major attributes related to collectivist 

societies similar to the context of this research in Jordan, as well as to further fill the gap in 

the relationship between status consumption and the bandwagon effect as they are expected 

to play a significant role between the relationship of materialism and luxury purchase 

intention. In addition, the focus on luxury perceptions and how customers evaluate the 

different dimensions of luxury (Vigneron, 2006; Vigneron & Johnson, 2004) recommends the 

brand luxury index (BLI) scale, which includes both non-personal and personal perceptions 

as key features of luxury brands. This helps us understand the influences of customer brand 

perceptions of personal luxury goods on purchase intentions (Ajzen, 1985; Eastman et al., 

2018; Hung et al., 2011; Kim & Zhang, 2015). 

1.2 Research questions and objectives  

The main research questions of this thesis are: What are the cultural orientations for 

Jordanian luxury customers? What factors influence customer behaviour towards luxury 

goods? 

These questions prompt the following research objectives: 

1. Investigate Jordanian consumer cultural orientation.  

2. Examine how the cultural orientation scale of vertical and horizontal (i.e. 

individualism and collectivism) influences materialism. 

3. Explore how social factors such as bandwagon effects and status consumption 

mediate the relationship between materialism and the intention to purchase luxury 

goods. 

4. Find the relationship between status consumption and the bandwagon effect. 

5. Explore customer luxury brand perception and how it influences purchase intentions. 

1.3 Research significance and contributions 

This research will significantly contribute to the literature by identifying how cultural 

orientation can influence consumer materialism, and by presenting an integrated model to fill 

the gap identified in the literature. It will do so by investigating relationships in the new 
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cultural context that have not been empirically investigated due to most research focusing on 

Western societies (Nueno & Quelch, 1998; Silverstein & Fiske, 2003). Because material 

value is different between consumers, it is also reflected in the consumer environment 

(Cleveland, Laroche, & Papadopoulos, 2009). This research will add to the understanding of 

consumer behaviour, taking in considerations of customer differences and what influences 

their purchase intentions towards luxury goods. This research is expected to achieve five 

significant outcomes. 

1. The establishment of a behavioural intentions framework: The purpose of this study 

was to test whether consumers have a multi-dimensional cultural orientation, and to 

assess how cultural orientation affects Jordanian consumers and the determinants of 

consumer motivation to purchase luxury goods, with a view to establishing a 

behavioural intentions framework to analyse and explain consumer behaviour in 

relation to luxury goods in a specific cultural context. 

2. Finding a heterogeneous cultural orientation: This research focused on the growing 

middle−high-class customers and their emphasis on the value of materialism. Second, 

the literature shows that the consumption of luxury goods can also be understood 

from a cultural perspective. It is further proposed that both individualists and 

collectivists can represent horizontal or vertical dimensions as a multi-dimensional 

construct. Thus, from this standpoint, the cultural orientation of individuals was found 

to be more heterogeneous within countries than was predicted (Schwartz, 1994b; 

Singelis, Triandis, Bhawuk, & Gelfand, 1995). In addition to cultural orientation, the 

results of this study can also be applied to other areas of investigation. 

3. Provision of assistance for marketers: From a practical perspective, understanding the 

consumption of luxury goods in a new market and cultural context helps the 

development of marketing strategies for these markets. Changing marketing trends 

and consumer behaviour implore luxury retailers to develop marketing 

communications strategies targeting Middle East customers, and Jordan in particular, 

to reach and satisfy increased demand for luxury fashion goods in this market. Hence, 

this research aims not only to bridge the gap in the literature, but also to assist 

marketers who intend to promote luxury products in such cultures, by providing them 

with a greater understanding of how their consumers perceive luxury products. The 

consumption of luxury goods has been an imperative social practice, and the emphasis 
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on luxury goods is an important part of any social self-understanding. Therefore, the 

study of luxury consumption can not only improve the understanding of the luxury 

market, but also provide cultural and social prospects (Berry, 1994). 

4. Enabling the development of marketing strategies by providing new theoretical 

insights: With the emergence of new luxury goods, the industry is experiencing 

tremendous competition, while maintaining the original image of these luxury brands 

also faces enormous challenges. This research will enable marketers to develop better 

strategies to cope with the complexity of the rapidly growing global luxury market. 

The study will also help global luxury companies formulate strategies for their 

penetration and expansion in emerging markets by clearly understanding the motives 

that influence the purchase of luxury goods. By deeply studying the purchasing 

psychology of luxury consumers, this research will provide new theoretical insights 

into understanding the behaviour of luxury consumers. This will help the academician 

determine the various factors behind the purchase motivation. Further, this study will 

explain the impact of cultural, personal and social factors on luxury consumer 

behaviour, thereby adding value to previous research. 

5. The establishment of a comprehensive conceptual framework: This research provides 

valuable insights explaining the intrinsic or personal values of materialism, and the 

perceived personal dimension of luxury (i.e. hedonism and extended self). Extrinsic 

factors of status consumption and bandwagon effects, and the non-personal perception 

dimensions (i.e. conspicuousness, quality and uniqueness) influence the purchase 

intentions of luxury goods. Based on the literature review, this study proposes a 

comprehensive conceptual framework that provides a comprehensive understanding 

of the determinants of luxury purchase intentions. This can help to better understand, 

analyse and explain consumers’ purchase behaviour of luxury goods. This research 

will help marketers develop appropriate communication strategies to effectively 

market luxury brands in a cross-cultural context. Moreover, this will enable luxury 

companies to develop different strategies based on the culture, personal beliefs and 

attitudes towards luxury goods. Finally, this research will provide academicians with 

valuable insights on customer motivations to purchase luxury goods. 
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1.4 Outline of the thesis  

This thesis consists of five chapters that describe the basic structure of the thesis and flow of 

the research, as illustrated in Figure 1.1. 

 

 Figure 1.1: Outline of the research 
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1.5 Conclusion  

This chapter provided the foundations of the thesis and the research background, along with 

the research questions and objectives. It outlined the significant contributions the thesis 

makes to the knowledge and practice about understanding the cultural orientations for 

Jordanian customers of luxury goods and discussed the influence of luxury consumption 

motivations on purchase intentions. It also provided the structure of the thesis. 

Chapter 2 introduces the related literature review regarding the concepts of culture, 

materialism and the consumption of luxury goods. The review outlines and explains the 

generic theories in the field of consumer behaviour and luxury consumption and contributes 

to the existing body of knowledge. Further, the last section of the chapter provides the 

conceptual framework and research hypotheses.  

Chapter 3 discusses the research methodology and approach used in the empirical research; a 

quantitative research approach using an online survey conducted from a sample of real luxury 

consumers in the categories of jewellery, watches and fashion accessories. The rest of the 

chapter discusses the sample, measurement scale of the constructs and data analysis 

procedures.  

Chapter 4 presents the data analysis and results for the research sample, and provides detailed 

analyses using structural equation modelling (SEM) assessment of the proposed hypotheses 

in the research model. It also provides reliability and validity tests of the measures. 

Finally, Chapter 5 presents the discussion of the results and the conclusion relating to the 

empirical study. It provides an overview of the main research findings and conclusions, and 

further discussion of the research contributions and the implications related to theory and 

practices. Chapter 5 concludes by presenting the research limitations and future research 

directions.  
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CHAPTER 2 LITERATURE REVIEW  

2.1 Introduction  

This chapter reviews the literature in order to establish a theoretical basis and formulate the 

hypotheses related to the question and objectives for this research. It therefore begins with a 

review of the literature on culture, which includes culture theories, values, cultural orientation 

and the influence of culture on consumer behaviour. The next section discusses the literature 

on materialism and explains the relationship between materialism and luxury consumption. 

This is followed by a review of the literature on luxury, including luxury brands, the 

consumption of luxury and luxury brand perceptions. To conduct a comprehensive theoretical 

review, purchase intention is discussed. Finally, the theoretical framework and proposes 

hypothesis introduced and discussed in the last section of the chapter outlines the conceptual 

model and hypothesis development section 2.7. Starting with cultural orientation and the 

relation with materialism then discussion about bandwagon effect, and status consumption as 

motivations toward buying luxury alongside with luxury brand perceptions and the discussion 

of purchase intention as the dependent variable of this research combined with the hypotheses 

development and the link between them. The visualisation of the model and constructs of this 

research present in figure 2.1 as a guide to structure of the chapter. 
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Figure 2.1: The research model and constructs 

Note: horizontal collectivism (HC), vertical collectivism (VC), horizontal individualism (HI), and vertical 

individualism (VI). 

First section discusses the literature review of culture.    

2.2 Culture 

Culture is a universal influence on all aspects of social behavior and interaction (Craig & 

Douglas, 2005). Culture is the “glue that binds groups together” (De Mooij, 2010, p. 33), 

reflecting the social communication patterns and objects used in everyday life (Craig & 

Douglas, 2006). Further, culture is identity: a “collective fingerprint” (Usunier, 1993, p. 9). 

The anthropologist, Geertz (1973), believes that culture is a set of control mechanisms, 

recipes, rules and directives for governing behaviour. Tylor (1871, p. 1) identifies culture as 

“the complex whole which includes knowledge, belief, art, morals, law, custom, and any 

other capabilities and habits acquired by man as a member of society”. The definition of 

culture has always been controversial in the social sciences (Triandis, 1996) because culture 

is seen as a vague and theoretical concept (Kroeber & Kluckhohn, 1952; Usunier, Lee, & 

Lee, 2005).  
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From these different descriptions, the common agreement of shared cultural elements 

(Shweder & LeVine, 1984) includes perception, belief, assessment, communication, standard 

historical periods and geographical location (Triandis, 1990, 1996). The shared elements of 

culture are modified and transmitted throughout generations (House, Hanges, Javidan, 

Dorfman, & Gupta, 2004). Furthermore, the meaning of culture has always been seen as the 

difference between arguments and explanations. Thus, culture is a complex concept, and can 

be defined as a common set of values among people including any capabilities and habits of 

the community (Ayoun & Moreo, 2008; Hofstede, 1980b; Taylor, 1974).  

Brettel, Engelen, Heinemann, and Vadhanasindhu (2008) define culture as a schema of 

thinking, feeling and reaction. In addition, culture is social heritage and life management, 

continuous growth and change; it can be learned and shared, and every field of human life is 

linked with it (Soares, Farhangmehr, & Shoham, 2007). Based on Herskovits (1955) work, 

Triandis (1972, p. 4) distinguishes between the objective and subjective aspects of culture, 

and defines subjective culture as a society’s “characteristic way of perceiving its social 

environment”. Rohner (1984) advocate the culture concept in cross-cultural psychology 

research and propose that culture refers to a shared meaning system. It contains ideas for past 

work, and it is worth passing on to future generations (Kashima, 2000). Language and 

economics, education, politics, law, philosophy and religious beliefs are all important 

components of culture.  

Culture is different to thinking; however, the culture of the society is a memory of humans 

(Kluckhohn, 1951). Subjectively, culture comprises ideas on how to make material cultural 

elements, for example, how to live properly, how to build a house and how to handle 

behaviours related to objects and people. The concept of culture according to Lenartowicz 

and Roth (1999, p. 784) is “a set of learning characteristics common to a group of specific 

people.” Using this perspective, culture is defined as a set of changing shared elements, such 

as the norms, roles, attitudes, beliefs and values that provide people with cognitive maps, and 

is seen as the pioneer of human behaviour (Triandis, 1989). Therefore, culture is not 

inherited, but learned over time (Brettel et al., 2008). Ancestors developed these cultural 

values, through religious principles or other related traditions, which are due to geographical 

boundaries and cultural constraints often restricted to certain countries or locations. Thus, in 

today’s world, we must be eager to understand the cultural differences among nations 

(Manrai, Manrai, Lascu, & Friedeborn, 2018). 
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The concepts of culture can help us understand human diversity mysteries in the multicultural 

societies that are so dominant today in public dialogues. On the other hand, marketing and 

business researchers regard national culture as a dynamic process that affects various 

behaviours, especially those involving purchase and consumption (De Mooij & Hofstede, 

2002). However, Triandis (1990) posits that culture cannot be separated from individuals; it 

is not an abstract value system that is independent of individual existence. These learning 

values provide the foundation for the formation of a culture and set standards for socially 

acceptable norms that affect people’s attitudes (Triandis, 1989). 

Culture is dynamic, constantly influenced by environmental changes (i.e. legal, political, and 

commercial) and the personal values of social institutions. Common priorities of social and 

cultural institutions help shape how people spend most of the time with like families and 

businesses in smooth and effective functioning resulting in social and economic reward 

chances (De Mooij, 2000). People belonging to a particular culture are affected by both the 

conflict and compatibility of the value of its own structure and between the culture of 

national priorities, therefore any priorities that are opposite to the cultural values and attitudes 

might be frustrated (Schwartz, 1994b). 

Cultural studies often suggest that the assumption is that specific cultural behaviour patterns 

express the common values and beliefs of the culture (Boer & Fischer, 2013). Cultural values 

are considered to be the basic motivation and presumption of behaviour in life (Rokeach, 

1973), including consumer behaviour (Laroche, Ueltschy, Abe, Cleveland, & Yannopoulos, 

2004). International marketing practitioners and researchers show that people with shared 

political, ethnic or geographic characteristic have important features that are ultimately 

reflected in their consumer behaviour (Singh, 2006). Likewise, the influence of culture on 

global marketing activities continues to increase (De Mooij, 2013). In fact, culture has been 

shown to influence most aspects of marketing, such as advertising (Laroche, Kirpalani, Pons, 

& Zhou, 2001), the market entry strategies (Bello & Dahringer, 1985), shopping practice 

(Lim & Park, 2013), multinational marketing teams (Salk & Brannen, 2000) and the 

marketing environment (Doran, 2002). 

Furthermore, some authors have developed a framework for the recognition of the value of 

luxury goods; however, few tested the effectiveness of the framework for culture, with no 

testing for transnational or cross-cultural aspects (Yeganeh, Su, & Sauers, 2009). While there 
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has been no attention to the impact of culture on consumer motivations to purchase, and 

perception of, luxury goods, this topic deserves further consideration. Singh (2006, p. 176) 

points out that “culture not only affects the specific products people buy, but also affects the 

consumption structure, individual decision-making and product exchange.” Some studies, 

however, have emphasised cultural differences in general consumer behaviour and 

materialism (Podoshen, Li, & Zhang, 2011). 

2.2.1 Cultural values 

Rokeach (1973, p. 5) defines values as “an enduring belief that a specific mode of conduct or 

end-state of existence is personally or socially preferable to an opposite or converse mode of 

conduct or end-state of existence”. Rokeach considered the nature of human values. Indeed, 

Rokeach’s book The Nature of Human Values has led to a series of investigated empirical 

studies about the role of human values in many branches of psychology and sociology. 

Moreover, The Rokeach Value Survey (RVS) is a tool designed to implement the concept of 

values that has been used to measure personal and social values. The RVS distinguishes 

between two sets of values, the terminal values (referring to the existence of the ideal state 

and the ultimate state; the goals a person hopes to achieve in a lifetime, that may vary 

according to different cultures), and instrumental values (referring to better behavioural 

models; a means of achieving terminal value), see Table 2.1.  
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Table 2.1: List of terminal and instrumental values 

Terminal Values (End-States) 

Social (Focus on Others) Personal (Self-Focused) 

A World at Peace 

A World of Beauty 

Equality 

Family Security 

Freedom 

Mature Love 

National Security 

Social Recognition 

True Friendship 

A Comfortable Life 

An Exciting Life 

A Sense of Accomplishment 

Happiness 

Inner Harmony 

Pleasure 

Salvation 

Self-respect 

Wisdom 

Instrumental Values (Behavioural) 

Moral (Focus on Morality and 

Relations)   

Competence (focus on competence) 

Broadminded 

Forgiving 

Helpful 

Honest 

Loving 

Cheerful 

Obedient 

Polite 

Responsible 

Ambitious 

Capable 

Clean 

Courageous 

Imaginative 

Independent 

Intellectual 

Logical 

Self-Controlled 

Source: Rokeach (1973) 

Seminal scholars have focused on understanding the core values of social behaviour 

(Kluckhohn, 1951; Rokeach, 1973). They believe that values are ingrained abstract motives 

that can guide, prove and explain attitudes, opinions and behaviours (Rokeach, 1973; 

Schwartz, 1992). Each person has a different value priority. For example, values are 

multifaceted (Abreu & Camarinha-Matos, 2008), which means that values can be represented 

on different instrumental and terminal levels (Rokeach, 1973), personal and organisational 

levels (Posner & Schmidt, 1992), and professional organisation and country level (Hofstede, 

1991). It is important to distinguish between group and organisational levels in culture 

research. 

In addition, researchers have established value models and tried to name and classify culture 

to help understand and describe value types. Hence, the RVS model provides 36 types of 

terminal and instrumental value; while Schwartz (1994b) provides 56 values, which are 
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divided into 10 incentive value types and four classifications, and Jaffe and Scott (2004) 

provide six categories with 40 values, and Hofstede (2003) describes 36 values. All these 

models attempt to correct and limit the vast number of words used to express a value. 

However, values are represented hierarchically, and the foundation of the hierarchy is their 

importance to the scholar (Feather, 1995). At the individual level, some researchers have 

debated the perceptions, attitudes and behaviours of people with hierarchical values 

(Schwartz, 1992). Thus, everyone may have a lot of values, while it is unclear how important 

each value is in a person’s value hierarchy, the one with the higher level will determine what 

influence it has on behaviour (McDonald, 2004). 

Cultural values and shared thoughts about the collective view of society abstraction is good, 

correct and desirable (Williams, 1970). Cultural values encourage group members to pursue 

and extensively share specifications, practices, symbols, standards and expressed potential 

values (Sagiv & Schwartz, 2000). Therefore, cultural values play an essential role in the way 

the social environment functions. The study of cultural values is most widely concentrated at 

the country level (Hofstede, 2003; Inglehart, 1997; Schwartz, 1999). 

Hofstede (1984) states that consumer decisions and behaviour represent a constant pattern of 

cognitive and affecting responses, and national culture has been shown to have an important 

impact on personal values. However, despite globalisation, societies from different countries 

still have their values and norms rooted in their national culture, and keep their own unique 

habits and tastes. The study of values has been a central focus for many scholars in social 

science because it is essential for explaining personal change and organisational behaviours 

(Schwartz, 1992).  

Values play an important role in many fields (e.g. psychology, sociology) and are used to 

identify cultural groups and societies, and to map out changes to explain the motivational 

base of attitude and behaviours. While human values are universally structured (Schwartz, 

1992), individuals and groups differ greatly in the comparative significance of those values 

(Schwartz, 2012). 

2.2.2 Cultural frameworks 

Scholars trying to study the components of culture have led research in this area (Adler, 

1983; Hofstede, 1991). The conceptual background of culture means that values are one of 
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the essential factors that form the basis of a specific culture. Similarly, Kluckhohn (1962) 

argues that values are considered the key to understanding culture. Values are seen by many 

as the most important component in the definition and research of culture. However, in most 

cultural studies, this review reflects a fundamental part of its cultural value system; therefore, 

analysis of key cultural values is critical. Values are grounded at the heart of Hofstede’s 

(1991) cultural model. 

Hofstede (1991) emphasises the assumption that values strongly influence behaviour. In 

addition to values, Hofstede (1991) describes three distinct levels of culture; rituals, heroes 

and symbols. This delineation inspired many researchers to find differences among societies 

(Adler, 1983; Hofstede, 1983; Schwartz, 1994b; Strodtbeck, 1964). However, the cultural 

orientation of society reveals multifaceted interactions among its members’ values and 

behaviours. Cultural groups express the normative characteristics of their cultural values on 

their personal life and the world around them. In turn, the way these values affect them in any 

particular case is considered the most appropriate and effective form of behavioural attitude 

(Hofstede, 1998). 

Likewise, Schwartz (1994b) tried to establish an alternative method to derive the cultural 

dimension of work-related values. In his study, a set of 56 important values was used. 

Respondents rated each value as guidance in their own lives. From these 56 values, 10 

separate rating value types were derived. However, both Hofstede (1980a); Schwartz (1994b) 

tried to identify national cultural dimensions to compare between cultures. The two scholars 

used large-scale international multi-country samples to test their framework and found 

cultural differences between countries. Hofstede’s research focused on IBM employees in 72 

countries around the world between two periods (1967−1969) and (1971−1973), and used 

data from 40 countries to develop the most known framework for cultural values, which 

remains the most widely used in research. Although the original research (Schwartz, 1992) 

focused on teachers and students from 38 nations, the sample size collected in the period 

between 1988 and 1992 included 41 cultural groups (Hofstede, 1980b; Schwartz, 1994b). The 

frameworks are described in the next section along with the model of cultural orientation 

(vertical and horizontal individualism) and collectivism (Triandis, Bontempo, Villareal, Asai, 

& Lucca, 1988; Triandis & Gelfand, 1998). 
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2.2.3 Hofstede’s cultural dimensions theory 

Hofstede (1980b) collected data from more than 117,000 IBM employees around the world in 

his research for organisational culture in 40 nations, and he revealed four cultural dimensions 

from this data (Hofstede, 1983, p. 46) “power distance, uncertainty avoidance, individualism-

collectivism, masculinity-femininity.” Later, Hofstede (1991) introduced a new fifth 

dimension to his framework, long-term/short-term orientation. Table 2.2 shows Hofstede’s 

dimensions.  

Table 2.2: Hofstede’s original dimensions of work-related value 

Value Type  Definition  

Power Distance  The extent to which inequality is seen as an 

irreducible fact of life.  

Uncertainty Avoidance  The lack of tolerance for ambiguity and the need 

for formal rules.  

Individualism v. Collectivism  Individualism is a concern for yourself as an 

individual as opposed to concern for the 

priorities and rules of the group to which you 

belong (collectivism).  

Masculinity v. Femininity  The extent of emphasis on status goals and 

assertiveness (masculinity) as opposed to 

personal goals and nurturance (femininity). 

Long-Term Orientation  The extent to which the choice of focus for 

people’s efforts is the future or the present.  

Power distance means to what degree employees accept the unequal distribution of power in 

their organisation or institutions within a country (Hofstede, 1991). It ranges from zero (low) 

to 100 (high) power distance. High power-distance culture elements refer to family, groups, 

and the workplace, including showing respect to the elderly, and individuals have a tendency 

to need power and status. In small power-distance cultures people tend to be less powerful 

and try to look younger in age (De Mooij & Hofstede, 2002). Power distance explain the way 

people behave in private and public, and the significance of the concepts of brand status on 

purchase intentions. It also explains the communication behaviour and information used 

when making buying decisions and reading newspapers (De Mooij, 2010). 

Uncertainty avoidance describes the degree to which people in a specific culture feel 

uncomfortable in unknown, uncertain or ambiguous situations. Hence, cultures with high 

uncertainty avoidance have less tolerance for unexpected situations; such societies feature 

stronger roles and strict planning and formal structures (Hofstede, 1998). In contrast, 
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societies with low uncertainty avoidance have more tolerance in accepting unknown risks and 

feature more innovative and entrepreneurial spirit (Hofstede, 1991). For instance, uncertainty 

avoidance explains the differences in implementation of innovations and the ownership of 

personal computers. It also explains the differences in travelling behaviour, speaking a 

foreign language, as well as the degree of use of humour and precision (De Mooij & 

Hofstede, 2002). 

Individualism/collectivism: Individualism refers to the preference for relationships between 

individuals to be loose, which means individuals prefer to stay and take care of themselves 

and their immediate family. Collectivism refers to  preference for groups or relatives in their 

social groups looking after them in exchange for loyalty (Hofstede, 1998). Thus, in 

individualist countries people organise their own time to enjoy freedom and a lifestyle with a 

priority on achieving their personal goals.  

On the other hand, in a collectivism culture people see themselves as part of big groups, such 

as family or race, so they are influenced by the norms, traditions and obligations  of the 

group, and give priority to group goals in society (Triandis, 1996). Based on Hofstede’s 

national culture scores, an example of individualism culture is the USA, and Japan is an 

example of collectivism culture (Hofstede, 1991). Individualism and collectivism explain 

direct and indirect communication styles, such as information gathering from word of mouth 

or the media. It also explains differences in the need for uniqueness against the desire to 

conform, which can be identified in buying luxury and fashion goods (De Mooij, 2010). 

Masculinity/Femininity: A masculine culture chooses achievement, assertiveness, status, 

material success and wealth, which are generally referred to as male characteristics. Feminine 

societies prefer modesty, caring and quality of life, with feminine culture embodying the 

values of quality, people orientation, and less focus on status. While in masculine culture 

there is a significant role differentiation between gender, and roles are clearly divided, in 

feminine culture there is less differentiation between males and females (Hofstede, 1991). 

Long- and short-term orientation: The emphasis of long-term orientation is on a society 

characterised by persistence and ordered by relationship status to observe this order and 

having a sense of shame. People from a short-term society have personal stability, protect 

face, act with respect and tradition, and place importance on greetings and gifts. Unlike the 
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short-term oriented culture found in the Western world, the long-term oriented culture found 

in East Asia emphasises change, perseverance, frugality and the pursuit of spiritual peace 

rituals (De Mooij & Hofstede, 2002). The extent to which societies demonstrate pragmatic, 

future-oriented views rather than traditional histories or short-term views is another 

constituent of long-term positioning. In addition, this dimension describes the time span of a 

society, or the degree of emphasis on the future, past and present. This orientation explains, 

for example, the time spent shopping or eating and visiting malls. Further, it explains the 

relationship between parents and children (De Mooij, 2010). 

These five dimensions provide useful variables for explaining cross-cultural differences in 

business research. Therefore, the Hofstede cultural theory has been widely used in consumer 

research to investigate topics such as the impact of culture on consumer innovation 

(Steenkamp, Hofstede, & Wedel, 1999; Van Everdingen & Waarts, 2003), post-sale 

evaluation (Van Birgelen, de Ruyter, de Jong, & Wetzels, 2002), information exchange 

(Dawar, Parker, & Price, 1996), life insurance  consumption patterns (Chui & Kwok, 2008), 

individualism-collectivism and uncertainty avoidance effects on internet shopping (Lim, 

Leung, Sia, & Lee, 2004) and general retail (De Mooij & Hofstede, 2002). Furthermore, 

Hofstede's work on national culture has been related to the individual level to better 

understand how culture impacts consumers on the individual level (Eastman et al., 2018). 

2.2.4 Schwartz’s theory of basic human values 

Schwartz defines human values as “desirable transsituational goals, varying in importance, 

that serve as guiding principles in the life of a person or other social entity” (Schwartz, 

1994a, p. 21). Influenced by the work of (Kluckhohn, 1951; Rokeach, 1973), Schwartz 

(1992) derived his values based on the individual’s requirements as a biological organism, 

society requirements as social interactions, and the groups’ requirements for survival. The 

Schwartz value survey is a model to measure values, developed from set of items “developed 

to measure the content of individual values recognized across cultures” (Schwartz, 1994b, p. 

88). In addition, Schwartz notes that the items were near to a comprehensive set of cultural 

dimensions and Hofstede’s cultural dimensions were included within his framework 

(Schwartz, 1994b). 

The framework was developed from a sample from 41 cultural groups, with a total of 56 

values developed and 10 individual level values derived. The respondents were asked to rate 
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each value as a guiding principle in their lives because the individual level describes the 

individual’s personal experience and the standard cultural influence level value, so they could 

use it to analysis both individual and cultural levels (Schwartz, 1994b). Hence, the individual 

values level sets on values priorities so they give emphasis to important values, give less 

important to other values. These 10 individual level values are described below (Schwartz & 

Bardi, 2001, p. 270). 

1. “Power. Social status and prestige, control or dominance over people and 

resources. 

2. Achievement. Personal success through demonstrating competence according to 

social standards. 

3. Hedonism. Pleasure and sensuous gratification for oneself. 

4. Stimulation. Excitement, novelty, and challenge in life. 

5. Self-direction. Independent thought and action – choosing, creating, exploring. 

6. Universalism. Understanding, appreciation, tolerance, and protection for the 

welfare of all people and for nature. 

7. Benevolence. Preservation and enhancement of the welfare of people with whom 

one is in frequent personal contact. 

8. Tradition. Respect for, commitment to, and acceptance of the customs and ideas 

that traditional culture or religion impose on the self. 

9. Conformity. Restraint of actions, inclinations, impulses likely to upset or harm 

others and to violate social expectations or norms. 

10. Security. Safety, harmony, and stability of society, of relationships, and of self.” 

 

The 10 values are organised based on two basic dipolar dimensions. The first dimension 

involves “Openness to change (Self -direction, Hedonism, and Stimulation) vs Conservation 

(Conformity, Tradition, and Security). The second dimension opposes self-transcendent 

(Universalism, and Benevolence) vs Self-enhancement (Achievement, and power)” 

(Schwartz, 1994a, p. 24). Figure 2.2 represents the dimensions.  

Openness to change versus conservation shows people’s participation by maintaining the 

status quo in the event of uncertainty, complying with their own interests and the confidence 
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of the relationship with others. Self-transcendence versus self-enhancement determines the 

degree of personal motivation even at the expense of the interests of others rather than the 

welfare of others and nature. By definition, both dimensions describe the difference between 

individualism and collectivism (Schwartz, 1994a). 

 

Figure 2.2: Schwartz’s theory of basic values 

Source: Schwartz (1994a, p. 24) 

At a cultural level, Schwartz (1992) initially identified a set of detailed 56 individual values 

that were universally recognised in different cultures and then investigated how these values 

have the same meaning in different countries. This process is contained in seven meaningful 

and interpretable dimensions, and the culture of each country is different. These dimensions 

are “embeddedness, intellectual autonomy, affective autonomy, egalitarianism, hierarchy, 

mastery, and harmony” (Schwartz, 1994b, p. 85).  

Embeddedness or conservatism “describes a culture’s emphasis on maintaining the status 

quo, propriety, and restraining actions or desires that may disrupt the connectedness of the 

group or the traditional order” (Zhang, Chebat, & Zourrig, 2012, p. 306). Intellectual 

autonomy, and affective autonomy “express the degree to which individuals freely follow 

their own ideas and emotional desires”. Hierarchy refers to the reasonable level of “unequal 
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distribution of power, roles, and resources”, while egalitarianism means the degree to which 

individuals are willing to voluntarily give up their own interests to promote the welfare of 

others. Mastery mirrors the importance of gaining advancement through self-confidence, 

while harmony refers to the need for harmony in the environment and nature. Harmony 

values stand in opposition to value types that promote actively changing the world by self-

assertion and utilisation of people and resources (Schwartz, 1999). Hence, Schwartz’s 

multidimensional scale is summarised in three main dimensions: 1. Embeddedness versus 

autonomy (affective and intellectual) 2. Hierarchy versus egalitarianism 3. Mastery versus 

harmony (Schwartz, 1999). 

There are several relationships between Hofstede’s and Schwartz’s model. Smith et al. (2002) 

studied the relationship between dependence-directed sources and the dimensions of 

Hofstede’s and Schwartz’s cultural dimensions. They found that, depending on the vertical 

guidance of Hofstede’s collectivism, power distance and masculinity, as well as the 

embedding of Schwartz, hierarchy and mastery were relevant, but have some conceptual 

overlap (Schwartz & Boehnke, 2004). However, while the hierarchy versus egalitarianism 

dimension is correlated with Hofstede’s power distance dimension, it is not fully 

conceptually equivalent when these values are regressed on the vertical index. The two values 

that make a significant contribution to the equation are Hofstede’s power distance and 

Schwartz’s mastery. Therefore, at least in this case, Schwartz seems to overlap with the 

cultural values in Hofstede’s dimension and they complement each other (Hofstede, 2003; 

Schwartz & Boehnke, 2004). 

2.2.5 Individualism: Collectivism and vertical-horizontal cultural orientation 

Some scholars believe that Hofstede’s individualism and collectivism dimensions are the 

main aspects of culture explaining the differences and similarities in consumer behaviour in 

various countries (Hofstede, 2003; Triandis, 1996). Although collectivism and individualism 

exist in all cultures, researchers acknowledge that one of the archetypes tends to dominate in 

any culture (Gudykunst, Ting-Toomey, & Chua, 1988; Kapoor, Hughes, Baldwin, & Blue, 

2003). Hofstede (1991, p. 51) explains the difference between individualism and collectivism 

thus: “individualism pertains to societies in which the ties between individuals are loose: 

everyone is expected to look after himself or herself and his or her immediate family. 

Collectivism as its opposite pertains to societies in which people from birth onwards are 
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integrated into strong, cohesive in-groups, which throughout people’s lifetime continue to 

protect them in exchange for unquestioning loyalty.” 

Singelis et al. (1995) refers to individualism and collectivism as a cultural syndrome. On the 

basis of previous cultural studies, they believe that individualism and collectivism can be 

defined by four characteristics:  

1. The definition of self can be independent or interdependent. 

2. Personal goals can take precedence over group goals, and vice versa. 

3. Stress rationality rather than relevance. 

4. Norms and attitude are important as determinants of social behaviour. 

In individualism, the self is regarded as being independent of others. In collectivism, the self 

is regarded as interdependent with others. Similarly, individualism considers the self to be a 

unique entity, while collectivism focuses on the identity of self-organisation (Triandis et al., 

1988). Also, collectivism focuses on communities and society, placing collective goals above 

the personal (Ratner & Hui, 2003), while individualism emphasises the impact of behaviour 

on personal goals (Triandis et al., 1988). In the individualist culture, attitudes are more 

important than norms, but norms are more important than attitude in collectivism.  

Triandis (1996) points out that there are differences in individualist or collectivist cultures. 

For instance, individualism in the USA is not the same as individualism in Sweden. Likewise, 

Chinese collectivism differs from South Korea’s collectivism, as Chinese avoid confrontation 

and would tell a lie rather than lose face. In addition, Singelis et al. (1995, p. 244) believe that 

individualism and collectivism are multidimensional structures of culture, rather than pure 

dichotomy. They further point out that “individualism and collectivism may be horizontal or 

vertical. In a horizontal social relationship, a self is considered equal or like the others other 

self”. 

In contrast, in vertical social relations, the self is considered to be primarily different from 

others. Singelis et al. (1995, p. 244) states that “individuals with high vertical dimensions 

emphasize the hierarchy and accept social inequalities within the group. Individuals with 

higher levels in the horizontal dimension emphasize equality, and believe that everyone 

should have equal rights and status”. Triandis and Gelfand (1998) believe that individualism 



     

25 

 

and collectivism may be horizontal or vertical (Figure 2.3). The relative significance on 

horizontal or vertical communal relations can make a distinction between different degrees of 

individualism and collectivism, resulting in four modes of individualism and collectivism: 

“horizontal collectivism (HC), vertical collectivism (VC), horizontal individualism (HI), and 

vertical individualism (VI)” (Triandis & Gelfand, 1998, p. 118). 

 

Figure 2.3: Illustrative dimensions of individualism versus collectivism, horizontal versus 

vertical 

  

According to Singelis et al. (1995), the vertical individualist is independent, considering 

themselves to be different from others. They are eager to distinguish from others and gain a 

higher status. They like competition and have a desire to compete with others and win. 

Horizontal individualists do not like to distinguish between themselves and others, or have a 

higher status than others, although they are self-reliant and want to be unique and 

independent. Thus, they seek personality instead of uniqueness. The vertical collectivism 

orientation is to obey to the norms of their in-group. They also accept authority ranking. 

Horizontal collectivists do not submit easily to authority and stress the wellbeing and 

common goals of their in-group. Further, Triandis and Gelfand (1998, p. 119) state that “the 
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typology is consistent with Rokeach (1973) analysis of political systems which highly values 

of equality and freedom”, as described in Table 2.3 below. 

Table 2.3: Relationship between horizontal and vertical individualism and collectivism to other 

typologies 

Dimension Collectivism Individualism 

Vertical self 

   Fiske (1992) 

 

  Rokeach (1973) 

Self-different from others 

Communal sharing 

Authority ranking 

Low freedom 

Low equality 

Communalism  

Self-different from others 

Market pricing 

Authority ranking 

High freedom 

Low equality 

Market democracy 

Horizontal self 

    Fiske (1992) 

 

   Rokeach (1973) 

Self-same as others 

Communal sharing 

Equality matching 

Low freedom 

High equality 

Communal living 

Self-same as others 

Market pricing 

Equality matching 

High freedom 

High equality 

Democratic socialism 

Source: Triandis and Gelfand (1998, p. 119) 

Therefore, individuals in any specific culture reflect different degrees of distinction between 

HC, VI, HI and VC orientations. Although overall one of them is significant to any person 

(Singelis et al., 1995; Triandis, 1989), personal vertical and horizontal as well as 

individualism and collectivism are all feasible. However, it is important to understand which 

dimension dominates the behaviour in any particular culture. Thus, a cultural perspective 

helps to understand consumer behaviour and individual cultural orientation. 

2.2.6 Culture and consumer behaviour  

Historically, research on consumer behaviour has focused on individual differences (Shavitt, 

1989). In addition, some scholars have pointed out that external and environment factors also 

affect individual consumption behaviour (Cleveland & Bartsch, 2019; De Mooij, 2010; 

Gudykunst et al., 1988; Hofstede, 2003; Holt, 1995). These elements lay the foundation of 

marketing strategy and affect the individual decision-making process as well. However, 

culture is an important factor in consumer behaviour. It denotes a set of general rules for 

determining a person’s motives and behaviours in various social classes and families, and 

their personal psychology (De Mooij, 2010). 
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Similarly, culture is embedded in consumer behaviour, thus is difficult to measure, but cannot 

be ignored. In addition, cultural differences lead to multiple values (De Mooij, 2010). It 

affects the customer’s cognitive process, and ultimately affects the customer’s norms, 

attitudes and behaviours (Kotler, 2000). In addition, cultural differences lead to changed 

consumer motivations. Culture affects the individual’s consumption frame of mind and 

decision-making process. Further, when a manufacturer creates certain products and transfers 

the meaning of this product to others, culture can be considered as a main variable. Therefore, 

customers with diverse beliefs and from different societies will have different opinions and 

understanding when considering buying certain products. 

Probing deeper, products and services may not be viewed the same or have the same 

meanings in different nations and cultures (Cleveland & Bartsch, 2019; Wong & Ahuvia, 

1998). In addition, Keillor and Fields (1996) imply that the meaning of culture can be 

transferred from the original cultural characteristics to products and customers. This 

conversion process can be accomplished and concluded using various methods associated 

with consumption, such as marketing promotion. In addition, many international companies 

and marketers also have an in-depth understanding of cultural influences and cross-cultural 

concerns, which is of increasing importance in consumer purchasing decisions, especially in 

overseas markets (De Mooij, 2000). 

In the international market, understanding why consumers buy luxury goods and how they 

view them is critical for marketers and researchers. The consumption of luxury goods is a 

phenomenon that crosses national borders, and the same luxury goods and brands are usually 

consumed across cultures (Jackson, 2004; Nueno & Quelch, 1998). Consequently, it can be 

assumed that the demand for luxury goods in different cultures may be inconsistent. 

Nowadays, because luxury goods’ consumption has become more common, and more 

consumers are ready to buy these products, the market as well as the definition of luxury 

goods is changing too. Indeed, traditional consumption motivations have changed 

(Wiedmann, Hennigs, & Siebels, 2009). However, some scholars claim that when researchers 

try to understand and analyse consumer motivation, they need to consider cultural 

background (Manrai et al., 2018; Sun, Chen, D'Alessandro, & Winzar, 2011). These studies 

emphasise that culture has a crucial influence on consumption motivation. Additionally, 

culture also causes differences between global markets. Thus, even if customers purchased 
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the same luxury product, it does not mean they have the same consumption motivation if they 

come from different countries or cultural backgrounds.  

Dubois and Duquesne (1993) point out that the social values of buying luxury goods reveals 

the significant influence of culture. Wong and Ahuvia (1998) results prove the effectiveness 

of individualist-collectivist construction and its impact on luxury consumption. De Mooij and 

Beniflah (2017) demonstrate that compared with collectivist society, individual consumption 

motivation scores of an individualist consumption society are higher, while social 

consumption motivation scores are lower. Based on the results, they believe that people may 

focus on different characteristics in their personal motivation, and will vary from one cultural 

setting to another (De Mooij & Beniflah, 2017).  

In consumer studies, the results show that when individual motivation in individualist and 

collectivist culture is prominent, people will be more likely to put forward their personal 

needs. Whereas, when the social motivation is obvious, different societal motivation goals are 

triggered (Arrow, 1994; Wong & Ahuvia, 1998; Wong, Rindfleisch, & Burroughs, 2003). In 

addition, Triandis and Gelfand (1998) state that the values associated with horizontal and 

vertical and collectivist and individualist orientations have an impact on understanding cross-

cultural consumption motivations. On the other hand, the factors that make up consumption 

motivation may vary with cultural reflection. Consumer motivation reflects all aspects of 

human behaviour. As a result, De Mooij and Beniflah (2017) believe that people with 

different cultural backgrounds should be provided with different consumption motives. 

Moreover, Wong and Ahuvia (1998) propose that on the basis of studying the influence of 

cultural orientation on the consumption of luxury goods, compared with the individualists 

who are dominant amongst Western consumers, collectivist consumers who are dominant 

amongst Asian consumers will pay extra attention to public opinion. They will use more 

visible products to symbolically declare their ideal vertical position within the socioeconomic 

level when there is a conflict between expressing personal preferences, such as a person’s 

personal attitudes and beliefs, and presenting an appropriate social image. For example, by 

paying attention to the subjective norms of other important people, collectivists will pay more 

attention to social etiquette. In addition, collectivists stress the connection of products and 

groups and the impact of luxury consumption on the public standing of members within the 

group. In contrast, individualists are more likely to judge each item for consumption 
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separately and pay more attention to the hedonistic experience and the private meaning of 

their property (Aliyev & Wagner, 2018; Kapoor et al., 2003; Triandis et al., 1988). 

The previous section discussed critically the relevant literature of culture, starting with 

definitions of culture, and cultural values, Hofstede’s cultural dimensions theory, and the 

cultural orientation model of Triandis and Gelfand (1998), followed by the discussion about 

culture and consumer behaviour. Next section discusses the Materialism in detail.    

2.3 Materialism  

Materialism is defined as “the importance a consumer attaches to worldly possessions” (Belk, 

1984, p. 291). Richins (2004, p. 210) defines materialism as “the importance ascribed to the 

ownership and acquisition of material goods in achieving major life goals or desired states”. 

Chan and Prendergast (2007, p. 214) define it as “a set of attitudes which regard possessions 

as symbols of success, where possessions occupy a central part of life, and which include 

holding the belief that more possessions lead to more happiness”.  

Research on materialism may be traced back to early Greek philosophers and discussed by 

economic historians such as Veblen and Tawney (Kilbourne, Grünhagen, & Foley, 2005). 

More recently, a wide range of researchers have mentioned materialism from a range of 

disciplines, such as demography (Easterlin & Crimmins, 1991), political science (Inglehart, 

1981), and social psychology (Kasser & Ahuvia, 2002; Kasser, Ryan, Couchman, & Sheldon, 

2004). A symbol of prosperity (Borgmann, 2000; Holt, 1998), materialist construction has 

attracted a large number of consumer researchers. Some even call materialism the most 

important variable in consumer research (Belk, 1985; Cushman, 1990; Richins & Dawson, 

1992). 

Materialism has attracted the attention of the academic community because it appears to have 

a negative impact on people. Negative impacts include materialism and various mental 

illnesses (e.g. paranoia and depression) (Kasser et al., 2004), conflicts between spouses 

(Poduska, 1992), the tendency to engage in shoplifting (Larsen, Sirgy, & Wright, 1999), 

attitudes towards borrowing (e.g. unnecessary use of credit cards) and lower deposit rates 

(Watson, 2003). In addition, Kasser and Ahuvia (2002) conclude that materialistic 

adolescents are more likely to engage in bad behaviours such as alcoholism. In this regard, 

some studies focusing on materialism have found a negative correlation between materialism 
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and happiness. For example, Wright and Larsen (1993) conducted a meta-analysis of research 

to explore the relationship between materialism and life satisfaction. They found that people 

who showed material tendencies had lower life satisfaction. Other scholars have reported 

similar findings (Wright & Larsen, 1993). 

Different researchers have revealed that materialists spend more time shopping (Fitzmaurice 

& Comegys, 2006), saving less (Goldberg, Gorn, Peracchio, & Bamossy, 2003), and their 

attitude toward spending and debt is more favourable than those with low levels of 

materialism (Christopher, Marek, & Carroll, 2004; Watson, 1998). Many studies show that 

materialism leads to a reduction in well-being (Keng, Jung, Jiuan, & Wirtz, 2000; Ryan & 

Dziurawiec, 2001). Karabati and Cemalcilar (2010, p. 625) note that “materialism is also 

associated with other negative, extreme social consequences, such as weak concern to the 

environment (Kilbourne & Pickett, 2008) and even racism”.  

Easterlin and Crimmins (1991, p. 501) state that “private materialism is taken here to mean 

the pursuit of one’s own material well-being”, that is, the extent to which a person values 

material property (Larsen et al., 1999), and as “the value a consumer places on the acquisition 

and possession of material objects” (Burroughs & Rindfleisch, 2002, p. 349). However, 

Richins and Dawson (1992, p. 303) definition of materialism, constructed as a value for 

consumers, can be explained in “three sub-dimensions: the acquisition centrality, obtain 

possession of the pursuit of happiness and possession-defined success”. Consequently, 

materialists are expected to put property and acquisitions at the centre of life. For materialists, 

high levels of consumption can be used as a way of life or as a means of guiding behaviour. 

The second dimension, the pursuit of happiness, suggests that the difference between a high-

ranking materialist and a low-level materialist is the difference between the acquisition 

priorities of personal relationships, experiences, achievements. The third dimension shows 

that the material well-being of people who attach great importance to materialism as evidence 

of success and social status. 

Although research seems to support the philosophical ethics of materialism condemned as a 

personal and social risk, the debate about materialism has not yet been finalised. Some 

scholars believe that materialists seem to be less satisfied because they tend to set higher 

standards for their lives (Goldberg et al., 2003). On the other hand, others contend that those 

who live with fewer objects may give relatively more weight to the objects they own (Holt, 
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1995). One solution to this debate is to distinguish between a bad form of materialism, or an 

excessive obsession with property, and instrumental materialism, in which objects serve 

individuals and make life easier to manage or more meaningful. (Richins & Fournier, 1991). 

In qualitative research conducted in Romania, Turkey, the USA, France and Denmark, Ger 

and Belk (1999) show that when people’s consumption is thought to help achieve self-

improvement, personal control and other goals, materialism loses its negative meaning, and 

gains a sense of altruism and secular progress. These goals primarily represent growth needs 

and enhance individual well-being and mental function (Sagiv & Schwartz, 2000). 

Richins and Dawson (1992, p. 305) also refer to the distinction made by Csikszentmihalyi 

and Halton (1981) between “instrumental materialism – using objects as a means for 

achieving personal goals in life and terminal materialism – using objects by the sake of 

possession itself. However, terminal materialism has also been reported as a means to 

generate the envy of others, or obtain social status, and one may wonder whether these 

outcomes, rather than the acquisition itself, constitute the final goal of terminal materialism”. 

In addition, the distinction between instrumental and terminal materialism may depend on 

value judgements about the goals of each category. Instrumental materialist goals, such as 

self-actualisation or friendship bonds, will be considered acceptable or good, while terminal 

materialist goals accompanied by arrogance will be regarded as bad. 

Materialism is conceptualised as attitude, belief, lifestyle, state of emotion, personality traits 

and value (Ahuvia, 2008; Belk, 1985; Chang & Arkin, 2002; Richins & Dawson, 1992). In 

empirical marketing research, based on the above concepts, several tools have been 

developed to measure individual-level materialism. The two dominant perspectives on 

individual materialism are determined by scientifically considering individual differences in 

both personality-based materialism and value-based materialism (Ahuvia & Wong, 2002). It 

is important to note that the materialism scales mentioned below have contributed 

significantly to the understanding associated with materialism (Shrum et al., 2013). 

2.3.1 Personality materialism  

The personality materialism scale developed by Belk (1985) is one of the most commonly 

used instruments to measure materialism (Ahuvia & Wong, 2002). Belk (1985, p. 265) 

viewed materialism as “a function of an individual’s personality traits”, and details three 

main traits that demonstrate materialism: “possessiveness, non-generosity, and envy”. 
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Possessiveness is defined as the big concern individuals display towards their possessions. 

Non-generosity refers to an “unwillingness to give possessions or to share possessions with 

others” (Belk, 1984, p. 291). Finally, envy is an individual’s strong tendency and desire for 

others’ possessions. Ahuvia and Wong (1995, p. 172) point out that “the envious person 

resents those who own what he wants”. 

In fact, the preliminary test of this definition shows that materialism and happiness in life are 

negatively correlated. However, in this early stage, Belk (1985) expressed concern about 

causality and suggested further exploration of the role of materialism in identity formation. 

Ger and Belk (1996) later added a fourth dimension to personality traits—preservation—

which added the trend of protecting memory objects such as photos and souvenirs. 

2.3.2 Materialism as a value  

Richins and Dawson (1992, p. 308) define materialism as a “set of centrally held beliefs 

about the importance of possessions in one’s life”. Richins and Dawson (1992) material 

values scale (MVS) is the most widely used instrument to measure individual materialism 

(Shrum et al., 2013). Richins and Dawson (1992, p. 303) explain materialism “as a value and 

set three dimensions for materialism: success, acquisition centrality, and happiness”. In other 

words, materialism revolves around three themes: 1. having a clear success, or tending to 

judge a person’s success by the quantity and quality of their possessions, 2. centrality, or the 

tendency to place belongings and acquisitions in the centre of one’s life, and 3. the pursuit of 

happiness, or the belief that property is essential to a person’s satisfaction and well-being. 

The three values (success, acquisition centrality and happiness) are related to each other. In 

fact, one must believe that the material object is the main source of happiness or success in 

order to place possessions at the centre of one’s life. The success dimension refers to the 

reliance on the possession of material goods as a signal of success and a belief that material 

goods represent a goal to achieve success. Acquisition centrality is the degree to which 

people “put property and acquisition at the centre of life”, and happiness is “property and its 

acquisition of ideas that are vital to happiness and satisfaction in life” (Roberts, Manolis, & 

Tanner, 2003, p. 304).  

The extended application of Richins and Dawson’s (1992) MVS shows that the scale is better 

as a one-dimensional construct (Richins, 2004). It is also argued that the MVS is not 
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sufficient for cultural comparisons of materialism due to potential problems associated with 

reverse wording projects and non-equivalent fits between samples (Burroughs & Rindfleisch, 

2002; Griffin, Babin, & Christensen, 2004). However, marketing scholars have applied the 

MVS to predict a wide range of consumer and social issues, such as subjective well-being 

(Burroughs & Rindfleisch, 2002; Karabati & Cemalcilar, 2010; Speck & Roy, 2008), 

compulsive consumption (Rindfleisch, Burroughs, & Denton, 1997; Roberts et al., 2003; 

Roberts, Tanner Jr, & Manolis, 2005), fashion and conspicuous consumption (Eastman et al., 

1997; O'Cass, 2004; Podoshen & Andrzejewski, 2012; Podoshen et al., 2011), and 

environmental behaviour (Kilbourne & Pickett, 2008).  

2.3.3 Materialism and luxury consumption 

In today’s market, consumer materialism is spreading across the world, especially in 

developing countries where ordinary people are found to be transforming into materialistic 

consumers (Durvasula et al., 2001). Martin and Prince (2008) state that the material products 

owned by consumers can act as self-expression that expresses their individualistic attributes, 

not just as possession of the goods for their product features. Consumers seek external rather 

than internal rewards to make them feel successful and happy in life. 

However, luxury products are often considered as non-necessities, or non-essential (Piron, 

2000), and are perceived to be superfluous (Berry, 1994; Vickers & Renand, 2003). 

Therefore, because luxury is associated with display, ostentation and wastefulness, some 

academics and economists have a very negative view of luxury goods (Frank, 2000; Schor, 

1999; Twitchell, 2003), believing that luxury goods are eroding the power of society because 

endless struggles for wealth and status have caused embarrassment and contradicted 

sustainable lifestyles (Mortelmans, 2005). Schor (1999) and Frank (2000) even point out that 

people with luxury goods are not expected to be happier than those without luxury goods. 

Furthermore, these views suggest that, contrary to consumption that meets basic needs, 

luxury consumption may not promote subjective well-being. Nevertheless, many consumers 

still spend a lot of money on luxury brands, even those who cannot meet their basic needs 

(Van Kempen, 2007). 

Consequently, Flouri (2004) claims that materialism is more common in individuals with low 

socioeconomic status, because economic insecurity makes them want to enhance status and to 

become more materialistic, and they then face greater risk of unhappiness. In addition, Wang 
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and Wallendorf (2006) point out that possessions can be publicly passed to people who may 

choose products to give them some personal meaning in terms of reputation, success or an 

aspect of wealth. Further, these authors contend that highly materialistic people will choose 

certain products because other materialistic consumers value this product as an indicator of 

success and higher status, and they will be more satisfied with such products (Richins, 1994). 

Research conducted in Western countries found that consumption patterns and materialism 

vary between nations and ethnic groups (Saegert, Hoover, & Hilger, 1985), along with 

students from different disciplines (Jiang, Song, Ke, Wang, & Liu, 2016).  

In addition to the influence of luxury consumption on subjective well-being, it also proposed 

that the influence of symbolism and enjoyment are benefits of luxury brands that may vary 

from person to person. Therefore, consumers who merely value the symbolic concerns of 

luxury consumption can show satisfaction with the life of luxury consumption (i.e. cognitive 

well-being). Materialist consumers are more likely to believe that property may be more 

indicative of success and status than less materialistic consumers (Richins, 1994; Richins & 

Dawson, 1992; Wong & Ahuvia, 1998). In this context, since materialists often view 

consumption as a way of achieving happiness, they may prefer to think that price and quality 

are closely related. In this way, they may have a stronger a priori belief in the utility of luxury 

consumption, which may increase their subsequent enjoyment of luxury consumption. 

(Plassmann, O'Doherty, Shiv, & Rangel, 2008). Therefore, the hedonic benefits of 

materialism may be greater than in non-materialist consumers.  

Richins and Dawson (1992) happiness value is one of the three subscales of materialism 

measures the belief that one’s possessions will make one happy, and more will make one 

happier. The possibility is that even though materialists report lower levels of well-being than 

non-materialists, they may benefit more from materialistic purchases. In fact, Materialistic 

individuals may experience a (short-term) increase in their subjective well-being after the 

consumption of luxury items. For example, in a large-scale survey of Hudders and Pandelaere 

(2012) showed that luxury consumption increases life satisfaction, especially for materialistic 

consumers. Moreover, although there was a direct negative relation between materialism and 

both affective and cognitive well-being as discussed earlier, the indirect effect via luxury 

consumption was positive. Thus, materialists may experience more positive affect, less 

negative affect, and greater satisfaction with life when consuming luxury brands (Shrum et 

al., 2013). 
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Furthermore, hedonic benefits may also be closely associated with the ability to taste the 

experience features of luxury consumption. Experience is often seen as an aspect of a more 

general tendency to express appreciation for possessions (Lambert, Fincham, Stillman, & 

Dean, 2009). In addition, the materialists who prefer material possessions and consumption 

experience the fact that they may underestimate the aspect of material consumption 

experience. In short, this suggests that for materialists, hedonic welfare may not be as 

obvious as for non-materialists. Therefore, materialists may be more inclined to consider 

luxury consumption as beneficial and rewarding.  

The previous section was concerned about the Materialism, definition’s, and the link with 

luxury consumption. Thus, materialism plays a central role in many aspects of everyday life 

(Burroughs & Rindfleisch, 2002). However, what is meant by materialism is not always 

clear, as its conceptualization varies widely across research streams (Ahuvia & Wong, 2002). 

Examples include its conceptualization as a personal value that reflects the importance that 

people place on possessions (Richins & Dawson, 1992; Richins & Fournier, 1991), as a 

collection of personality traits that manifests itself in orientations to possessions (Belk, 1985). 

2.4 Luxury  

This section discusses the literature on luxury, including defining luxury, luxury theories, 

luxury consumption motivation, further discussion of luxury brands, brand luxury 

perceptions, and finally consumer purchase intentions. 

2.4.1 Defining luxury   

The word luxury is everywhere in today’s modern life, and it is used to explain both products 

and lifestyles. Although the term elicits an obvious understanding, there is a need to 

understand the theoretical nature of luxury. “Luxury is particularly slippery to define” states 

Cornell (2002, p. 470) and it has different forms of perception and represents diverse 

experiences to customers. The term luxury is hard to define and has no universally 

conventional definition (Ciornea, Pop, & Bacila, 2012). The word luxury derives from luxus, 

which means “soft or extravagant living over-indulgence and sumptuousness, luxuriousness, 

opulence” (Tynan et al., 2010, p. 1157). Also, luxury is “beauty; its art applied to the 

functional items like light, luxury is enlightening. Luxury items provide extra pleasure and 

flatter all senses at once” (Kapferer, 1998, p. 253).  
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Luxuries are defined as non-essential items or services that contribute to luxurious living and 

indulgence. Therefore, luxury provides pleasure and gives esteem to those who use or own it, 

and customers satisfy both their functional and psychological needs. McKinsey (1990) argues 

that luxury brands are the highest price and quality in the market. In academic literature, the 

concept of rarity and exclusiveness is well acknowledged, and is used to describe prestigious 

brands as luxury (Vigneron & Johnson, 2004) and self-indulgence (Dubois & Czellar, 2002). 

Therefore, customers gain prestige when they purchase and own luxury goods. Most of the 

body of research focuses on prestige and luxury when referring to highly priced brands—they 

are even used as synonyms terms (Bagwell & Bernheim, 1996).  

Marketers generally use the word luxury to communicate a level of goods to convince 

consumers to pay a higher price. Likewise, Tynan et al. (2010, p. 1158) define luxury as 

“high quality, expensive and non-essential products and services that appear to be rare 

exclusive, prestigious, authentic, and offer high level of symbolic and emotional, hedonic 

values through customer experience”. Furthermore, researchers have written about premium 

price as an important attribute of luxury goods (Dubois, Laurent, & Czellar, 2001). Indeed, 

researchers have adopted the terms uniqueness and superior quality to demonstrate the high 

performance of luxury goods (Dubois et al., 2001; Nueno & Quelch, 1998; Sun et al., 2011). 

In addition, new terms have emerged in the literature, such as old luxury versus new luxury. 

The former term is defined by the makers and the latter defined by the customer who 

experiences the product (Florin, Callen, Mullen, & Kropp, 2007).  For example, new luxury 

are premium goods that connects to the emotional and experiential level of the customer and 

broader than the old luxury of brands (e.g., Louis Vuitton) and diamonds (Silverstein & 

Fiske, 2003). 

Further, Berry (1994) explains in his book, The Idea of Luxury, that luxury is related to the 

nature of human needs, such as psychological needs, esteem and love. However, to better 

understand the concept of luxury, the attributes related to a consumer’s decision to purchase 

luxury products needs to be explored in more depth. Chandon, Laurent, and Valette-Florence 

(2016) suggest that there are three attributes that influence consumer understanding of luxury: 

the motivation to consume luxury, the value luxury represents and the perception of 

exclusivity. However, a customer’s motivation towards luxury can also be influenced by 

social references, and the value of luxury could be personal motives. Godart and Seong 
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(2014, p. 14) note that luxury is “the desires of powerful, high status consumers who want to 

assert their status and power”.   

Other descriptions relate to the use of luxury products. For instance, (Phau & Prendergast, 

2000b) consider four characteristics of luxury—brand identity, customer awareness, 

exclusivity and quality, whereas Kapferer and Bastien (2009) reveal three elements of luxury 

goods—usage value (products functionality), exchange value (price value), work value (e.g. 

the process to create unique products). Vigneron and Johnson (2004, p. 486) define luxury 

goods as “goods for which the simple use or display of a particular branded product brings 

esteem on the owner apart from any functional utility”. In addition, Vigneron and Johnson 

also developed a model to differentiate luxury from non-luxury brands through a survey of 

university students, and divided luxury attributes into two categories—personal perception 

and non-personal perception, known as a BLI scale. 

According to Heine and Phan (2011), luxury is defined as products that go further than 

ordinary goods and which include high aesthetics and symbolic meaning. However, the value 

of symbolic and experiential meaning is considered the most important to customers. 

(Beverland, 2004) inferred that luxury products want to have the following specific attributes 

besides the social value—culture, history, value driven emergence, marketing and product 

integrity. Also researchers define luxury in terms of the branding of goods. Chevalier and 

Gutsatz (2012, p. 3) define luxury as “carries a brand that is well known, credible and 

respected”. However, his definition is broad and can apply to luxury goods as well as non-

prestigious luxury, and it is not definite whether it can be applied to luxury products or 

services. 

Furthermore, based on the literature on luxury, and because of the diversity of luxury 

definitions and attribute, is it possible to summarise the attributes into physical and 

psychological attributes. The former attributes have excellence, quality, design and usage 

value. The latter attributes are brand identity, customer valued, limited, hedonic and 

prestigious (beyond the ordinary). However, these variables are mainly traits related to luxury 

goods, while the psychological factors rely on the person who perceives the value and in the 

customer’s mindset (Chevalier & Gutsatz, 2012; Kapferer & Bastien, 2009; Vickers & 

Renand, 2003). Therefore, the definition of luxury is subjective, and differs from one person 
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to another, and there is a demand for luxury studies to fill the gap in the literature in 

understanding customer perceptions of luxury.     

Given this broadness of definitions in the industry, it is important to capture what is 

considered as luxury and its involvement with customer perception. Therefore, Walley and Li 

(2015, p. 3) conclude that “what represents luxury to one person may not represent luxury to 

another”. Emerging studies looking at the traditional values of luxury, such as uniqueness 

differentiation and exclusivity, argue that these elements are no longer ordinary in the 

industry, because luxury has become reachable (Cristini, Kauppinen-Räisänen, Barthod-

Prothade, & Woodside, 2017).  

Table 2.4 shows different representations of luxury attributes amongst scholars. 

Table 2.4: Summary of the attributes in various definitions of luxury 

Author Attributes 

Berry (1994) Desirable, experience, indulgence  

Nueno and Quelch (1998) Premium quality, heritage, style, scarcity 

Phau and Prendergast (2000b) Brand identity, customer awareness, quality, exclusivity 

Vickers and Renand (2003) Functionalism, experientialism, symbolic interactionism 

Beverland (2004) Culture, marketing, value driven, history endorsement, product integrity  

Vigneron and Johnson (2004) Conspicuousness, uniqueness, quality, hedonism, extended self 

Fionda and Moore (2009) Culture, service, heritage, exclusivity, clear identity, premium price, 

design, marketing communication, product integrity 

Kapferer and Bastien (2009) Work value, usage value, exchange value 

Okonkwo (2009) Social class, differentiation 

Tynan et al. (2010) Exclusive, high quality, prestigious, high price, authentic, symbolic and 

emotional value, rare 

Heine and Phan (2011) Beyond the ordinary, high price, aesthetics, extraordinary, rarity, symbolic 

meaning 

De Barnier, Falcy, and Valette-

Florence (2012) 

Hedonic, high price, rare, superior quality, prestigious, creativity 

Chevalier and Gutsatz (2012) Quality, hedonism, brand image, exclusivity 

Godey et al. (2013) Prestige, exclusivity, elite perception 

Tingchi Liu, Anthony Wong, Shi, 

Chu, and L. Brock (2014) 

Unique, social, hedonic, quality value, conspicuous 

2.4.2 Theories of luxury  

The concept of luxury has been studied widely. To understand the meaning of luxury, we 

need to reveal the background of other perspective contributions (i.e. psychological, 
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economic and marketing) interconnected with luxury, and the basic theories of luxury 

consumption. Psychology is one of the main discipline areas that has contributed to an 

understanding of consumer behaviour and perception of luxury. Groth and McDaniel (1993) 

define luxury and a customer’s motive towards buying luxury as interpersonal (external) 

factors like attitude and reference group, or personal (internal) factors like emotions and 

feelings, as important (Vigneron & Johnson, 2004). In addition, luxury goods are purchased 

for social appearance, and to show status and success (Vigneron & Johnson, 1999), and 

hedonism and pleasure (Fenigstein, Scheier, & Buss, 1975; Vickers & Renand, 2003). 

The economic aspect focuses on the relationship between luxury in terms of product 

consumption and necessity. The first attempt to investigate the relationship in economic 

terms was undertaken by (Veblen, 1899) in his theory of the leisure class, introducing the 

term conspicuous consumption, which states that the wealthy segment of society 

distinguishes themselves from the less wealthy by consumption and purchases of luxury 

goods as a function of consumerism and as status symbols. Conspicuous consumption is used 

to express one’s wealth and social status, accordingly the reason for purchasing luxury goods 

is to gain or promote prestige. Veblen (1899) points out that conspicuous consumption has 

two motives. The first is money simulation, which refers to consumers’ efforts to project the 

image of their class or rank. The second is an incredible comparison, whereby consumers try 

to distinguish themselves from the lower class. Consumers expect luxury goods will 

demonstrate status and success to the reference group, and help them gain recognition and 

distinction (O'Cass & McEwen, 2004). 

Moreover, in emphasising social status as an important factor associated with conspicuous 

consumption, Vigneron and Johnson (1999) believe that consumers who are inclined to 

conspicuously consume luxury will attach great importance to high price as an indicator of 

prestige to others. Mason (1984) adds that conspicuous consumption satisfies the needs of the 

new rich, thereby raising their vertical status to the upper class. Therefore, certain luxury 

goods, such as watches, jewellery and apparel, may become a symbol of their identity. Their 

utility from luxury goods may be a display of wealth, achievement and social status. As a 

result, the new generation of rich people urgently need to verify their social status, which has 

not yet been accepted by society (Campbell, 1987). 
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Economic consumer theory shows that conspicuous consumption is undertaken by an 

individual consumer to conform or differentiate themselves from others. It can thus be stated 

in terms of conformism, bandwagon and snobbism (Corneo & Jeanne, 1997; Leibenstein, 

1950). In other words both consumption motivations can lead to the Veblen effect, which 

suggests that increased demand leads to higher prices (Bagwell & Bernheim, 1996).  

Economic theories have mainly focused on the concepts of luxury on demand-level effects. 

Alleres (1990) demonstrates a three-level hierarchy linked to a socioeconomic class of luxury 

(i.e. accessible, intermediate, inaccessible luxury) and each relate to middle class, 

professional and elite social classes, respectively. Accessible luxury purchases relate to 

product affordable by the middle class to attain higher social status. Intermediate luxury 

purchases are within reach of the professional social class. Finally, the inaccessible luxury 

trait reflects the uniqueness of goods with a higher price, so it is limited to the highest social 

class elite who ask for prestige. However, Vickers and Renand (2003) contend that 

inaccessible luxury goods characterised as higher priced and viewed as personalised goods 

are what makes them exclusive and superior. For product positioning the two important 

factors to differentiate the accessible from inaccessible products are how customers perceive 

the exclusivity of the product, and the seller desired product positioning.  

The centre of attention of economic theories is the link between exclusivity and pricing 

strategies of luxury goods through a framework named the exclusive value principle by Groth 

and McDaniel (1993) The framework explains the utility value of luxury with exclusive value 

premium as the base utility of luxury. This framework uses factors like service and quality, as 

well as external factors such as advertising to explain the utility of luxury. 

Marketing scholars have observed luxury in many dimensions, for example, considering the 

characteristics of the term luxury, Berthon et al. (2009) describe luxury as more than a set of 

attributes, and summarise it in three spheres: the objective, subjective and the collective. The 

objective includes the material, high functionality and performance, the subjective is the 

personal hedonism value, while the collective is the value signalled to others. Researchers 

have also focused largely on the distinction between luxury and non-luxury goods (Vigneron 

& Johnson, 2004). In this context, Vickers and Renand (2003) reveal a distinctive mix 

contains three dimensions: functionalism means that the product has features such as quality 

and durability that prevent faults. Experientialism features stimuli hedonism such as a 
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traditional and exclusive design. While symbolic interaction relates to self-esteem and status 

(e.g. a prestigious name). In addition, the definition of Dubois et al. (2001) demonstrate one 

of the most adapted definitions of luxury, and their study conducted across cultures in the 

USA, Europe and Asia revealed six facets as shown in Table 2.5. 

Table 2.5: Facets of luxury 

Facet Description 

Excellent quality 

 

Exceptional ingredients, components, delicacy and 

expertise, craftsmanship 

Very high prices Expensive, elite and premium pricing 

Scarcity and uniqueness Restricted distribution, limited number, tailor 

made 

Aesthetics   Art, beauty, dream 

Ancestral heritage and personal history Long history, tradition, pass on to generations 

Superfluousness Uselessness, non-functional  

Source: Dubois et al. (2001) 

2.4.3 The consumption of luxury (bandwagon, snob and Veblen effects)  

Using the concepts of Veblen, Leibenstein (1950, p. 189) proposes two additional 

consumption pattern influences on luxury consumption—the snob and bandwagon effect, 

which further emphasises the interaction between the individual and the social environment. 

When individuals use products to show off their wealth in a showy manner, the Veblen effect 

occurs. When buying goods because the standard is for scarcity, there is a snobbery effect; 

and when consumers buy goods to identify with a particular social group, there will be a 

bandwagon effect. From an economic point of view, the snob effect is active when the 

desirability of the products declines as more people consume the same product. When more 

and more people consume the product and the consumers’ utility of the product increases, the 

bandwagon effect comes into play (Leibenstein, 1950). The scarcity and exclusivity inherent 

in luxury goods will satisfy the snobbish demand for uniqueness. Hence, a snob is a member 

of a wealthy society; they focus on their social appearance and outstanding performance. 

They prefer to purchase limited and highly priced items as known as inaccessible luxury 

goods. In this way they can differentiate themselves from the democratisation of luxury 

(Alleres, 2006). Hence, snobbery consumers avoid the use of popular luxury products, and 

seek high quality and exclusive luxury along with expense, whereas bandwagon consumers 
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consider their impact on others more, and have less regard of price as an indicator of 

credibility (Vigneron & Johnson, 1999). 

Bandwagon behaviour sees consumers purchase goods because other people in their group 

have purchased it. Most bandwagons consumers are from the middle class and have the 

propensity to reach the elite class. They mostly purchase accessible luxury items (Alleres, 

2006). For example, they purchase some accessories or perfume from well-known brand 

names in attempt to reach a higher class, which leads to the concept of conspicuousness, that 

is, consuming the sort of goods others perceive as luxurious. Thus, the visibility of luxury 

seems important. (Kapferer, 1998) argues that luxury has to be seen by the consumer and 

their audience, who recognise the brand by name, logos and slogans. This recognition of 

brand reflects the concept of brand prominence introduced by (Han, Nunes, & Drèze, 2010). 

In modern society, luxury products are no longer seen as important if the perception of 

conspicuous consumption changes, since the luxury brand adapts its luxury cultural signals 

and translates them into models of desire (Commuri, 2009). In addition, luxury brands take 

advantage of non-functional demand, the analysis of the predictable cycle of luxury products 

stages start when the demand increases as a result of others consuming the products, thus 

creating a bandwagon effect and increasing profits for the organisation. The next stage, where 

demand is reduced, is due to the snob effect, because so many purchase the same product and 

it is no longer exclusive. The result leads to the Veblen effect when another product launched 

with higher prices and demand increases. However, this cycle might not be relevant for every 

luxury product because of its symbolic functions (Levy, 1959). Furthermore, some 

researchers believe that the influence of Veblen, snob and bandwagon effects are neither 

exclusive nor sufficient to understand consumer purchase behaviour of luxury goods (Tynan 

et al., 2010; Wiedmann et al., 2009), for instance, those who seldom pay attention to the 

views of others who are relatively less affected by the social environment when making 

decisions to buy luxury goods. 

2.4.4 Status consumption 

Status is the person’s position or rank in society (Eastman et al., 1997; Eastman et al., 1999; 

Packard, 1959). As Eastman et al. (1999, p. 42) wrote, “status is a form of power that consists 

of respect, consideration, and envy from others and represents the goals of a culture”. 

However, possessions are one of the main signs of success and social status, showing that 
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individuals tend to buy and display more goods and services in order to prove their status and 

achievement (Jenny, 1999; Kassim, Bogari, Salamah, & Zain, 2016). Because status is 

granted by others, this consumption must be visible in society and prerequisites must be met; 

in terms of consumption, there must be a certain degree of mutual understanding of the 

ranking of individuals about the desirability or status of products and brands such as status 

symbols (Eastman et al., 1999). 

Early scholars placed the burden of desire on the practice of social comparison (Bagwell & 

Bernheim, 1996; Veblen, 1899). For example, Galbraith (1958) believes that the material 

value of status changes continuously due to increasing production, and the status competition 

is self-defeating. In addition, one of the most outstanding writers about status seeking is 

Packard (1959) in the Status Seekers. Packard’s report focuses on social and cultural 

conversion, which has a unique USA identity behaviour pattern. Status consumption-seeking 

identity refers to the aspects of consuming goods from buying, displaying and using in order 

to gain higher status (Mason, 1984). Packard’s concepts are in the same direction as Veblen 

(1899) development. He believes that economic wealth is due to “crumbling of visible class 

lines” (Packard, 1959, p. 5). Packard further sees the wealth of the 1950s as a concern for the 

status of individuals in the social class hierarchy and sees consumers making purchases in a 

way that restores a sense of hierarchy. 

Material possession is usually a sign of social status, conveying and showing the position and 

status of individuals in society (Goldsmith & Clark, 2012; Kassim et al., 2016; Wang & 

Wallendorf, 2006). Commodities have become a sign of social recognition and differentiation 

(Dunn, 2008). Therefore, “some of the meaning of products can be found in the status value 

they have as a result of other people’s estimation of the extent to which they express the 

status of their owners” (Eastman et al., 1999, p. 2). Indeed, when establishing personal 

identity and providing buyers with a sense of accomplishment and uniqueness, brands are 

gradually seen as an important tool. Thus, the designs of successful luxury brands have 

premium recognition and economic success in the luxury industry, which is supported by 

consumers for their value. The company’s economic advantages are reflected in the strength 

of its brand name, which can achieve differentiation and competitiveness, and emphasise its 

importance and the worth of understanding of how brands gains status and reputation (Aaker, 

1991). Many academics have researched consumers and their need for status consumption 

(Eastman et al., 1999; O'Cass & Siahtiri, 2013; O’Cass & Frost, 2002; Truong, Simmons, 
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McColl, & Kitchen, 2008). Researchers encourage marketing experts to better understand the 

association between status brands and customers, and how consumers use luxury in their lives 

and the status gained by showing their own brands (Goldsmith & Clark, 2012; Han et al., 

2010). 

Furthermore, Scitovsky (1992) discusses another explanation about how consumers use 

products to improve social status. He points out that belonging to a group of people is an 

important part of psychological satisfaction. People imitate team members and try to be 

accepted as group members. Scitovsky (1992) also claims that the will for status includes 

guarantees of group membership. People also seek distinction and identification in groups, 

and strive to realise this (Tian, Bearden, & Hunter, 2001). Regarding differentiation, many 

brands have particular images and links around symbols or brand names. These may be 

diverse in different communities and subcultures (Schwartz & Bardi, 2001). Status 

commodities provide incentives for consumers, such as hedonistic interests that enhance the 

ranking of others’ perception of status and producers (such as market share and profit 

growth). In view of the significant price premium and economic value of status products, the 

importance of status cannot be ignored. Therefore, it is very important for marketers to 

appreciate and understand how consumers build status-centric brand image and perceptions 

(Truong et al., 2008). This practical understanding will enable luxury brand manufacturers to 

increase market share, increase revenue-generating capabilities, recover brand investment 

returns and achieve high profits. 

The next section centres on the brand concept and brand luxury, followed by discussion of 

brand luxury perception. 

2.4.5 Defining the brand 

Conceptualisation of the brand has occurred since 1960, reflecting the growing role of brands 

in the previous 20 years (El-Amir & Burt, 2010; Kapferer, 1997). Brand definitions fall into 

five themes identified for brand conceptualisation (i.e. brand as identifier, added value to a 

product in the means of differentiation, a financial asset, mental association and brand as the 

corporation), discussed below (Aaker, 1991, 2009). Further, marketing scholars propose 

some definitions of the brand as listed in Table 2.6. 
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Table 2.6: Definitions of brands in chronological order 

Author  Definition 

American Marketing 

Association (1960, p. 404) 

“A name, a term, symbol or design or a combination of them that is 

intended to identify goods or services of one seller or group of sellers and 

to differentiate from competition.” 

Farquhar (1989, p. 25) “A name, a symbol, design or mark that enhances the value of a particular 

product beyond its functional purpose.” 

Hankinson and Cowking 

(1993, p. 1) 

“A product or service made distinctive by its positioning relative to the 

competition and by Its personality.” 

Keller (1993) 

 

“A set of mental associations held by the consumer which adds to the 

perceived value of a product or service.” 

De Chernatony and 

McDonald (1998, p. 20) 

“An identifiable product, service, person or place, augmented in such a 

way that the buyer or user perceives relevant, unique, sustainable added 

values which meet their needs most closely.” 

Doyle (2001, p. 20) 

 

“Brands add value by differentiating the firm’s product and providing 

consumers with confidence in the rational or emotional benefits it offers.” 

Seetharaman, Azlan Bin 

Mohd Nadzir, and Gunalan 

(2001, p. 243) 

“An asset that does not have physical existence and the value of which 

cannot be determined exactly unless it becomes the subject of a specific 

business transaction of sale and acquisition.” 

Srivastava, Shervani, and 

Fahey (1998) 

“Intangible assets that can build shareholder value.” 

De Chernatony (2002, p. 

116) 

“A dynamic interface between an organization’s actions and customer’s 

interpretations…a cluster of functional and emotional values which 

promise a particular experience.” 

Salzer-Mörling and 

Strannegård (2004, p. 228) 

“Stories about the corporate self; they carry a message of the inner, core 

values of the organization or the product.” 

Jevons (2007) 

 

“A tangible or intangible concept that uniquely identifies an offering, 

providing symbolic communication of functionality and differentiation, 

and in so doing sustainably influences the value offered.” 

Cayla and Arnould (2008) “Brands conceived as cultural forms that carry meanings and act as 

devices structuring thought and experience.” 

Conejo and Wooliscroft 

(2015) 

“complex multidimensional constructs with varying degrees of meaning, 

independence, co-creation and scope. Brands are semiotic marketing 

systems that generate value for direct and indirect participants, society, 

and the broader environment, through the exchange of co-created 

meaning” 

Brand as identifier: Create visual identity is the first priority for branding, as indicated by the 

American Marketing Association (1960) definition, as the role of the name and symbol 

differentiate it from other brands and most of the brands competing on the attributes and 

designs that have distinctive names. However, when competitions arise between brands that 
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are not well-known in the mind of customers, the price is the main factor for competition, the 

lowest price is the success factor (De Chernatony, 2010).  

Brand as differentiator by adding value: Many brand definitions make attribution to added 

value and make no reference to the meaning of the brand identifier. However, differentiation 

achieved by adding value was first noted by Farquhar (1989) definition. While most of the 

definitions contain the word value and the brand creates the core value, it also depends on the 

insights and needs of customers (Doyle, 2001; Keller, 1998). Also there is empirical evidence 

from the literature to support the concepts of brand symbolic and functionality components 

(Keller, 1993; Vigneron & Johnson, 2004). The functional dimension describes the utility and 

quality perceived by customers in relation to reliability. The symbolic dimension refers to the 

brand’s ability to stimulate feelings of self-image congruence and display that desired image 

to others. Furthermore, the product represents “a complex cluster of value satisfaction” Levitt 

(1986, p. 84). This means the customers attach value to the products that are intended to meet 

their needs and desires. 

Brand as a mental association: The mental association is described by many authors as a 

customer expression of emotional benefits (Doyle (2001) and personality by Hankinson and 

Cowking (1993), while De Chernatony (2010) implies emotional value. For example, in the 

brands of luxury fashions or accessories the customers perceive the value since the brand 

enables them to communicate the social and emotional values, and the expression of positive 

things to others (Kapferer & Bastien, 2009). Also, brand image can be mapped using an 

associative network memory model, as considered in Keller (1993) definition of brand image 

as perceptions about a brand as reflected by the brand associations held in consumer memory. 

Brand as financial asset: Egan (1998) argues that the highly leveraged take overs in the 

1980s happened when the gap between the book values of companies’ assets and the prices 

paid for those with strong brand names predicted the value of the brand as diverse from its 

products (Doyle, 2001). The other indication implied in the definition is brand equity 

(Seetharaman et al., 2001). 

Brand as the corporation: By the 1990s the majority of companies were focused on product, 

classic perception concepts and applications of branding, but the traditional model was still 

too restrictive, with a single-minded perspective towards customers (De Chernatony, 2010; 
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Kapferer, 2001). However, new definitions sought to co-opt internal organisational structure 

and culture to illustrate the value of corporate brands, and enable companies to express their 

unique signature and heritage (Aaker, 2009). 

2.4.6 Luxury brands 

The academic literature on brands is broad, and the definition of luxury brand is still hard to 

pin down. Multifaceted definitions have been conceptualised for understanding its 

manoeuvring (Gabbott & Jevons, 2009). Therefore, Jevons (2007, p. 6) traced the expansion 

of brand definitions and identifies six key components in his integrated definition, “a brand is 

tangible or intangible concept that uniquely identifies an offering, providing symbolic 

communication of functionality and differentiation and in doing so sustainably influences the 

value offered”. However, Buchanan-Oliver, Brodie, and Huang (2008) narrow the 

classification to three dimensions (i.e. symbolic, functional and psychological). Furthermore, 

the luxury literature lacks definitions due to the variability in approach, as well as different 

terms and definitions (Berthon et al., 2009; Christodoulides, Michaelidou, & Li, 2009). 

There is no universally accepted definition of luxury brand, for instance, delineating between 

luxury and luxury brand, although scholars from different disciplines have tried. Furthermore, 

there are codes of luxury, which are consistent across disciplines (Mortelmans, 2005). The 

perception of what luxury means has fluctuated over time (Cristini et al., 2017). Others state 

that previous research is characterised by a “lack of clarity regarding a definition, 

operationalization and measurement of brand luxury” Miller and Mills (2012, p. 1471). 

Godey et al. (2013) argue that the luxury brand definition is subjective, even though the 

luxury is not inherently in a subjective form. Thus, there is still an opportunity to study and 

define the term brand luxury, and to determine to what degree a specific brand is a luxury 

brand. Table 2.7 examines some different definitions of luxury brands.  
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Table 2.7: Definitions of luxury brands 

Author Definition 

Roux and Floch (1996, p. 

17) 

“The indissoluble interplay of an ethics – which involved the rejection of 

the total economical approach – and of aesthetics – that is a synesthesia or 

consistency within all senses in order to communicate and share an 

emotion with the customer.” 

Kapferer (1997, p. 252) “Those brands that have constantly been able to justify a significantly 

higher price than the price of product with comparable tangible functions.” 

Phau and Prendergast 

(2000a, p. 123) 

“Luxury brands compete on the ability to evoke exclusivity, a well-known 

brand identity, … brand awareness and perceived quality.” 

Danziger (2004, p. 17) “That which nobody needs but desires.” 

“It’s more than an extra; luxury is more ‘more’.” 

Ko, Costello, and Taylor 

(2019, p. 406) 

“A luxury brand is a branded product or service that consumers perceive 

to: 1) be high quality; 2) offer authentic value via desired benefits, 

whether functional or emotional; 3) have a prestigious image within the 

market built on qualities such as artisanship, craftsmanship, or service 

quality; 4) be worthy of commanding a premium price; and 5) be capable 

of inspiring a deep connection, or resonance, with the consumer.”  

Brand luxury management is essential in the academic and business arena because first, the 

brand is vital, and second, to understand the motive for consumers establishing themselves 

with a luxury business (Okonkwo, 2009). A significant amount of previous research has 

attempted to discover and explain the concept of luxury brand (Atwal & Williams, 2009; 

Berthon et al., 2009; Tynan et al., 2010). Several researchers have studied consumer 

motivations for purchasing luxury goods (Park, Burns, & Rabolt, 2007) or fashion goods 

(Giovannini, Xu, & Thomas, 2015). Other researchers have a tendency to turn the spotlight 

on luxury brand development (Christodoulides et al., 2009; Moore & Birtwistle, 2004; 

Vigneron & Johnson, 2004), and brand extensions (Chen & Liu, 2004; Glynn & Brodie, 

1998; Hagtvedt & Patrick, 2009). 

The marketing brand luxury literature has different approaches for a range of luxury 

dimensions. For instance, Atwal and Williams (2009) state that luxuries are experiential, and 

far from traditional, including a dimension as aesthetic, or entertainment. Godey, Lagier, and 

Pederzoli (2009) claim that luxury is highly biased and identical to selectivity. Fionda and 

Moore (2009, p. 359) demonstrate nine components of brand luxury, “brand identity, 

marketing communications, product integrity, design signature, exclusivity, heritage, 

premium price, distribution globally, culture”. Keller (2009) reveals 10 characteristics of 

brand luxury (image, intangible brand associations, quality, tangible features and logos, 

personality, distribution, premium pricing, management, trademark, and broad definition). 
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Okonkwo (2009) states that luxury brands are high quality with a premium price, visibility, 

creative, uniqueness and a distinct identity. 

In addition, Vigneron and Johnson (1999, 2004) imply that luxury brands are prestigious, and 

there is a degree of luxury between brands classified by five perceived values to measure 

luxury in the brand and the impact of environment and self on luxury utilisation and the 

decision-making process. The dimensions are perceived conspicuousness, perceived quality, 

perceived hedonism, perceived uniqueness, and perceived extended self. They posit three 

stages of a prestigious brand: upmarket, premium and luxury.  

Furthermore, many scholars have studies the attributes of organisational culture on fashion 

luxury and the dimensions of luxury values and social environments (Fionda & Moore, 2009; 

Gutsatz, 2001; Moore & Birtwistle, 2004; Wetlaufer, 2001). Luxury for one’s self, luxury for 

others and uniqueness provide the edge (Kapferer & Bastien, 2009, 2012). Finally, 

researchers consider the attributes of heritage, traditional luxury, relationship to place, 

authenticity, personal history, creativity and brand name (Alleres, 2006; Beverland, 2005; 

Dubois et al., 2001; Dubois & Paternault, 1995; Dumoulin, 2007; Truong et al., 2008). 

However, the literature on luxury brands varies in terms of defining the dimensions, and 

many of these studies contain no empirical evidence to support their arguments. This suggests 

that the concept of luxury brand is still confusing and needs further examination.   

Luxury brand definitions in the literature are mainly based on consumer perception, 

managerial implications and product attributes (Ko et al., 2017). However, it is clear that the 

luxury brand definitions are subjective and multidimensional (Sung, Choi, Ahn, & Song, 

2015; Wiedmann et al., 2009), and rely on customer needs and experience. Therefore, the 

brand challenge is to reduce any gap between customer needs and desire, and the value 

perceived through experiences (Hennigs et al., 2015). Further, the possibility of identifying a 

set of elements from combining various scholars’ definitions to embody luxury product 

features will help to develop an understanding of the luxury brand market (Brun & Castelli, 

2013). 

2.4.7 Classification of luxury brands  

Since the notion of luxury is not easy to define (Berthon et al., 2009), it is unsurprising that 

there are few agreed factors for forming a luxury brand. The industry luxury level also has 
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differences in luxury definitions, and researchers must understand those differences in order 

to develop brand strategies for luxury products. Kapferer and Bastien (2009) argue that 

companies in the luxury industry can be categorised into four groups: luxury products, 

perfumes, luxury services and luxury high-tech. For example, luxury product brands are 

Bvlgari and Burberry. For perfume, examples are Chanel or Hugo Boss. Some perfume 

brands are not supposed to be considered as luxury, for example Diesel, but the price of a 

bottle is similar to Chanel. An example for services is a luxurious hotel like Burj al Arab in 

Dubai, and finally for high-tech luxury we can consider Tesla electric cars. 

Likewise, Nueno and Quelch (1998) used a similar approach and categorise luxury products 

in three types based on brand awareness: limited awareness brands, characterised by 

exclusive customer niche and specific products lines, for example Chopard; well-known 

brands, categorised as unreachable to broad segment markets because of their high price tag 

(e.g. Bentley cars); and well-known brands that have more accessibility and availability in the 

market with high quality (e.g. Hugo Boss perfumes). However, there are another two 

classifications not considered by Nueno and Quelch (1998): affordable indulgences and non-

luxury premium, which means that most of the brands could not be considered luxury brands 

(such as Apple). However, various attempts to classify luxury goods into a hierarchy suggest 

the creation of the different terms presented in Table 2.8.  
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Table 2.8: Classifying luxury brands 

Authors Classification 

Nueno and Quelch (1998) 

 

Traditional luxury brands with distinctive characteristics (e.g. a recognisable 

style or design, a heritage of craftsmanship, a global reputation and an element of 

uniqueness to each product). 

Limited awareness brands (from family businesses, they are usually boutique 

stores targeted at a narrow product line to an exclusive niche market). 

Well-known brands which are either inaccessible to a large market because of 

premium price, or are in categories which make affordable accessory items 

accessible to a broader market. 

Alleres (2006) Accessible luxury, middle luxury and inaccessible luxury (excellent quality, 

scarcity and uniqueness, very high price, limited distribution with premium 

prices). 

Vigneron and Johnson (2004) Three levels of prestige brands, proposed as up market brands to premium brands 

to luxury brands. 

Danziger (2004) Old luxury, iconic heritage luxury brands and new luxury, not just more 

affordable luxury brands, but connects with a new consumer. 

Silverstein and Fiske (2003) 

 

Distinguished super premium or old luxury products from new luxury goods 

further categorised into three major types: 

Accessible super premium, products are priced at or near the top of their category 

at a considerable premium and low labels. 

Old luxury-brand extensions, are lower-priced versions of traditional brands, and 

designed for rich customers. 

Mass prestige (masstige), are premium pricing but well below super premium or 

old luxury. 

Okonkwo (2009) Two groups of luxury brands: 

Luxury and prestige brands represent the highest level of quality and 

differentiation. 

Premium brands, group of luxury brands mentioned (i.e. mass luxury brands, 

designer brands, and high-end brands) aspire and target a luxury mass market and 

categorised as high, medium, and low premium brands. 

Kapferer (2008) Pyramid model for traditional European luxury brands: 

Griffe place at the top of the pyramid. Luxury brands located in the middle. 

Upper-range brands at the base. 

De Barnier et al. (2012) Three domains of luxury: inaccessible, intermediate, and accessible. 

Some researchers classify products on the meaning of functionality (Bruce, Moore, & 

Birtwistle, 2004) and categories include fashion (i.e. accessories, couture, clothes), watches 

and jewellery, perfumes and cosmetics, wine and spirits, luxury automobiles, tourism and 

hotels, furniture, private banking and airlines. Furthermore, Vigneron and Johnson (2004, p. 

488) say that “not all luxury brands are equally luxurious”, whereby there is a difference 

between upper and lower, and among product lines for the same luxury brand (Chevalier & 

Mazzalovo, 2008). For example, the difference between Rolex and Versace watches is that 

both brands are considered luxury, but the Rolex will last for a lifetime with heritage, history 

and specialty of the watch, while Versace is more related to fashion. Another classification by 
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Chevalier (2012) divided luxury into four main categories, described in Table 2.9 below. In 

summary, as discussed, there are many approaches to the classification of luxury products, 

some of them overlap and some differ, and it has implications for business models and 

management approaches in their categorisation of brand lines (Kapferer & Bastien, 2009). 

Table 2.9: Luxury categories by Chevalier and Gutsatz (2012) 

Category  Attributes 

Authentic  Timelessness, aesthetics, craftsmanship, high price 

Intermediary Communication, creativity, upper middle price, produced in quantities 

Eccentric Distinct from standard, individualised, customised promotions 

Sensible Creativity, reasonable price, brand identity 

2.4.8 Luxury brand dimensions  

From the existing literature on luxury brands different scholars have adapted diverse 

approaches to reveal their dimensions, as described in Table 2.10 below. However, there is a 

lack of consistency regarding the definitions and the dimensions of luxury brands, and a 

number of different typology and models are included in the literature (Dubois et al., 2001; 

Vigneron & Johnson, 1999). All contribute towards decreasing the gap in understanding the 

relationship between luxury brands and customers. 
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Table 2.10: Luxury brand dimensions in chronological order 

Author Luxury brand 

Smith (1822) Commodities that have inadequacy of supply and not simple to manufacture, 

and high costs. 

Grossman and Shapiro 

(1988) 

Luxury commodities bring owner prestige regardless any functionality 

benefits, and used to display specific brand.  

McKinsey (1990) Refer to the uppermost standard ratios and cost in the market. 

Dubois and Duquesne 

(1993) 

Luxury plays a role in impressing others and as a factor of wealth. 

Berry (1994) Elements of longing that give joy, while necessities refer to the utility 

elements which alleviate the state of stress. 

Kapferer (1998) Attributes of quality, sensuality, beauty, history and uniqueness. 

Nueno and Quelch (1998) Functionality ratio to cost is low, while the ratio of intangible utility to price is 

high. 

Phau and Prendergast 

(2000b) 

Evokes brand identity, exclusivity, and perceived brand quality. 

Nia and Lynne 

Zaichkowsky (2000) 

Approach consumer to gratify emotional and utilitarian necessities. 

Dubois et al. (2001) Luxury has six elements: high price, outstanding quality, scarcity, aesthetics, 

traditional heritage, and superfluousness. 

Gutsatz (2001) Two stages involved in luxury: first, material; second, psychosomatic. 

Alleres (2006) Luxury has six components (brand inventor, location, the formation, 

recognition symbol, history, brand name).  

Vickers and Renand 

(2003) 

Brands designed to solve extrinsic needs related to the physical products, 

consume products for pleasure which means experientialism, and score high 

interactionism with the social environment. 

Jackson (2004) Luxury brand is exclusive, premium priced, and attributes to status, rank and 

image. 

Wetlaufer (2001) Corporate identity, distinctiveness, culture, innovative quality are crucial to 

brand development. 

Vigneron and Johnson 

(2004) 

Brand form of prestige, and has three levels: up market, premium and luxury. 

Can assessed by exclusive, uniqueness and comprehensive self. 

Moore and Birtwistle 

(2004) 

Iconic products with reliability and integrity, while the producer maintains 

policy over the product, approval, allocation and premium price. 

Silverstein and Fiske 

(2003) 

Luxury refers more to high quality and standards, aspirations and desire than 

others with the group but not so costly as to be out of reach. 

Beverland (2005) Attributes to genuineness like heritage and tradition, stylish stability, quality 

dedications, attachment to place, methods of production and downplaying 

trade concerns towards transferred to luxury brands.  

Bruce and Kratz (2007) Desired products, display craftsmanship, timeless and exclusive. 

Dumoulin (2007) Luxury is about reflections of personal creativity, self-expression, intelligence, 

variability and above all meaning. 

Okonkwo (2009) Worldwide reputation and highly visible, with outstanding identity, creative, 

deliver high quality and unique features, and advanced controlled distribution. 
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Author Luxury brand 

Atwal and Williams 

(2009) 

Luxury became an experiential market which includes education, amusement, 

entertainment, and aesthetics, escapist. They vary depending on the 

customer’s involvement with the brand. 

Berthon et al. (2009) Luxury is about possession and ownership that contributes to the individual’s 

status, and might please conspicuously or inconspicuously, with some rarity. 

Comprises functional, experiential, and symbolic aspects. 

Juggessur and Cohen 

(2009) 

Luxury refers to high fashion with prestige, enfolds intangible worth and 

enduring positive brand image with upfront quality.  

Fionda and Moore (2009) Luxury has nine dimensions: brand identity, communication, product 

integrity, signature, price, exclusivity, heritage, global distribution, culture. 

Keller (2009) Luxury brand dimensions are: high quality, intangible brand association, logos 

and symbols, premium image, linked to personalities, controlled distribution, 

premium pricing, brand management, brand definition and trademarks.  

Tynan et al. (2010) Luxury is not considered as ordinary, and the customer decides between the 

ordinary and luxury. 

Miller and Mills (2012) Luxury covers two levels. First: material, includes history, identity, talent, and 

uniqueness, second: psychological, which covers social environment and 

values.  

Shukla and Purani (2012)  Luxury brands satisfy material and social, and psychological needs more than 

regular goods 

De Barnier et al. (2012) The perception for pleasure and emotions are the essential factors for 

consuming luxury. 

Chandon et al. (2016) Modern luxury embraces the customer’s dreams and self-expression. 

Seo and Buchanan-Oliver 

(2019) 

 Luxury brand consumers integrate various materials, meanings and 

competencies within their consumption practice performances. 

Source: Developed from literature 

Hence, the term luxury brand has specific emotional dimensions, which have particular 

importance to this current study, and therefore must be described briefly. The term is often 

linked to the customer-perceived value of the brands, with more dedicated luxury branding 

literature considered, and many of the theoretical frameworks on luxury brands have been 

developed since 1980s, which are also included in this research. 

2.5 Brand luxury perception 

Luxury goods have traditionally been consumed by wealthy societies, while modern luxury 

markets have now extended to include new consumer segments and groups with middle-class 

incomes (Truong et al., 2008). However, many consumers purchase luxury goods to align 

with high-society culture, while some purchase luxury goods for prestige and lifestyle 

(Vigneron & Johnson, 1999). Moreover, high demand from the emerging markets of China 

and the Middle East have provided significant growth of the overall luxury brand markets.  
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The change in consumer behaviours in Western societies has been directed to the appearance 

of a new level of the perception of luxury (Atwal & Williams, 2009). Consumers in Western 

societies in the 1980s and 1990s were primarily motivated to consume luxury goods to fulfil 

their need for status and appearance (Atwal & Williams, 2009). The consumption of luxury 

brands may be essential to individuals in search of position and social representation. 

Likewise, luxury goods are obtained for their symbolic meanings (Dubois & Czellar, 2002). 

The consumption of luxury products can be perceived within a range of involvement from a 

transactional relationship to a holistic experience. Moreover, consuming luxury goods for 

social status is an essential factor in conspicuous consumption (Atwal & Williams, 2009). 

The term luxury refers to the indulging of the senses (Christodoulides et al., 2009; Miller & 

Mills, 2012). Kapferer (1998), in his explanation of luxury, emphasises intangible and 

emotional aspects. Similarly, Nueno and Quelch (1998, p. 61) refer to luxury as an object 

“whose ratio of functionality to price is low, while the ratio of intangible and situational 

utility to price is high”. In addition, the desire for luxury is subjective in that the meaning of 

luxury may be associated with positive perceptions, such as high quality, or its opposite, such 

as bad taste or design (Dubois & Laurent, 1994).  

Furthermore, luxury provides the consumer with esteem and prestige, and satisfies both 

functional and psychological needs (Dubois & Laurent, 1994; Han et al., 2010; Wiedmann et 

al., 2009). Thus, brands satisfy symbolic and hedonic desires for consumers (Kapferer & 

Bastien, 2009). Symbolic value can satisfy personal needs for social identity, while hedonic 

desires are related to the affective states of feeling and emotions that are gained from using 

luxury goods through the experiential aspects of consumption (Kapferer, 1998). Therefore, 

luxury brands provide prestigious experiences (Dubois, Czellar, & Laurent, 2005; Kapferer & 

Bastien, 2009). 

However, the definition of perception is the way an individual selects, arranges, and 

interprets stimuli that is processed in the mind of the consumer to create their own view of 

the world (Solomon, Basmossy, Askegaard, & Hoog, 2006). Thus, because people are 

exposed daily to thousands of stimuli from different sources, like smells, sights and sounds, it 

is not possible for them to process everything. Furthermore, all messages that consumers 

perceive from business communications and products linked together form their overall 

perception of the product or service (Vigneron & Johnson, 2004).  
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There are various studies on the subject of consumer perception towards luxury (Berthon et 

al., 2009; De Barnier et al., 2012; Dubois et al., 2001; Vigneron & Johnson, 2004). (Dubois et 

al., 2001) in their study of the consumer perception of luxury consumption in 20 countries 

reveal six features of luxury: excellent quality, very high price, a personal story from the past, 

rarity, aesthetics and superfluousness. However, (Vickers & Renand, 2003) argue that 

consumers have both positive and negative attitudes towards luxury, and the features of 

functionality, experimentalism and symbolism help differentiate luxury from non-luxury 

goods. De Barnier et al. (2012) researched the consumer perception of luxury in Europe, 

revealing that the perception of luxury includes four dimensions (i.e. high quality, high 

priced, aesthetics and image of the brand). However, the difference in perception in France, 

the UK and Russia is based on differences in culture, as well as social and economic 

conditions (De Barnier et al., 2012). 

The majority of research on consumer perception has focused on product attributes and 

utilitarian experience, which includes the functionality and excellence of luxury goods, rather 

than the experience provided by the brand (Jung Choo, Moon, Kim, & Yoon, 2012). 

However, various brand-related attributes stimulate perception in the consumer mind, such as 

brand-identifying shapes and colours (Veryzer Jr & Hutchinson, 1998), and slogan and brand 

characters (Keller, 1987). Therefore, these stimuli appear as part of the brand’s name and 

logo, packaging and the environment (e.g. store design and image). These all stimulate 

consumer perception and constitute the main source of a subjective, internal response, 

referred to as brand experience (Brakus, Schmitt, & Zarantonello, 2009). 

The marketing literature considers the brand experience as a relevant influence on consumer 

perception and behaviour (Brakus et al., 2009). However, many researchers on the concept of 

experience marketing have shown that the brand experience is very subjective and varies in 

intensity (Brakus et al., 2009; Pine & Gilmore, 1999; Schmitt, 1999). The brand experience 

construct can be divided into four dimension: affective, cognitive, behavioural and sensory 

(Brakus et al., 2009). Affective refers to emotional responses, such as fun and pleasure, which 

are generated through marketing brand communications. Behavioural experience refers to 

bodily experiences or physical actions. The cognitive dimension refers to the creative part of 

consumption and is related to mental processes and thinking. Sensory experiences encompass 

the five senses that also cause pleasure and enthusiasm (Schmitt, 1999). Further, Brakus et al. 
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(2009) reveal that brand experience seems to be a strong predictor of genuine buying 

behaviour.  

Furthermore, it is contended that brand experience results from differentiations in brand 

offerings and the effort to build strong consumer relationships and loyalty (Nysveen, 

Pedersen, & Skard, 2013). Likewise, it is concluded that experiences are assumed to be stored 

in a consumer’s mind for a long time and can endorse strong emotional responses that can 

lead to a positive brand perception in terms of brand image and satisfaction (Aaker, 2009). In 

addition, the experience may impact on future consumer responses and intentions to buy the 

brand products and become loyal to the brand, with willingness to recommend it to another 

person (Guzman & Iglesias, 2012; Ha & Perks, 2005).  

Marketing scholars have consistently highlighted the essential attributes of brand 

perception—brand image and awareness (Simms & Trott, 2006). A brand perception 

construct measures  the ability of consumers to identify the brand under any particular 

condition, as reflected by their brand experience and recognition (Wonglorsaichon & 

Sathainrapabayut, 2008). Aaker (2009) identifies in his book, Managing Brand Equity, three 

perceptual-cognitive variables—brand association, awareness and perceived quality—with 

higher reputations being achieved through increased consumer perception of brand attributes. 

Therefore, brand perception can be understood as a consumer’s general perception of their 

emotions and feeling towards a brand, considered to be the main driver for consumer brand 

equity and likely having an effect on consumer behaviour (Belén del Río, Vazquez, & 

Iglesias, 2001). 

In addition, Berthon et al. (2009, p. 47) state that the perception of luxury brands have “three 

worlds of consumer experience: symbolic, experiential, and functional dimensions”. In the 

symbolic world the key is quality, which is an important indicator because it signals how the 

product performs to satisfy the consumer in fulfilling its functional value (Sweeney & Soutar, 

2001; Vigneron & Johnson, 1999). The experiential world includes feelings and thoughts 

towards luxury brands that are regularly perceived individually and relate to hedonic 

motivations. Experiential value has been explored by (Berthon et al., 2009; Vickers & 

Renand, 2003; Vigneron & Johnson, 2004). All refer to the influence of self and consumer 

perception on luxury brand consumption. The functional dimension refers to the symbolic 

value indicating conspicuousness and wealth, whereby most consumers consume luxury for 
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signalling status to others and communicating their own wealth and value to the world 

(Berthon et al., 2009; Lane, 2003). As most of their status is derived from the consumption of 

luxury brands, it embodies personal perception (Berthon et al., 2009; Brakus et al., 2009; 

Vickers & Renand, 2003; Vigneron & Johnson, 2004). Consequently, brand luxury 

perception encompasses the perceived worth of the assortment dimensions of a luxury brand.  

To evaluate brand luxury perception, Vigneron and Johnson (1999) proposed a framework 

called prestige seeking consumer behaviour, and comprising of five prestige consumption 

values of luxury—conspicuousness, uniqueness, quality, social value and emotional value—

with social value and emotional value considered as personally oriented perceptions. 

However, in an interrelated research paper, Vigneron and Johnson (2004) developed a 

framework based on the prestige-seeking model concerning measuring perception of luxury 

prestige brands. Named the Brand Luxury Index (BLI) scale, it includes five values, “non-

personal oriented perception (quality, uniqueness, and conspicuousness) and personal 

perception (hedonic, and extended self)” as indicators of brand luxury perception (Vigneron 

& Johnson, 2004, p. 11).  

The BLI scale was empirically tested on a student sample from Australia and all the 

dimensions correlated with individual perceptions of brand luxury. Christodoulides et al. 

(2009) tested the model on Asian customers, and investigated the psychometric properties of 

the BLI. Their confirmatory factor analysis (CFA) findings shows that quality value, 

uniqueness, and extended self were confirmed, while the hedonism and conspicuousness 

values passed the threshold. It revealed that the BLI scale is globally reliable, but needs to be 

adapted to measure conspicuousness and hedonism perception more effectively. All these 

factors were validated as contributions to luxury brand perception. Therefore, for use in this 

research the following is an explanation of each dimension of the BLI scale.  

Perceived conspicuousness: Luxury goods consumption focuses on social status and 

reference groups, and conspicuous refers to consumption of luxury goods that emphasise the 

price and the means of prestige and status (Bearden & Etzel, 1982). Researchers have focused 

on social status displaying consumer’s desires and pursuit of status (Leibenstein, 1950; 

Veblen, 1899; Vigneron & Johnson, 1999). Conspicuous value refers to individual purchases 

intended to signal wealth and status and associated with the goal of communicating this 

information to others from relevant reference groups through consumption of brand luxury. 
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Further, conspicuous consumption according to Veblen (1899) is a core motive of luxury 

goods consumption as a means of wealth signalling and prestige.  

Likewise, price and expensiveness also differentiate conspicuous value, and premium product 

prices are associated with high levels of prestige or quality (Vigneron & Johnson, 2004). In 

addition, the concept of reference group influence on consumer behaviour is a way to drive 

individuals to be allied or dissociated with particular social groups (Bearden & Etzel, 1982; 

Wei & Yu, 2012). Membership within a reference group communicates one’s self perception 

and motivations, and shows they embody the same values and beliefs of other members who 

consume the same brands. Therefore, conspicuous value fulfils one motivation for the 

consumer through the consumption of luxury brands (Bearden & Etzel, 1982; Berthon et al., 

2009). 

Perceived uniqueness: Uniqueness refers to the assumption that consumers perceive the 

brand to be rare and have limited availability, increasing preference and desire for the brand 

(Vigneron & Johnson, 1999). (Tian et al., 2001, p. 50) define the need for uniqueness as “an 

individual’s pursuit of differentness relative to others achieved through the acquisition, 

utilisation and disposition of consumer goods for the purpose of developing and enhancing 

one’s personal and social identity”. Also Lynn (1991) states that the scarcity positively 

affects the value of the brand, and contributes to the perceived uniqueness as being rare, so 

the fewer people who are able to acquire the brand the more it is desired for its uniqueness. 

Previous researchers have also observed that uniqueness is a core attribute of prestige brand 

motivation for luxury consumption (Leibenstein, 1950). Therefore, uniqueness value is a 

dimension of brand luxury perception, which can influence consumer choice and induce them 

to pay a premium price (Li, Li, & Kambele, 2012; Phau & Prendergast, 2000b). 

Perceived quality: Luxury brands are perceived as superior goods with a high standard of 

quality differentiated from non-luxury goods (e.g. Patek Philippe watches). Prestigious 

brands are expected to be superior in quality compared to non-prestige brands, relying on 

specific attributes of expertise, features, workmanship and value (Vigneron & Johnson, 

1999). Zeithaml (1988) points out that perceived quality is a consumer’s judgement about the 

overall excellence and superiority of brands, and distinguishes it from product-based quality 

that refers to the specific dimensions and ingredients of products. Likewise, consumers 

perceive quality for brands that have adopted high technology and craftsmanship, which in 
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turn justify and indicate higher prices, and increase perception of quality (Husic & Cicic, 

2009; Shukla & Purani, 2012).  

Perceived hedonism: Luxury consumers mainly focus on emotional and sensual pleasure and 

fun when buying luxury brands, more than the functional aspects of the product experienced 

when using it (Bearden & Etzel, 1982). Hedonic consumption comes from feelings, emotions 

and consumption experiences, also associated with multisensory pleasures (Dubois et al., 

2005; Kapferer & Bastien, 2009). Dhar and Wertenbroch (2000) discuss the affective and 

sensory experiences of aesthetics, fantasy and fun that are the primary aspects of luxury 

consumption. Berthon et al. (2009) state that brand-related stimuli such as design, packaging 

and service, awaken consumers’ cognition, sensations and behaviour. Further, (Kapferer & 

Bastien, 2009) claim that luxury consumers who seek hedonic effects consider them more 

important than functional value, because they are interested in personal rewards found in the 

emotional benefits of the products. Experiential value can be represented as exquisite, 

exciting and having aesthetic beauty (Vigneron & Johnson, 2004).      

Perceived extended self: Luxury brand ownership supports consumers’ aspirations. For 

example, consumers can obtain membership of a prestige group that distinguish them from 

non-prestige groups through consumption, lifestyle and brand preferences (Dittmar, 1994). 

The concept of extended self proposed by (Belk, 1988, p. 139) shows that “one’s possessions 

are a major contributor to and reflection of our identities”. Dubois et al. (2005) state that 

symbolic value is essential to consumers because it shows the individual’s self-taste and 

choice and is a way to differentiate. Furthermore, consumers of prestigious brands tend to 

integrate themselves into the brand, and express how they feel and think in order to fit into 

the group they aspire to, considering it as an extension of their lifestyle (Dittmar, 1994; Holt, 

1995). However, the possession of prestigious brands may be associated with personal with 

high materialism in order to pursue the happiness they have perceived as awaiting them 

(Vigneron & Johnson, 2004).  

Finally, these five dimensions must establish, or be considered to create, a lasting brand, and 

it is anticipated that consumers have different perceptions for the luxury level of a certain 

brand regardless of the type of customer. Therefore, based on the literature review of 

Vigneron and Johnson’s framework inspired by the work of (Dubois & Laurent, 1994; 

Kapferer, 1998; Leibenstein, 1950; Mason, 1984), consumers integrate all these perceptions 
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as an overall perception of the brand luxury (Vigneron & Johnson, 2004). These studies a 

show a balance between the personal and interpersonal motivations for consuming the luxury 

brand. However, they encompass overlapping and ill-defined dimensions of luxury brands. 

For example, Dubois and Laurent (1994) scale measures the perception of brand luxury as a 

general concept (Vigneron & Johnson, 2004).  

Vigneron and Johnson (2004) extended previous studies to reveal a most comprehensive 

model to measure the consumer perception of brand luxury (Christodoulides et al., 2009; 

Vigneron & Johnson, 2004). For use in this research, the BLI is adequate to measure 

perception of brand luxury and should be tested in additional samples and applied to actual 

consumers of luxury brands instead of university students. Furthermore, the meaning of brand 

luxury might not be universally adopted, so the cultural differences between developed and 

emerging markets should be closely examined in various contexts (Christodoulides et al., 

2009; Kim & Johnson, 2015; Vigneron, 2006). 

2.6 The purchase intentions  

Attitude towards behaviour has been widely accepted as a determinant of behavioural 

intentions. Extensive research provides strong support for positive predictions of purchase 

intentions (Bearden & Etzel, 1982; Hung et al., 2011; Prendergast & Wong, 2003; Shukla, 

2012; Zhang & Kim, 2013). Attitude contains three components—cognitive, affective and 

behavioural. The cognitive component is related to personal belief, perception and 

knowledge. So knowledge may influence perception in the form of belief (Schiffman and 

Kanuk (2007). Affective components are related to emotions and feelings. They represent 

how individuals express emotions to objects. Behavioural components involve personal 

intentions and actions related to specific behaviours. This is an observable result, which is 

inspired by the interplay between the cognitive component and the affective component. 

Thus, behavioural components can represent future intentions (Ajzen, 1989). 

Intentions are determined by internal and external control structures, and are distinct based on 

personal attitudes to behavioural and subjective norms. Therefore, an intention is a cognitive 

representation to characterise the individual’s behavioural tendency. Kidwell and Jewell 

(2003) established this intention theory by pointing out the relationship between internal and 

external control effects, taking external control as the antecedent, and internal control as the 

closest basis for behavioural intention. Kamal, Sarker, and Pramanik (2016, p. 157) further 
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explain that “an intention is an indication of a person’s willingness to perform the behaviour, 

and it is an immediate antecedent of behaviour”. According to Francis et al. (2004), intention 

can be seen as the precursor to actual behaviour and the immediate measure of behaviour. 

Thus, in the consumer domain, it can be assumed that behaviour comes mainly from 

cognitive processes. Then, the willingness to buy can be interpreted as the attitude, evaluation 

and motivation factors of the consumer that can cause the purchase intention, which is 

attributed to predictable factors to predict the actual behaviour of the consumer. 

Consequently, purchase intention refers to an individual’s plan to purchase a specific brand or 

product (Hung et al., 2011). Also, Li et al. (2012) believe that purchase intention is consumer 

willingness to purchase a product. Further, Morwitz and Schmittlein (1992) point out that 

purchase intention is a predictive measure, most commonly used to predict repeated 

purchases. In the buyer behaviour theory of Howard and Sheth (1969), an individual’s 

purchase intention is affected by perception and learning structure, and then purchase 

behaviour. In the context of luxury brands, it is important to assess consumer perceptions of 

the concept of luxury goods and the value of luxury brands that inspire purchase intentions. 

Therefore, the purchase intention literature can be expanded by further research on the value 

consumers seek from the consumption of the goods they purchase. 

This study focuses on purchase intention, because intention has wider implications and will 

often have a positive impact on an individual’s actions (Chandon, Morwitz, & Reinartz, 

2005). This has been supported by many scholars who have studied the significance of 

purchase intention in the context of brand consumption (Bian & Forsythe, 2012; Eastman et 

al., 2018; Hung et al., 2011). Further, luxury brand purchase intention have been explored by 

(Berthon et al., 2009; Tsai, 2005; Vigneron & Johnson, 2004). In their research, although the 

specific terms that each of them used were differently; however, all referred to the influence 

of the self and external world on luxury brand consumption. 

Based on the foregoing literature review, the next section discusses the conceptual model of 

this research and the proposed corresponding hypotheses. 
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2.7 Conceptual model and hypothesis development 

The conceptual framework in Figure 2.4 depicts the links between the main constructs of this 

study. This serves as a basis for discussion and the development of hypotheses for this 

research. 

  

Figure 2.4: The conceptual framework of this research 

2.7.1 Cultural orientations  

Hofstede (1991, p. 5) defines culture as “the collective mental programming of the people in 

an environment. Culture is not a characteristic of individuals; it encompasses several people 

who were conditioned by the same education and life experience”. Based on previous cultural 

studies (Triandis, 2001; Triandis et al., 1988; Triandis & Gelfand, 1998), individualism and 

collectivism are depicted as multidimensional structures of culture, rather than a simple 

dichotomy. These researchers point out that individualism and collectivism can be horizontal 

or vertical. People with a high vertical dimension focus on improving their status and ranking 

within society. On the other hand, individuals with higher levels on the horizontal dimension 

believe in equality between society members (Triandis, 2001; Triandis & Gelfand, 1998). 

Therefore, cultural orientation includes various combinations of horizontal-vertical 
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dimensions that distinguish between the levels of individualism-collectivism, resulting in four 

distinctions of “horizontal individualism (HI), vertical individualism (VI), horizontal 

collectivism (HC), and vertical collectivism (VC)” (Triandis & Gelfand, 1998, p. 118). 

2.7.2 Materialism 

Materialism is related to the desire of individuals to identify themselves by owning material 

possessions (Ger & Belk, 1996). Further Belk (1985) points out three main features that 

demonstrate materialism: envy, non-generosity and possessiveness. Meanwhile, Richins and 

Dawson (1992) describe materialism as a value, and set three dimensions for materialism: 

success, acquisition centrality and happiness.   

Materialism is seen as a value or personality trait that is more communal in different cultures, 

while previous studies on materialism and cultural values prove that these two concepts are 

closely interrelated (Burroughs & Rindfleisch, 2002; Richins & Dawson, 1992) and research 

recognises the importance of cultural differences in relation to materialism (Ger & Belk, 

1999). However, scant research has been conducted on the linkage between cultural 

orientation and materialism. Current research points out that materialism is positively related 

to individualism and has a negative association with collectivism (Clarke III & Micken, 2002; 

Wong, 1997).  

The link between cultural orientation and materialism is stated in this definition of 

materialism as “a cultural system in which material interest is not made subservient to other 

social goals” (Mukerji, 1983, p. 8). However, previous research has had mixed results in this 

context. Wong (1997) argues that individualism in USA undergraduates was not related to 

their materialistic values, although collectivism was negatively connected to materialism. In 

another study, Wong et al. (2003) state that adults with VI orientation were positively 

associated with materialism; these results were found to hold in several countries, including 

the USA, Thailand, Korea, Japan and Singapore.   

In the conceptualisation of cultural orientation, previous research suggests that incorporating 

the vertical-horizontal sides of the individualism dimension will provide insights into further 

explaining the relationship with materialism (Singelis et al., 1995; Triandis, 2001). This link 

is supported by the previous literature, which finds that VI is positively related to power 

values and achievement, and negatively related to HI orientations (Oishi, Schimmack, 
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Diener, & Suh, 1998). However, both VI and HI orientations share self-direction 

independence, and are expected to be significantly related to materialism. On the other hand, 

materialism is assumed not to be associated with collectivist cultures, although VC 

orientation emphasises strong hierarchy within a group is likely to be specified by success 

associated to the establishment of group relationships rather than possession. Likewise, HC, 

with its emphasis on the value of egalitarianism, is less likely to highlight the significance of 

increased spending on material goods to establish their spot in the group (Garbarino et al., 

2014). Therefore, in this current research, vertical and horizontal distinctions have been 

integrated into the individualism-collectivism framework, which can lead to a significant 

contribution to understanding the drivers of materialism. Therefore, the following hypotheses 

are proposed:  

H1: Consumers’ horizontal individualism cultural orientation is positively related to 

materialism. 

H2: Consumers’ vertical individualism cultural orientation is positively related to 

materialism. 

H3: Consumers’ horizontal collectivism cultural orientation is negatively related to 

materialism. 

H4: Consumers’ vertical collectivism cultural orientation is negatively related to materialism. 

Moreover, materialism is associated with conspicuous consumption (Wong, 1997). Through 

conspicuous consumption individuals are able to show their capability to afford luxury goods 

to the public (Veblen, 1899). Thus, a luxury brand can be highly desirable, not just for the 

functional benefits it provides to the customer, but also for its symbolic value, which means 

the ability to signal more about the owner’s status, success and wealth (Chevalier & 

Mazzalovo, 2008; O'Cass, 2004; Van Kempen, 2007; Wiedmann et al., 2009; Wong & 

Ahuvia, 1998). In this way, one purpose of consumption for a luxury item is for its status 

(Kim & Jang, 2014; O’Cass, Jin Lee, & Siahtiri, 2013). Research has found that materialist 

consumers may prefer global brands rather than domestic-made brands compared to less 

materialistic customers (Cleveland et al., 2009).  
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Based on this, luxury consumption might be related to materialistic consumers (Belk, 1985; 

Rindfleisch, Freeman, & Burroughs, 2000; Tatzel, 2003; Watson, 2003) for the following 

reasons. First, materialistic consumers have a tendency to consume luxury goods to show 

their wealth conspicuously, and they see possession as a signal of status (Richins & Dawson, 

1992). Materialists often use luxury goods to represent their identity and to enhance their 

self-concept by combining the symbolic aspects of these luxury goods into their appeal (Belk, 

1985; Dittmar, 1994; Richins, 2004). Second, materialists pursue personal happiness and 

identity goals through the consumption of luxury goods (Christopher et al., 2004; Richins & 

Dawson, 1992; Shrum et al., 2013). Finally, materialists pursue consumption to satisfy their 

need to conform with related reference groups, which leads to bandwagon behaviour 

(Kastanakis & Balabanis, 2012; Qi & Wang, 2017). Consequently, this suggests that 

materialistic people relatively devote more money on luxury goods than other consumers; 

hence, the following hypothesis is proposed: 

H5: Materialism has a positive impact on status consumption.  

H6: Materialism has a positive impact on the bandwagon effect. 

H7: Materialism has a positive impact on luxury purchase intentions. 

2.7.3 Status consumption  

Consumers have different personalities and perceptions of luxury products (Vigneron & 

Johnson, 2004). Studies prove that materialistic customers are keen to spend more money on 

excessive goods and luxury (Liao & Wang, 2009) to improve their social status and prestige 

(Christopher et al., 2004; Vigneron & Johnson, 1999) and self-esteem (Tatzel, 2003). 

Consequently, through the purchase of luxury brands, consumers may signal wealth and their 

success as a way of gaining social approval and engaging in meaningful social interactions 

with other like-minded people (Liao & Wang, 2009). 

In this context, status seekers are defined as “people who are continually straining to 

surround themselves with visible evidence of the superior rank they are claiming” (Packard, 

1959, p. 5). Likewise, status seekers are concerned about their social standing and often role 

anxious consumers compare themselves to significant others; they try to ingratiate themselves 

with others within their social environment (Kastanakis & Balabanis, 2014). They seek status 

through interactions with other members in the right social group using suitable goods or 
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brands (Lascu & Zinkhan, 1999). For a luxury brand to have a societal impact, it must confer 

status value and fulfil the need to achieve social visibility (Mason, 1984). 

Researchers conceptualise status consumption as a personal trait that concerns a person’s 

need to consume luxury for status and show the influence on consumer decision-making 

(Eastman et al., 1999; Eastman & Liu, 2012; O'Cass & Siahtiri, 2013). Indeed, Eastman and 

Eastman (2015, p. 3) define status consumption as the “motivational process by which 

individuals strive to improve one’s social and or self-standing through consumption of 

consumer products that may be conspicuous and that confer and symbolise status for the 

individual and surrounding significant others”. According to the definition, materialists are 

motivated to consume luxury possessions for the need of status, for themselves and others 

(Eastman et al., 1999). This materialistic view is an illustration of symbolic meaning the 

consumers want to express to others. This explanation shows the relationship between status 

consumption and materialism with purchase intentions (Goldsmith et al., 2012; Jalees, 2007). 

(Tascioglu et al., 2017). Thus, the following hypotheses are proposed: 

H8: Status consumption has a positive impact on luxury purchase intentions. 

H9: Status consumption mediates the relationship between materialism and luxury purchase 

intentions. 

2.7.4 Bandwagon effect 

The bandwagon effect is defined as “the extent to which the demand for a commodity is 

increased due to the fact that others are also consuming the same commodity. It represents the 

desire of people to purchase a commodity in order to get into ‘the swim of things’; in order to 

conform with the people they wish to be associated with; in order to be fashionable or stylish; 

or, in order to appear to be ‘one of the boys’” (Leibenstein, 1950, p. 189). Leibenstein has 

also added the snob effect, which means while the numbers of people buying the product 

increase, the preference for the same product decreases, whereas the bandwagon effect on 

consumption states that consumers are motived to purchase specific goods because others 

from the same reference groups have previously purchased the goods (Kastanakis & 

Balabanis, 2012; Tynan et al., 2010). However, bandwagon consumers are less worried about 

costs and highly concerned with group confirmation and connection (Hudders, 2012; 

Vigneron & Johnson, 1999). Further, generally everyone in every community will seek a 
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guide for others to do things, and individuals value their goods and what they can get on the 

market based on others’ views. This emphasises the mutual influence between individuals 

and the follow-on social influence (Arrow, 1994). 

Bandwagon behaviour in general centres on goods used by a majority of fashionistas and 

celebrities (Chu, Kamal, & Kim, 2013), which carries social approvals within the relevant 

status group because it signifies success (Belk, 1988). In return, the popularity of the group 

and the things they consume provide a signal to the general public and trigger further demand 

for these luxury goods (Han et al., 2010). Also, materialists depend on the role of 

interpersonal influences in consumption factors (Fitzmaurice & Comegys, 2006; O’Cass & 

Frost, 2002; Shukla, 2011), and think of social acceptance to the norms and conformity with 

desired reference groups, so in return they put value on owning and consuming publicly 

visible luxury brands (Clark, Zboja, & Goldsmith, 2007; Kastanakis & Balabanis, 2012; 

Vigneron & Johnson, 2004). Therefore, it is hypothesised that: 

H10: The bandwagon effect has a positive impact on luxury purchase intentions. 

H11: The bandwagon effect mediates the relationship between materialism and luxury 

purchase intentions. 

In addition, interpersonal influence plays an important role in consumption (Bearden, 

Netemeyer, & Teel, 1989; Lertwannawit & Mandhachitara, 2012; Shukla, 2011). Status 

consumers pay more attention to social acceptance, norms and conformity of wealthy 

reference groups, and attempt to be socially visible and value more expensive brands (Clark 

et al., 2007; Goldsmith & Clark, 2012; Vigneron & Johnson, 1999). Further, conformity is 

related to collectivism (Le Monkhouse, Barnes, & Stephan, 2012; Oishi et al., 1998; Triandis, 

2001). Shaikh, Malik, Akram, and Chakrabarti (2017, p. 502) argue that “conformity refers to 

modifying one’s behaviour or thought process to have it synchronized with that of other 

people in the society”. Further, “consumers tend to enhance their interdependent selves by 

purchasing luxury goods”. So it greatly influences the purchase of public consumer goods, 

and it is an indispensable component for luxury brands because the main purpose of these 

products is for social use (Park et al., 2007). Bearden and Etzel (1982) found that the 

reference group has great influence in choosing public goods over private goods, and 

choosing luxury goods over necessities. 
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Kastanakis and Balabanis (2014) suggest that the motivation to seek status through the 

consumption of luxury goods can actively lead to bandwagon consumption behaviour. 

Bandwagon consumers seek approval because “their utility is driven by the actions of similar 

majority aspirationalists” (Kastanakis & Balabanis, 2014, p. 2153).  

Kastanakis and Balabanis (2014) find that status seeking or the motivation to consume for 

status as measured by the Eastman et al. (1999) status consumption scale can lead positively 

to consumer susceptibility to normative influence, snob luxury consumption behaviour, or 

bandwagon luxury consumption behaviour. Consumer's susceptibility to normative influence 

relates positively to bandwagon luxury consumption and negatively to snob luxury 

consumption (Kastanakis & Balabanis, 2014). Thus, Kastanakis and Balabanis (2014) results 

offer that what drives bandwagon luxury consumption is significantly different than what 

drives snob effect luxury consumption, even though both are driven by the motivation for 

status. 

Further, Shaikh et al. (2017) found a positive direct relationship between status consumption 

and bandwagon effect behaviour from collectivist culture customers, which seems to imply 

that luxury satisfies their social needs as a source of conformity. Therefore, consumers 

engaged in this form of luxury consumption are not only followers of the luxury market 

trend, but also seek recognition in the social environment. They use appropriate products and 

brands to improve their status by establishing contact with actual members from the right 

social group (Corneo & Jeanne, 1997; Lascu & Zinkhan, 1999). Therefore, it is hypothesised 

that:  

H12: Status consumption has a positive impact on the bandwagon effect. 

2.7.5 Luxury brand perceptions  

Consumers’ motivations and perceptions of luxury are important factors that shape the 

meaning of luxury (Vigneron & Johnson, 2004). Loyalty, buying intentions and consumer 

satisfaction are influenced by the way the consumer perceives the luxury, and what is 

considered luxury or not (Vigneron & Johnson, 2004). The perception of luxury is also 

related to psychological factors of success and status signalling, and the tendency to impress 

others (Wiedmann et al., 2009). Husic and Cicic (2009) reveal that consumers perceive 

luxury as a status symbol, so the highest income groups can afford to consume and purchase 
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luxury goods, and the wealthiest people use luxury goods in all aspects of life. However, 

other social classes with less income to spend on luxury products gain some emotional 

satisfaction and enjoyment, and are motivated to be accepted by higher society (Husic & 

Cicic, 2009).  

In this context, members of a collectivist culture tend to consume through social influence 

and accept higher-priced products by pursuing prestige (Vigneron & Johnson, 1999; Wong & 

Ahuvia, 1998), and believe that sacrificing cost is directly proportional to the overall value of 

luxury brands. Higher prices increase the attractiveness, uniqueness and conspicuousness of 

luxury brands, and thus play a significant role in the perception of brand luxury (Le 

Monkhouse et al., 2012; Shukla & Purani, 2012). Therefore, because of the price-driven non-

personal dimension, customers in a collectivist culture place greater significance on the 

purchase of luxury goods. In contrast, “for individualists, the consumer-driven personal 

perception dimension of hedonism, may be more important in luxury purchase intentions” 

(Aliyev & Wagner, 2018, p. 159) as well as the extended self (Vigneron, 2006). Researchers 

agree that the globalisation of consumer culture will lead to homogenous values and have the 

same effect on purchase intentions (Aliyev & Wagner, 2018; Gupta, 2011). 

For this current research, the luxury brand perception represents the evaluation of the brand 

luxury index BLI as an adequate scale to measure both non-personal and personal perceptions 

of luxury brands. Therefore, the scale of the BLI consists of non-personal perceptions 

including quality, uniqueness and conspicuousness, and personal perception includes hedonic 

and the extended-self dimensions of brand luxury (Vigneron & Johnson, 1999, 2004). 

Moreover, studies show values and purchase intentions feature significantly in the context of 

luxury consumption (Aliyev & Wagner, 2018; Dubois & Paternault, 1995; Eastman et al., 

2018; Yoo & Lee, 2009). Thus, it is proposed that: 

H13: Non-personal perception has a significant impact on luxury purchase intentions. 

H14: Personal perception has a significant impact on luxury purchase intentions. 
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2.8 Conclusion 

This chapter provided a significant review of the extant literature on the main concepts of this 

research and the interrelated relationships between cultural orientation, the value of 

materialism, luxury consumption motivation and purchase intention theories with brand 

luxury perception. This literature set the foundation for the conceptual research model and 

resulted in proposing the research hypotheses, which were discussed based on the research 

gaps in the literature, and the research questions and objectives.  

The next chapter discusses the research design and methodology. 
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CHAPTER 3 RESEARCH METHODOLOGY  

3.1 Introduction 

This chapter presents the research methodology and approach used in the empirical research 

looking at the structure of Jordanian consumer cultural orientation and assesses the elements 

that influence consumer purchase intention behaviour towards luxury goods. The chapter 

starts with a delineation of the main philosophy and approaches that take the overall research 

logically through the research design before discussing the leading techniques and procedures 

used to conduct, collect and analyse the research data. 

Chapter 2 provided an extensive overview of the existing literature and offered the theoretical 

background to the research. It also presented the conceptual model and the hypotheses. This 

chapter presents the approach used for the research method, focusing on testing the 

hypotheses and answering the research questions. Accordingly, this study adopted a primary 

data collection approach using a quantitative online survey and self-administered 

questionnaire as the research instrument. 

Chapter 3 starts with a discussion of the paradigms and philosophical assumptions of the 

research. It emphasises the importance of how understanding the philosophical assumptions 

can help improve research design and develop research methodology. This study is grounded 

in the positivism research philosophy because it seeks to predict and understand behaviour 

through objective measures and quantitative analysis.  

The chapter continues with the research design, followed by the data collection method and 

sampling strategy. The next sections discuss the research instrument, the measurement scales, 

the data analysis strategy and questionnaire construction. Reliability and validity measures, 

data analysis procedures and ethics considerations complete the chapter.  

3.2 Paradigms and philosophical assumptions 

A research paradigm is defined by Guba and Lincoln (1994, p. 107) as a “worldview that 

defines, for its holder, the nature of the world, the individual’s place in it, and the range of 

possible relationships to that world and its parts”. Paradigms are critical in social science 

research, as they inform and guide the reader on the approach selected in a piece of research 

work (Guba & Lincoln, 1994). Since the perception of the world is subjective, and everyone 
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perceives it differently, it is essential to state which research paradigm used throughout the 

research project, and it helps to establish how the research design will be measured in terms 

of validity and credibility (Creswell & Miller, 2000). 

This section discusses the most relevant paradigm for the conduct of this research to position 

it in terms of a research paradigm. According to (Guba & Lincoln, 1994), a research 

paradigm has three components: epistemology, ontology and methodology. 

First, epistemology refers to the assumptions about knowledge, what constitutes acceptable, 

valid and legitimate knowledge, and how we can communicate knowledge to others (Burrell 

& Morgan, 2017). The epistemology will dictate the role a researcher will take while working 

on the research. “Discover how things really are and how things really work” state Guba and 

Lincoln (1994, p. 108). In other words, the researcher and knowledge are interactively linked 

in the process of investigation.  

Second, ontology refers to assumptions about the nature of reality; the reality is perceived as 

a personal construct dependent on different situations (Cohen, Manion, & Morrison, 2002). It 

rests on the belief that facts are varied and come into being through “subjective 

interpretations” that reflect the given social context (Lincoln & Guba, 2000).  

Third, a traditional research methodology is based on a particular philosophical theory. 

Saunders and Lewis (2012) state that for business and management research, there are four 

prevailing philosophies to consider: pragmatism, positivism, realism and interpretivism.  

Pragmatism refers to how experience and subjective views reflect the research questions to 

provide knowledge. Hence, reality matters to pragmatists as practical effects of notions and 

expertise are valued for enabling actions to be carried out successfully (Saunders, Lewis, & 

Thornhill, 2016).  

Positivism mainly reflects the philosophical stance of a natural scientist. (Easterby-Smith, 

Antonacopoulou, Simm, & Lyles, 2004, p. 28) explain positivism thus: “that the social world 

exists externally and that its properties should be measured through objective measures, 

rather than being inferred subjectively through sensation, reflection or intuition”. Under 

positivism, observable phenomena are essential to produce credible data (Saunders et al., 

2016). In marketing, the primary intent of positivism is to focus on the principles that 
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constitute consumer behaviour. Thus, knowledge can be widely obtained through 

measurement, logical deduction and objective observation (Collis & Hussey, 2013). 

Realism refers to the facts about observable phenomena that allow the researcher to obtain 

credible research outputs. Data is subject to interpretation, which means it is necessary to put 

it into context.  

Finally, interpretivism is an approach based on reality that is subjective; this approach has 

subjectivist ontological assumptions that entities are constituted of discourses, so current or 

socially constructed reality may only be researched over social constructions related to 

consciousness or language (Myers, 2013). 

The chosen ontological and epistemological grounds guide the selection of appropriate 

methodology. Hence, methodological questions embody the research methods, that is, the 

inquirer can find any information they believe can be known (Guba & Lincoln, 1994). For 

each of the ontology and epistemological approaches presented, there is a matching 

recommended research methodology consistent with the characteristics of those approaches. 

In the context of business research, (Saunders & Lewis, 2012; Saunders, Lewis, & Thornhill, 

2009) point out the main methodological techniques applicable for realism, interpretivism, 

pragmatism and positivism.  

For realism, qualitative or quantitative methods adapted to the subject area are suitable. For 

interpretivism, the research involves small and detailed samples, so qualitative research is the 

best fit. For pragmatism, a mixed methodology approach using both quantitative and 

qualitative techniques is recommended. Last, for the positivism approach, it is essential to 

have a significant dataset and to apply rigorous methodologies in order to measure and 

analyse the data. Under this approach, quantitative, qualitative or mixed methods can be used. 

However, it is suggested that the selection methods should be based on being able to 

adequately answer the research questions (Baran, 2016).  

After reviewing the various research paradigms, the next section discusses the research 

design and the chosen methodological approach for this research. 
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3.3 Research design 

The previous section described the most common ontological and epistemological approaches 

for research purposes. This section discusses the research design and methodological choice 

for this research. 

The research method approach is an essential piece of research design, helping to extend the 

research aims and address the research questions. However, the research design is bound by a 

specific research philosophy (Crotty, 1998), which in this research is based on positivism as it 

is preferred for predicting and understanding consumer behaviour. It employs controlled and 

structural methods to find the topic theme (Hudson & Ozanne, 1988). The first aim of this 

study is to verify cultural orientations as it relates to the materialism context, and the second 

to incorporate the constructs of materialism, status consumption and the bandwagon effect to 

hypothesise the relationship between all the variables with luxury purchase intentions. 

Ultimately, the aim is to understand Jordanian customers’ perceptions of luxury brands. 

Accordingly, the positivist approach is adopted for this study, as it an appropriate way to 

examine the research problem. 

The reasoning approach selected for this thesis is deductive, as it uses current theories and 

conceptions as a theoretical framework for the development of theory and hypotheses, data 

collection, the establishment of findings and conclusions, validation of the hypotheses, and 

finally, revising the theory. This approach proposes that the theory will lead to observations 

and conclusions (Bell, Bryman, & Harley, 2018).  

There are two principal methodologies in empirical research conducted in the social 

sciences—qualitative and quantitative. The choice depends on which method will best 

address the research problem most effectively (Saunders & Lewis, 2012); for theory 

verification, as in this research, the quantitative research approach is favoured; thus, the 

design for this research is quantitative. 

According to Aliaga and Gunderson (2000, p. 1), quantitative research can be defined as 

“explaining phenomena by collecting numerical data that are analysed using mathematically 

based methods ‘in particular statistics’”. The three primary methods used in quantitative 

research are observations, experimentation and surveys. This research is purely quantitative, 

and focused on a survey method plan with sufficient sample size and participant type, an 
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instrument, pre-testing, data collection methods, and data analysis and interpretation. 

Likewise, the methodology consisted of a survey and questionnaire as a way to collect data, 

and involved considerations such as knowledge assertions, strategies of the inquiry and 

techniques of collecting the data (Creswell & Creswell, 2017). 

Yin (2003) points out three issues when choosing research design—the nature of the research 

question set, the degree of control the researcher has over the actual behavioural events and 

the degree of focus on actual events as contrasted with historical facts. Based on the literature 

review and applied knowledge, this thesis mainly considers the research questions: What are 

the cultural orientations for Jordanian luxury customers? What factors influence customer 

behaviour towards luxury goods? Hence, the type of research questions regarding what, who, 

when, where and how questions related to the setting can be addressed using survey strategies 

or analysis of data records (Yin, 2003). In contrast, experimental methods looking for 

answers to how and why questions require control and observation of behavioural actions. 

Thus, based on the nature of these research questions, the survey method is the most 

appropriate approach for this research.  

The survey aims to create a data structure with standard designated characteristics such as 

education level, income, occupation, marital status, purchasing intention, perception and 

purchase behaviour for the targeted sample (Aliaga & Gunderson, 2000; Creswell & 

Creswell, 2017). The survey method is a central and valuable approach with a lengthy history 

in marketing research (Ranchhod & Zhou, 2001).  

The survey method has many strengths. It is useful for investigating different aspects of 

phenomena simultaneously, and can be used to find the degree and nature of relationships 

between variables. These investigations can be challenging using the experimental technique. 

Furthermore, collecting data using surveys helps researchers test estimations about the 

connections between specific variables (Haslam & McGarty, 2014).  

This study focused on perceptions, attitudes, values and beliefs as critical measures, and 

aimed to assess estimates about interactions between specific variables, making the survey 

approach a suitable strategy for data collection and to examine the proposed research model 

and hypotheses (Saunders & Lewis, 2012). Data gathering was conducted at one specific 

point in time in a cross-sectional study, the opposite to a longitudinal approach in which data 
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gathering occurs over a long-term or extended period of time (Saunders & Lewis, 2012). 

Besides, collecting longitudinal data as a means of reducing (CMV) common method 

variance (Rindfleisch, Malter, Ganesan, & Moorman, 2008). “However, longitudinal surveys 

demand additional expenditures in terms of time and money. These expenses are often 

prohibitive for academic researchers faced with limited budgets and marketing practitioners 

faced with limited time” (Rindfleisch et al., 2008, p. 262). The data collection method is 

discussed in the next section.  

3.4 Data collection  

This section includes an overview of data collection methods and justification for the chosen 

online survey method. 

Data collection is a process of getting, gathering and measuring information on specific 

variables from relevant and reliable sources to seek answers to the research questions, test 

hypotheses and interpret the outcomes and potential anticipation as a matter of study 

(Saunders & Lewis, 2012). Questionnaires are the main tools in marketing research for 

collecting primary quantitative data (Malhotra & Birks, 2007). The questionnaire is one of 

the most common and effective methods of data collection, including a set of demographic 

details and instrumental issues related to the research questions. This method is simple if the 

aim is to get data from the target population. It usually includes a defined set of questions, 

whether open or closed, that invite respondents to provide answers based on their beliefs, 

perceptions, knowledge, experience and even expectations.  

The primary data collection methods in this study will be a survey. The primary data provide 

new and valuable details that can be obtained from probabilistic respondents; they reflect 

reality and represent most people. As stated by (Saunders & Lewis, 2012), the choice of the 

questionnaire will be influenced by several factors related to the research questions and 

objectives, in particular: 

• characteristics of the sample  

• the importance of using a specific type of person as the respondent 

• the importance of the respondent’s answer to not be contaminated or distorted  

• the size of the sample  
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• the type and number of questions collected. 

This current research included several measurements with different psychological attitudes, 

such as cultural orientation and perception. The collected data make it possible to examine 

the relationship between numerous constructs. Hence, the fundamental techniques mostly 

used to collect survey questionnaire data are interviews via telephone or face-to-face, as well 

as email or electronic surveys (McDonald & Adam, 2003). In recent years, with the fast 

development of internet communication technology, the use of online surveys (an electronic 

survey) has been rapidly and significantly developed for use in market research (Miller, 

2006). The many considerations that led to the use of online surveys in this study are 

discussed below.  

It is widely believed that online research can provide effective results (Comley, 2008; 

Comley & Beaumont, 2011). Online surveys have all the advantages of self-administered 

instruments or computer-aided tools, and they are better than face-to-face, phone and email 

interviews. Using online surveys can provide fast tools to collect data and reduce research 

data costs. Thus, the cost of conducting an online survey is usually one-quarter that of 

interview methods either by telephone or face-to-face (Comley, 2008; Comley & Beaumont, 

2011). Further, online questionnaires have the same benefits as paper self-administered 

questionnaires, but with web-based questionnaires respondents complete it at their 

convenience.  

Online surveys are faster than similar calls or face-to-face interviews (Brace, 2018; Fowler, 

2013). In addition, the possibility of eliminating biases such as social desirability and consent 

also promotes the usage of online surveys. Furthermore, when there is no interviewer 

involved in the data collection, the responses tend to increase the honesty, reduce social 

expectations and increase the response rate to income-type questions (McDonald & Adam, 

2003). Online surveys can improve openness, with comments allowing for improved 

quantitative survey results (Comley & Beaumont, 2011). Also, online surveys can expand the 

distribution of the sample geographically and enable minority participants to respond 

(Comley, 2008). The inclusion of features such as colours, visuals and sounds, and adding 

elasticity to adapt questions to specific types of respondents, further stimulate the potential 

for effective and efficient data collection data. 
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Despite the many advantages of online surveys, some researchers express numerous 

concerns. Researchers conducted a study comparing online surveys with traditional methods 

focusing on the representation of an online survey sample, indicating a lack of answers and 

difficulties in verifying the identity of online respondents (Ranchhod & Zhou, 2001; Tse, 

1998). Moreover, the response rate for online surveys usually varies  from between 5% and 

50%, depending on the sample and survey style (Comley, 2008; Comley & Beaumont, 2011). 

The key factor that primarily hampers online research is poor sample representation (Comley 

& Beaumont, 2011). Nevertheless, for some types of online surveys, this problem is not 

severe. For example, an online survey sample from a customer database provides a 

representative sampling frame, high response rate and method of identifying respondents 

(Fricker, 2016). However, the sample used in this research is from an online research panel 

company provider using a pre-recruited panel survey. In general, pre-recruited group surveys 

are basically individuals or groups who agree to participate in a series of investigations and 

identify themselves in advance depending on research scope. For online studies that require a 

sample of probabilities, these people are usually recruited by means other than online or by 

email, usually by phone or mail (Fricker, 2016). 

A pre-recruited internet panel can offer the quickness of online surveys while eliminating the 

often time-consuming recruitment process that is frequently required (Fricker, 2016). These 

pre-recruited panels can be extended to people outside the internet user community. The pre-

recruited team is not without potential drawbacks. Correctly, long-term group participants 

may respond differently to a survey than first-time participants, and researchers should be 

aware of that (referred to as panel conditioning or sample time-in-bias). Besides, if the 

combined loss of potential respondents is substantial during all recruitment and participation 

phases, then no response may be an issue (Fricker, 2016). However, as Couper (2000, p. 488) 

concludes, “at least, in theory, this method starts with a probability sample of the complete 

telephone population and assumes that no non-response error allows the population to be 

inferred”.  

Since many people still do not have access to the internet, it is not yet possible to conduct 

online surveys of the general population, but these surveys are feasible when sampling from 

particular online populations (Comley & Beaumont, 2011; Ranchhod & Zhou, 2001). Media 

used to reach wealthy families has been shifting from television to the internet for many years 
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(Michman & Mazze, 2006). It is easier to access certain markets such as business people 

through the internet than through traditional media. Email is almost universal and readily 

available to these people (Fowler, 2013). Research shows excellent potential for email 

surveys of professionals and well-off people (Curasi, 2001; Ranchhod & Zhou, 2001).   

In the context of Jordan, it is beneficial to mention that its internet penetration rate reached 

87% in 2019 from the total population of around 10 million. Furthermore, by 2017, Jordan 

ranked fifth in Facebook penetration rates across the “Arab region (after UAE, Qatar, Bahrain 

and Kuwait) with 60 per cent of its population having a Facebook account” 

(InternetWorldStats, 2019). Given the advantages of this and online surveys, this study used a 

self-administrated online survey as a data collection method. 

Table 3.1 shows the benefits and issues of online panel surveys. 

Table 3.1: The benefits and issues of online panel surveys 

Benefits of online panels Issues of online panels  

Faster research: In general, online surveys can be written 

and adjusted more quickly than postal surveys and face-to-

face, to a minor extent, telephone surveys. 

Sample representativeness with online panels. 

Niche targeting: the online access panel is made up of 

members; they are a cost-effective and fast way to reach 

niche audiences. 

Long and poorly designed surveys cause 

lower response rates. 

Cheaper: Online surveys are usually cheaper than more 

traditional techniques such as phone or face-to-face 

interviews. The key reason is that online surveys are self-

administered questionnaires. 

Technical issues related to problem survey 

responses or respondents.’ 

Non-customers: Unlike the samples provided by customers, 

the access panel allows the investigator to research both 

their customers and non-customers. 

Privacy and security. 

Source: Adapted from Comley and Beaumont (2011) 

Online market research is conducted by using the internet for all research (Comley & 

Beaumont, 2011). Online surveys can be sent by email or via a website link. While 

investigators cannot control visitors who open web surveys, through closed web survey, 

targeted respondents are invited to reach the survey by visiting the site and completing it. 

Hidden web questionnaires are displayed to visitors when triggered by mechanisms such as 

through a simple email survey sent by the investigator to potential respondents and attaching 

the questionnaire to an email, an embedded URL (uniform resource locator) in the locator’s 

email, inviting potential respondents to the survey site or link via email (Bradley, 1999). 
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In the current study, the research panel company Pan Arab Research Center (PARC) in 

Jordan used a link embedded through an email that led respondents to the Qualtrics website 

survey. The link provided guidelines to respondents to help them complete the questionnaire, 

including a general information statement, and described the ethical concerns regarding the 

study. Further, the contact information was provided for any enquiries or questions the 

respondent had about completing the survey. The next section discusses the research 

sampling process. 

3.5 Sampling strategy 

This section contains a discussion on the sampling design strategy associated with this 

research. According to Churchill and Iacobucci (2006), the structure of sampling procedures 

starts with “a definition of the population, identification of the sampling frame, selection of a 

sampling procedure, determination of the sample size, specification of the sample unit and 

collecting the data from the designated factors”. 

Churchill and Iacobucci (2006) point out that defining a population can be regarded as 

identifying the research subject and relative people to conduct the research based on the 

research objectives. At the commencement of any research, the purpose of the study sample 

is to collect information about the population, and it is important to identify it accurately and 

appropriately (Churchill & Iacobucci, 2006). In this study the target population was Jordanian 

customers of watches, jewellery and fashion accessories who consume such products for 

what they mean personally to them. The purpose was to derive an understanding of their 

perception of luxury, with the focus of the growing middle−high-class consumer behaviour 

pattern, which covers most of the consumer segment. Thus, the respondents in the sampling 

frame for this research was determined by the online research company and the sample was 

based on the demographic breakdown in Jordan, and was broadly representative of Jordan. 

Sample quotas were used to match the panel to that of the broader population of adults in 

Jordan. 

According to Churchill and Iacobucci (2006), the population of the study is known as the 

sampling frame. The significance of the sampling frame is supported by (Saunders & Lewis, 

2012); in many applied situations, the frame is a matter of choice for investigating planners 

and is sometimes a vital issue. Some valuable surveys lack a clear frame; others, because of 

the wrong frame, have ended in a cloud of disaster or suspicion. 
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In addition, the sampling frame must embody the target population. Typically, it includes a 

list of directories or features along with proper contact information to separate the target 

population. Some sampling frames list clustering rather than explicitly showing demographic 

elements or providing detailed guidelines to categorise target populations. Churchill and 

Iacobucci (2006) claim that, based on statistical theory, there are always some errors when 

generalising the target population to the sampling frame. In some cases, these errors can 

cause sampling bias.  

3.5.1 Bias versus variance 

If the sample does not systematically represent the reasoning group to some extent, the 

analysis of the results may be biased. For instance, the results of a survey of about internet 

users cannot be based on the fact that the sample consists solely of people using computers, 

and it is impossible to quantify computer usage in the general population accurately. Also, it 

is essential to recognise that collecting larger samples does not correct the bias and does not 

demonstrate a large amount of sample evidence that lacks bias. For instance, an average 

computer usage estimate based on a sample of internet users may overestimate the average 

usage of the general population, regardless of how many internet users were surveyed 

(Fricker, 2016; Fricker & Schonlau, 2002). 

Randomisation refers to the random selection of respondents from affected populations to 

minimise the chance of bias. Indeed, the indication is that by randomly selecting prospective 

respondents from the entire population, even in features that are unobservable or unknown, 

the sample may look like the population (Sekaran & Bougie, 2016). Probability samples 

reduce the chance of sampling bias in observable and unobservable features. 

Variance is only an indicator of the observed change and variation in data, which is a 

measure of the variability of statistic, and is used to calculate the standard error of the 

statistic. Thus, a larger sample size can improve statistical accuracy estimates derived from a 

probability sampling mechanism. Because all other conditions remain the same, a larger 

sample size results in a smaller standard error (Fricker, 2016). 

3.5.2 Sources of bias 

Bias can intrude the survey results in a variety of ways. Probability-based sampling is the best 

way to minimise the possibility of bias without the existence of a significant non-response. 
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On the other hand, it is generally considered that convenience sampling has a higher 

probability of producing a biased sample. However, even with a random approach, surveys of 

people may be subject to other types of bias. For instance, respondents may tend to overstate 

or devalue certain things—sensitivity biases—especially on social issues (e.g. questions 

about income or sexual identity). At this point, the focus is merely on some of the common 

causes of bias associated with sampling (Fricker, 2016). Table 3.2 shows some types of bias. 

Table 3.2: Sources of bias 

Sources of bias  

Frame coverage bias occurs when a sampled frame misses some critical parts of the population. For 

example, an email survey using an email address list, so will lose emails that do not have an email address. 

Selection bias is a mistake in choosing the way individuals or groups participate in the survey. For example, 

this may happen if the survey participation depends on whether the respondent can use a particular device, 

such as an online survey that misses those who do not have access to the internet. 

Size bias happens when some units have a better chance of being selected than others. For example, in the 

system’s site visitor sample, visitors who visit the site frequently are more likely to be selected than those 

who are not. Similarly, individuals with multiple email addresses are more likely to be selected as samples 

when making selections from a framework that includes email addresses. 

Non-response bias occurs if those who refuse to answer the survey are somehow systematically different 

from those who do answer it. 

Source: (Fricker, 2016). 

Although it is almost impossible to avoid bias entirely in real life, researchers should try to 

recognise and minimise it. However, as part of this research pre-survey testing was used to 

reduce the bias of sampling. Similarly, when choosing the sampling frame, researchers need 

to consider the technical, political and ethical issues regarding the research. It is also 

important to collect the results in time to refrain from delaying the sampling process 

(Churchill & Iacobucci, 2006). 

After determining the sampling frame, the next sampling strategy is to select the appropriate 

sampling procedure (Sekaran & Bougie, 2016). The method of choosing the sampling 

procedure mainly includes two steps: initially determining the sampling method, and then 

approving the sampling plan. The purposive sampling method was used to select the 

sampling units, and to ensure that the sampling plan and procedures are related to the selected 

sampling units. Further, as discussed in the previous section, this study used a cross-sectional 

study design, it only collected data and information from samples of the target population 

(Saunders & Lewis, 2012). 
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Sampling techniques can be divided into two broad categories: probability-based sampling, 

also known as random sampling, and non-probability sampling. Probability sampling is a 

sample that uses a certain probability mechanism to select a respondent and is known to be 

able to select each member of the frame population into the sample. For each member of the 

sampled frame, the sampling probabilities do not have to be equal. Types of probability 

sampling include simple random sampling, stratified random sampling, cluster sampling and 

systematic sampling. (Churchill & Iacobucci, 2006; Fricker, 2016; Saunders & Lewis, 2012). 

Non-probability samples (sometimes referred to as convenience samples) occur when the 

probability of each unit or respondent contained in the sample cannot be determined or when 

each person chooses to participate in the survey. Thus, as the name implies, this non-

probability sample is often used because it is convenient. For probabilistic samples, the 

surveyor uses some probabilistic mechanisms to select samples, and individuals in the 

population have no control over the process. In contrast, an example of a survey may only be 

posted on a website and viewed by site visitors, so they decide if they want to participate 

(opt-in) in the survey.  

In a probability-based survey, participants can choose not to participate in the survey (opt-

out). Therefore, a rigorous survey is designed to minimise the number of people who decide 

not to participate. Simultaneously there may be bias, but in non-probability surveys, the bias 

may be higher because the person chosen may not represent the general population. 

Moreover, in non-probability surveys, the potential for bias is often not assessed because 

there is usually no information about those who choose not to participate (Dillman, 2011; 

Fricker & Schonlau, 2002). 

Non-probability-based samples typically require less time and effort, so the cost of generation 

is lower. Still, usually they do not support formal statistical reasoning, although, non-

probability sampling can be used for other research. For example, in the early stages of 

research, the answer to a convenient sample may help to develop hypotheses. The 

convenience sample response can also be used to identify problems, define the scope of 

alternatives, or collect other types of non-reference data (Patton, 2002). No matter which 

sampling technique is chosen, researchers ought to do their best to reduce sampling error and 

bias.  
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Further, probability sampling allows for a certain degree of sampling bias and error in 

statistical evaluation compared to non-probability sampling techniques. Also, probability 

sampling techniques involve each participant, which means the sample is more 

representative. In addition, probability sampling techniques use specific objective processes 

to select samples that narrow the gap and minimise bias (Churchill & Iacobucci, 2006). 

Therefore, based on the above discussion, probability samples were chosen as the best 

technique for this study. 

The next step is determining the sample size. Using an appropriate sample size is one of the 

most useful elements for achieving a sufficiently reliable and accurate estimate (Malhotra & 

Birks, 2007). The decision to choose a valid sample size needs to consider quantitative 

factors. The larger the sample, the smaller the sampling error. However, it must be 

remembered that as the sample size increases, the cost per unit of information obtained 

increases. When deciding on the sample size of the study, the investigator must consider both 

accuracy and cost. 

According to Churchill and Iacobucci (2006), there are three conventional methods to 

confirm the sample size. First, the total size of the target population can determine and 

indicate the sample size. Second, according to the recommended criteria, such as related 

studies or previous research, scale can help establish the sample size. Third, the sample size 

can be calculated by using standard error formulas, with dimensions calculated based on cost 

and accuracy (Churchill & Iacobucci, 2006). However, scholars explain that these three 

methods are not sufficient means of establishing sample sizes in all studies (Fowler, 2013; 

Hinkin, 1995). Researchers ought to consider a suitable data analysis plan basis. More 

specifically, data analysis involves the use of statistical techniques such as exploratory factor 

analysis (EFA), CFA and SEM discussed later in this chapter (Hair, Anderson, Babin, & 

Black, 2010). 

Likewise, Yau and You (1994, p. 113) state that “usually there are two ways to determine 

sample size. The first is to set an arbitrary size within the constraint of the budget, and to 

measure the precision of the sample at the analysis stage if probability sampling is used. The 

second is to calculate the optimal sample size, given the desired level of precision and cost, 

according to the standard error formula.” Thus, the minimum requirement for multivariate 

techniques for sample size is to properly perform statistical significance testing (Hair et al., 
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2010; Hinkin, 1995). Both EFA and CFA have proven to be particularly subject to sample 

size. For each analysis technique there is a recommended sample size, for instance, in EFA 

the sample of 150 respondents should be sufficient, while in CFA a minimum of 200 is 

required to conduct proper tests (Creswell & Creswell, 2017).  

Furthermore, in the SEM analysis, which is the technique used in this study, Bentler and 

Chou (1987) assume that the measured variable usually has at least one path-coefficient with 

another latent variable in the analysis. A path factor, plus a residual or variance estimate, 

recommends approximately 15 cases per measurement variable. Therefore, in total, 532 

participants were randomly selected from the sampling frame for this research. Thus, the total 

valid respondent was sufficient for the multivariate techniques adopted in this research: EFA, 

CFA and SEM. 

The following section reveals the research instrument and specific measurement scales used 

in this research. 

3.6 Research instrument and measurement scale 

This research examines the structure of Jordanian customers’ cultural orientation and 

evaluates the perceptions and factors influencing their intentions to purchase luxury goods. 

For proper research, the content of validated instruments helps with observation and 

investigation into whether or not the independent variables have correlations with dependent 

variables. The self-administered questionnaire consists of established and existing scales to 

measure all constructs. The first section of the questionnaire contains items to measure 

cultural orientations—the HI, VI, HC and VC scale adapted by (Triandis & Gelfand, 1998). 

Materialism was measured using (Richins, 2004) MVS, the need for status was measured by 

the scale developed by (Eastman et al., 1999), the bandwagon effect was measured with items 

used by (Kastanakis & Balabanis, 2012), the luxury brand perception was measured by the 

BLI scale of (Vigneron & Johnson, 2004) and the purchase intentions measure was adapted 

from (Hung et al., 2011). 

The measurement items for each of the constructs are discussed next.  
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3.6.1 Cultural orientation 

The measures of cultural orientation were derived from scales developed by Triandis and 

Gelfand (1998), who developed and improved the measurement proposed by Singelis et al. 

(1995). The new measures contain “16 attitudinal items for measuring the vertical versus 

horizontal individualism and vertical versus horizontal collectivism constructs VI, HI, VC, 

and HC” (Triandis & Gelfand, 1998, p. 120). This scale has previously been used in cross-

cultural studies (Garbarino, Lee, & Soutar, 2010; Matsumoto et al., 1999; Shavitt et al., 2006; 

Triandis, 2001). Garbarino et al. (2010) reported reliabilities on Cronbach’s alpha for all 

constructs ranging from 0.73 to 0.87. 

Table 3.3 shows the questions regarding Triandis and Gelfand (1998) measurement of 

cultural orientation. All items are answered on a 9-point scale, ranging from 1 = never or 

definitely no and 9 = always or definitely yes. 
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Table 3.3: Measurement items for cultural orientation  

 Statement 

 Horizontal individualism items: 

1 I’d rather depend on myself than others. 

2 I rely on myself most of the time; I rarely rely on others. 

3 I often do “my own thing”. 

4 My personal identity, independent of others, is very important to me. 

 Vertical individualism items: 

5 It is important that I do my job better than others. 

6 Winning is everything. 

7 Competition is the law of nature. 

8 When another person does better than I do, I get tense and aroused. 

 Horizontal collectivism items: 

9 If a co-worker gets a prize, I would feel proud. 

10 The well-being of my co-workers is important to me. 

11 To me, pleasure is spending time with others. 

12 I feel good when I cooperate with others. 

 Vertical collectivism items: 

13 Parents and children must stay together as much as possible. 

14 It is my duty to take care of my family, even when I have to sacrifice what I want. 

15 Family members should stick together, no matter what sacrifices are required. 

16 It is important to me that I respect the decisions made by my groups. 

3.6.2 Materialism 

Richins (2004) developed the nine-item short version form of the MVS that was used in the 

current study to assess participants’ level of materialism. Thus, Cronbach’s α = 0.84 for a 

nine-item scale. This scale has been previously used in marketing and social sciences 

research, such as by (Lipovčan, Prizmić-Larsen, & Brkljačić, 2015; Sharma, 2011). 

All items are answered on a 7-point scale, ranging from 1 = strongly disagree to 7 = strongly 

agree—the questions are shown in Table 3.4 below.   
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Table 3.4: Measurement items for the materialism construct 

 Statement 

1 I admire people who own expensive homes, cars, clothes. 

2 I like to own things that impress people. 

3 The things I own say a lot about how well I’m doing. 

4 I try to keep my life simple, as far as possessions are concerned. 

5 Buying things gives me a lot of pleasure. 

6 I like a lot of luxury in my life. 

7 My life would be better if I own certain things I don’t have. 

8 I’d be happier if I could afford to buy more things. 

9 It bothers me that I can’t afford to buy things I’d like. 

3.6.3 Status consumption  

Status consumption was measured by the scale developed by (Eastman et al., 1999). The 

scale, which measures the motivation for status consumption, a stable one-factor structure 

(Eastman et al., 1999) and has been applied in the literature (Goldsmith et al., 2012; 

Kastanakis & Balabanis, 2012; Phau & Teah, 2009). Moreover, the authors report reliabilities 

of Cronbach’s α = 0.89 for construct.  

All items are answered on a 5-point scale, ranging from 1 = strongly disagree to 5 = strongly 

agree—the questions are shown in Table 3.5 below. 

Table 3.5: Measurement items for the status consumption construct 

 Statement 

1 I would buy a product just because it has status. 

2 I am interested in new products with status. 

3 I would pay more for a product if it had status. 

4 The status of a product is irrelevant to me. 

5 A product is more valuable to me if it has some snob appeal. 

3.6.4 Bandwagon effect 

The bandwagon effect measurement with three items used by (Kastanakis & Balabanis, 2012) 

is based on the following question, “How likely is it that you would buy and use each of the 

luxury items described, assuming money is no object?” For construct reliability Cronbach’s α 

= 0.85. The scale has been used previously by (Eastman et al., 2018; Shaikh et al., 2017), 

who report the measure has sufficient validity and reliability. 
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All items are answered on a 5-point scale, ranging from 1 = strongly disagree to 5 = strongly 

agree. All items are shown in Table 3.6. 

Table 3.6: Measurement items for the bandwagon effect construct 

 Statement 

1 A currently very popular and fashionable luxury watch that everyone would 

approve of its choice. 

2 A luxury watch worn by many celebrities and recognized by many people. 

3 A luxury watch that is chosen by most people as a symbol of achievement. 

3.6.5 Brand luxury perception 

The brand luxury perception was measured using the BLI scale developed by Vigneron and 

Johnson (2004). These authors originally developed this scale to provide researchers and 

marketers with an instrument to measure the degree of luxury perception of a brand. “This 

scale is consisting of 20 sets of bipolar adjective word pairs designed to measure all aspects 

of luxuriousness” (Vigneron & Johnson, 2004, p. 16). The authors report reliabilities ranging 

from Cronbach’s alpha of 0.89 to 0.91. 

The dimensions in the BLI are believed to reflect characteristics of luxury identified by other 

researchers (Dubois et al., 2001; Vickers & Renand, 2003; Vigneron & Johnson, 1999), with 

five perceived dimensions of a luxury brand, “three latent luxury dimensions reflecting non-

personal oriented perceptions (1) perceived conspicuousness, (2) perceived uniqueness and 

(3) perceived quality; and two personal oriented perceptions (4) perceived extended self, and 

(5) perceived hedonism” (Vigneron & Johnson, 2004, p. 11). Furthermore, the scale was 

applied by Christodoulides et al. (2009), who collected data from luxury consumers. 

To respond to the measure, participants were asked to indicate the point, among seven points, 

between a pair of bipolar adjective pairs to evaluate their perception regarding a given or 

favourite brand. For instance, to measure perceived conspicuousness, participants were asked 

to respond to the following word pairs as indicated in the figure below: conspicuous vs 

noticeable, popular vs elitists, affordable vs extremely expensive and so on (Vigneron & 

Johnson, 2004, p. 54). If participants believed a brand was extremely conspicuous, they were 

expected to indicate the far-left point of the scale denoted as 1; in contrast, if the brand was 

thought to be noticeable rather than conspicuous, the participant was to indicate the far-right 

point denoted as 7. The entire scale measure is presented in Figure 3.1. 
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Figure 3.1: The brand luxury index scale 

Source: Vigneron and Johnson (2004, p. 54) 

3.6.6 Purchase intentions 

The purchase intention items were adopted from (Hung et al., 2011) in a three-item construct. 

Scale construct reliability was Cronbach’s α = 0.909 according to the scale used in previous 

research (Mamat, Noor, & Noor, 2016). All items were answered on a 5-point scale, ranging 

from 1 = strongly disagree to 5 = strongly agree.  

Table 3.7: Measurement items for purchase intentions construct 

 Statement 

1 I have strong possibility to purchase Luxury Brand X’s product. 

2 I’m likely to purchase Luxury Brand X’s product. 

3 I have high intention to purchase Luxury Brand X’s product. 

After developing the previously chosen scales in this study, the following section 

demonstrates the structure of the survey instrument. 
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3.7 Questionnaire construction 

The questionnaire was constructed using Qualtrics survey software, which was also used to 

distribute the self-administrated online survey. It begins with a filter question to make sure 

the participants are appropriate for answering the research questions and have previously 

purchased luxury goods. The question asks, “Have you purchased at least one item from a 

luxury brand offering either jewellery, watches, or fashion accessories within the last year?” 

The purpose of this question is also to help ensure respondents are aware of the luxury sector 

or categories of interest in the study. 

The next section of the questionnaire contains questions to measure the main variables of the 

research, starting with multiple items to study the structure of their cultural orientation. The 

other set of variables was to investigate the personal value of materialism to respondents, 

assessment of the social factors related to luxury consumption of status items and the 

bandwagon effect, and to evaluate luxury brand perception with luxury purchase intentions as 

the dependent variable. 

The next section asked respondents about their real purchases from the specific product 

category and the reasons behind their purchases as follows: “How many luxury items do you 

purchase per year?” “Please write the average expenditure (Jordanian Dinars JOD) for luxury 

in the categories of jewellery, watches and fashion accessories.” “Please choose the product 

categories among the three listed that you make purchases in.” “Please indicate the reason for 

purchasing luxury items.” “How likely are you to purchase luxury item in the next six 

months?” 

Further, respondents were asked two questions as a control for response bias: “Overall, I feel 

the following level of satisfaction with the luxury purchases I made in the last six months.” 

“Overall, I believe owning a luxury branded product in my country is a symbol to others of 

my success.” Next respondents were asked a marker question: “How would you rate your 

experience with Airlines in Jordan?”  

The final section of the questionnaire required demographic information. Six questions were 

asked including age, gender, household income, educational level, occupation and in which 

city in Jordan they lived. The demographic information was collected to be able to describe 
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the characteristics of the sample and to analyse the impact of demographics on the consumer 

intention to purchase luxury goods.  

Fowler (2013) points out that closed-ended questions are practical for self-administered 

questionnaires because easy-to-respond is a priority for maximising the return rate. On the 

other hand, open-ended questions for self-administered questionnaires usually do not produce 

useful data. Thus, closed-ended questions were used in this study.  

The questionnaire was first developed in English, then translated into Arabic using a 

translation back-translation process (McGorry, 2000) because the research context and target 

population of the study were Jordanian customers of luxury. The translation of the 

questionnaire involves not only language issues but also theoretical and general issues 

(Francis et al., 2004). A back-translation process can improve the reliability and validity of 

the study (Brislin, 1986). According to Brislin (1986) bilingual individuals should translate 

from the source language (English) to the target language (Arabic), while another bilingual 

individual should translate back to the source language as well. Francis et al. (2004) state that 

an essential principle is that the translation has to be conducted by a person whose native 

language is the target language. Ideally, translators should also have experience in 

questionnaire design in the target language.   

In this research, a research professional in the field of marketing and operations whose native 

language is Arabic translated the original English version of the questionnaire into Arabic. To 

avoid inconsistencies of meanings between the English and Arabic versions, the 

questionnaire was then back-translated into English by an academic in the field of business 

from Jordan, who holds a PhD from the UK and is fluent in both Arabic and English. The 

academic reviewed the modified questionnaire to check whether the English and Arabic 

versions were equivalent and whether the wording of the questionnaire was accurate. 

Before the final version was developed, a pre-test was conducted to check the questionnaire. 

Churchill and Iacobucci (2006) suggest that about 10 respondents is sufficient when large-

scale pre-tests are not possible. The pre-test in this study was carried out by 10 participants 

from a group of academics in the business and marketing fields, and also from the target 

population, to check if any issues required additional improvement. After the participants 

completed the questionnaire, they were asked if they found it easy to understand, regardless 
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of whether they had any inquiries or remarks on the wording of the questions. Participants 

indicated that there was no problem with understanding the questionnaire.  

The complete English version of the survey questionnaire is included in Appendix Two.  

The next section outlines the reliability and validity tests. Conducted as the basis of quality 

research, both validity and reliability are essential to the assessment of a measurement scale.  

3.8 Reliability and validity  

The following sections describe the measurement used to evaluate the quality of research 

measures. To ensure the accuracy of the data collection process and genuinely reflect the 

research problems, researchers provide the rationality of data and measurement quality 

through two aspects: by testing reliability and validity. These aspects can be considered as the 

basic building blocks of research methodology. Data collection would be useless if it could 

not prove the reliability and validity of the research (Flynn, Sakakibara, Schroeder, Bates, & 

Flynn, 1990). 

In real-world research, measurement errors inevitably occur and should be addressed to 

control and improve the degree of reliability and validity. In addition, these two technical 

properties are closely related to each other. If reliability and validity cannot be demonstrated, 

the suitability of the data collected under empirical design is of little use. While the tests are 

independent of each other, “reliability is a prerequisite to establishing validity, but not 

sufficient. If a measure yields inconsistent results, even very highly valid results are 

meaningless” (Flynn et al., 1990, p. 265). 

3.8.1 Reliability  

Reliability involves relatively no measurement error in the measuring instrument. Flynn et al. 

(1990, p. 265) state that “a non-reliable measure is like an elastic tape measure; the same 

thing can be measured several times, but it will yield a different length each time”. The 

interpretation of reliability can be calculated in a variety of ways, such as test retesting, and 

the coefficient alpha is recommended for determining the internal consistency of a set of 

measurements (Churchill & Peter, 1984; Hinkin, 1995). 

The higher the scale, the higher the correlation of the items, and so coefficient α will be 

higher. According to Flynn et al. (1990) for a scale to be reliable means that any 
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measurement should be consistent, repeatable and yield similar test scores. In other words, 

reliability is used to reveal the extent to which the instrument produces consistent deviations 

during repeated measurements and focuses on the consistency of the measurement 

instrument. 

Test-retest reliability is the most straightforward way to evaluate reliability (Flynn et al., 

1990). It shows the repeatability of the test, as the same set of subjects can be tested twice in 

different settings, the two measurements correlated, and the consistency of the scale assessed. 

In addition, the coefficient α, also known as Cronbach’s alpha, is strongly recommended to 

measure internal consistency (Churchill & Iacobucci, 2006; Churchill & Peter, 1984). Hence, 

Churchill and Iacobucci (2006) explain that Cronbach’s alpha is the most commonly used 

method and recommended to test instrument quality reliability. If the correlation of test items 

increases, instrument quality will increase as well. Therefore, a high Cronbach’s alpha means 

that the scale consistency of the project is representative. Furthermore, a low Cronbach’s 

alpha score may be of concern because the scale is not sufficiently able to capture the same 

structure. If the results show that some items are inconsistent with other items, they should be 

omitted from the scale to improve reliability. A good Cronbach’s alpha indicates that the 

measurement items are well correlated (Churchill & Iacobucci, 2006). 

However, to obtain a total reliability score for the research construct, the researcher should 

ensure that each measurement component is calculated. According to Churchill and Iacobucci 

(2006), Cronbach’s alpha should be calculated in each measurement dimension. Typically, a 

Cronbach’s alpha score above 0.70 is considered acceptable. However, Flynn et al. (1990, p. 

266) state that “the minimum generally acceptable Alpha value is .70, however, Nunally 

suggests allowing a somewhat lower threshold, such as .60, for exploratory work involving 

the use of newly developed scales”. Furthermore, to determine the number of measurements, 

the researchers should first test Cronbach’s alpha (Churchill & Iacobucci, 2006). Therefore, 

the calculation of coefficient alpha was performed in this research. 

3.8.2 Validity  

The validity test of the measurement is the extent of what should be measured and how well 

it can be measured. Churchill and Iacobucci (2006) contend that although the measurement is 

very reliable, it does not mean that the measurement is valid. Thus, research validity focuses 

on the entire measurement and determines if the results meet all requirements and 
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predictions, which are potential causes of item covariation. Basically, “scale can be seen as 

valid if it truly reflects what is supposed to be measured” (Flynn et al., 1990, p. 266).  

In addition, there are various aspects of estimating the validity of the measurement—for 

instance, face validity, predictive validity, concurrent validity and construct validity. Flynn et 

al. (1990) explain that face or content validity is the basis for measuring validity. They are 

assessed by checking that the content of the items in the scale truly measure what they are 

designed to measure. If the content of the measurement has low validity, the validity or 

reliability of the scale may not be guaranteed. Flynn et al. (1990, p. 266) also explain that 

“content validity could not be assessed statistically; it can only be determined through 

professional advice such as academic literature”. 

As described in the previous section, in this study, the initial questionnaire was evaluated and 

reviewed to assess for content validity by academic reviewers, including researchers in 

marketing and business disciplines. Based on their feedback, the content of the final 

questionnaire and the order of the scale items was confirmed. 

Flynn et al. (1990) show that the construct validity of the measurements is directly related to 

the theoretical correlation between the variables. This correlation can reflect whether the 

scale can entirely measure the variables that should be tested. Flynn et al. (1990) propose that 

the two types of validity listed under construct validity are convergent and discriminant 

validity; both can provide evidence of construct validity (Campbell & Fiske, 1959). 

Convergent validity reflects the extent to which two measures capture a common construct. 

By contrast, discriminant validity estimates whether measurements or variables should be 

correlated or expressed in different ways. Flynn et al. (1990) conclude that the construct 

validity test allows researchers to classify real connected and covariations that are 

theoretically applied by similar measurement procedures.  

Nevertheless, Flynn et al. (1990, p. 267) suggest that “factor analysis can also be useful in 

establishing construct validity. In two ways: EFA and CFA as well. Thus, EFA can be used to 

identify tentative dimensions of the scale and determine which items should be removed from 

the scale, while CFA can be used to establish construct validity to test the hypothesis of the 

scales that have been developed”.  

The following section discusses the data analysis method for this research. 
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3.9 Data analysis procedure   

In the data collection process, respondents’ responses to the items in the questionnaire were 

collected and processed simultaneously into the computer using Qualtrics, as online surveys 

eliminate intermediate steps that could lead to errors (Zikmund, 2000).  

The data for this research were collected during a seven-week period by research panel 

provider company, PARC-Jordan with more than 40 years of experience in market and media 

research in the Arab world. As part of the procedure there was a check on data quality during 

the initial phase of data collection by examining the first 100 valid responses for response 

bias and outliers before continuing with the full dataset total of a valid 532 responses 

recorded. Further, the data output was organised and processed through Statistical Package 

for the Social Sciences (SPSS) 26.0. The next step was to prepare the data for testing and 

examine the data for editing, transcription and cleaning, and then to explore and analyse the 

data. In addition, appropriate data analysis strategies were selected by considering the 

purpose of the study, the types of research methods and the characteristics of statistical 

techniques. During data analysis, there are several steps to ensure the reliability and validity 

of the study.  

Preliminary data analysis was performed using SPSS 26.0 for Windows, and then data 

analysis using SEM was performed for hypothesis and validity testing.  

The following section presents a summary of the data analysis procedure used in this 

research, starting with the descriptive analysis of the whole sample, then the performance of 

EFA and the test reliability of the scale, followed by the CFA and validity assessment, and 

finally, the SEM and the hypothesis testing. Chapter 4 presents a more detailed analysis and 

discussion of the results. 

3.9.1 Preliminary data analysis 

Descriptive statistics in empirical studies typically include frequency, percentage, mean, 

range, variance and standard deviation to summarise variables. Descriptive statistics in this 

study provide an overview of the total sample, a brief description of the dataset, and a guide 

to conducting a multivariate analysis (Hair et al., 2010; Malhotra & Birks, 2007). 
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3.9.2 Exploratory factor analysis and reliability 

A factor analysis was conducted at the initial stage of the study to determine the basis of 

cultural orientation and perception when buying luxury goods. EFA was performed to 

identify the basic structure of the measurement scale dimensions, and CFA was performed to 

test whether the previous dimensional structure was consistent with the structure obtained by 

a specific set of measures (Byrne, 2001). 

EFA is used to determine the potential interrelationships and structures between factors. CFA 

is more complicated. It is used to test the hypothesis that the project is related to other 

specific factors (Hair et al., 2010). EFA is a useful statistical method that can be used to 

determine the number of infrastructures that make up large items set (Hair et al., 2010; 

Stewart, 1981). 

Researchers often use EFA to develop scales. According to, Fabrigar, Wegener, MacCallum, 

and Strahan (1999, p. 277) “it is also often useful to use EFA and CFA in conjunction with 

one another. An EFA can be conducted in an initial study to provide a basis for specifying a 

CFA model in a subsequent study”. They further state that “there are several ways to perform 

EFA, such as principal component, alpha factor analysis, principal factor analysis, and 

maximum likelihood”. According to Hair et al. (2010), principal component analysis of 

orthogonal rotation is the most widely used method; therefore, in this study, a principal 

component analysis was applied to the EFA process using SPSS 26.0. 

Hair et al. (2010), argues, before extracting factors, it is important to study the degree of 

variance between variables because factor analysis examines the correlation of variables. 

Also, the communality aims to measure “the sum of variances, the original variables are 

shared with all other variables included in the analysis”. Therefore, first, this study 

investigated the degree of variance of variables shared with other variables. Second, 

Williams, Onsman, and Brown (2010, p. 6) indicate that “the eigenvalue criterion aims to 

determine the number of factors and the scree test is frequently used to confirm the maximum 

number and an optimum number of factors”.  

Third, “orthogonal varimax is the most common rotational technique used in factor analysis, 

which produce factor structures that are uncorrelated” (Williams et al., 2010, p. 9). Hinkin 

(1995) shows that the variance maximal rotation method is used to maximise the high 



     

99 

 

correlation between variables and factors, and to minimise low correlation. This study used 

varimax rotation to improve interpretability and scientific applicability in EFA. Hair et al. 

(2010) explain that factor loadings of each item indicate if an item should belong to a factor 

or be removed. In practical research, a factor loading of 0.50 from EFA is considered as the 

acceptance criterion for retaining it in a factor (Hair et al., 2010). 

Finally, reliability testing was performed using Cronbach’s alpha to assess internal 

consistency. Projects were evaluated for overall relevance, and inter-item correlations were 

also studied to measure correlations between items. Thus, a Cronbach’s alpha value greater 

than 0.7 indicates that the items are consistent with the scale construct (Churchill & Peter, 

1984; Flynn et al., 1990). 

3.9.3 Confirmatory factor analysis and validity 

Hair et al. (2010) explain that CFA and EFA are similar in several ways. For example, they 

define the underlying structure between variables by examining the correlation between 

variables and reduce the dataset to create a more manageable data size. However, they are 

philosophically different. Williams et al. (2010, p. 3) state that “in CFA the researcher uses 

this approach to test a proposed theory (CFA is a form of structural equation modelling), or 

model and in contrast to EFA, has assumptions and expectations based on priori theory 

regarding the number of factors, and which factor theories or models best fit” The purpose of 

CFA is to test and confirm the relationship between a set of observed variables. The results of 

the CFA indicate how much empirical data is consistent with the theoretical indicators of the 

factors (Hair et al., 2010). Since this study was designed to test an empirical theory, CFA was 

used as analysis in this research. 

CFA can show how well the actual data fits the specified factor pattern (DeVellis, 2016). 

This study applies CFA to perform validity evaluation. Similarly, the CFA test is used to 

evaluate the convergent validity and discriminant validity, and for analysis of the main survey 

data. The most common CFA technique is maximum likelihood factor analysis. Researchers 

try to estimate the overall parameters in the sample statistics. In this study, analysis of 

moment structures (AMOS) 26.0 was used to evaluate the quality of the factor structure by 

statistically testing the overall model and the impact of items loading on the factor. 
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3.9.4 Structural equation modelling 

According to Hair et al. (2010), SEM is “a family of statistical models that attempt to explain 

the relationship between multiple variables.” The purpose of SEM is to explore and evaluate 

the relationship between the dependent and independent variables. Barrett (2007, p. 823) 

concludes that “SEM is a modelling tool, and not a tool for ‘descriptive’ analysis. It fits 

models to data. These models require testing to determine the fit of a model to the data”. 

Generally, structural equation model testing is based on two models, namely the 

measurement model and the structural model. The goal of SEM is to find and confirm the 

consistency between the theoretical model and the estimated model based on the overall 

model fitting. 

Byrne (2001) summarises many of the advantages of SEM compared to other multivariate 

techniques. First, when using SEM, researchers use a confirmatory method for data analysis 

and analyse the data for inference by requiring an a priori model of the specified interchange 

relationship. Conversely, the descriptive nature of many other multivariate methods makes 

hypothesis testing difficult. Second, traditional multivariate methods cannot assess or correct 

measurement errors. However, when there is SEM in the explanatory variable, the SEM 

analysis can avoid inaccuracies caused by ignoring the error. Structural models allow for the 

assignment of error term’s covariances (Byrne, 2001). 

Third, data analysis using SEM can measure the relationship between unobserved and 

observed variables combined with covariance analysis between observable variables. The 

SEM can handle a large number of endogenous variables and exogenous variables, as well as 

unobserved variables designated as linear combinations of observed variables (Hair et al., 

2010). Finally, there is no long and easy way to apply the method for replacing SEM to 

model multivariate relationships or indirect effects. 

3.9.5 Model fit assessment 

There are several ways to assess the overall model fit in the statistical process. However, 

many researchers and scholars claim that there is no way to ensure the model fit absolutely, 

so they recommend that at least four conditions be considered when operating CFA and SEM 

(Byrne, 2001; Hair et al., 2010). The most widely used fit indices “include Chi-square, 

Goodness of Fit (GFI), Adjusted Goodness of Fit Index (AGFI), Comparative Fit Index 
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(CFI), and Root Mean Square Error Approximation (RMSEA). Moreover, Normed Fit Index 

(NFI) and Tucker-Lewis Index (TLI) are also commonly used to examine model fit” (Kenny 

& McCoach, 2003, p. 334). Thus, in this study, a total of seven model fit indices were 

adapted for CFA and SEM tests. The suggested rules of thumb of these seven indices are 

provided in Table 3.8 below. 

Table 3.8: Assessment of model fit 

Model fit indices Recommended value 

CMIN/DF  Less than 3 

GFI More than 0.90 

AGFI More than 0.80 

NFI More than 0.90 

CFI More than 0.90 

TLI More than 0.80 

RMSEA Less than 0.80 

Note: CMIN/DF = minimum discrepancy divided by degrees of freedom; GFI = goodness of fit; AGFI = 

adjusted goodness of fit; NFI = normed fit index; CFI = comparative fit index; TLI = Tucker-Lewis index; 

RMSEA = root mean square error approximation  

Adapted from (Hair et al., 2010) 

3.9.6 Hypotheses tests 

The next step is to test the hypotheses using SEM. Hair et al. (2010) state that “SEM is a 

unique combination of statistical tools for multiple regression equations and multivariate 

techniques”. SEM is used to analyse structural relationships. This technique is the 

combination of factor analysis and multiple regression analysis, and is used to analyse the 

structural relationship between measured variables and latent constructs. Similar to multiple 

regression equations, SEM can evaluate the structure of the relationship to explore and 

interpret the equations.  

In addition, these equations can prove the relationship between independent and dependent 

variables, while multiple variables represent potential or unobservable factors. Hair et al. 

(2010) point out that in the social sciences, SEM is widely used as one of the most powerful 

statistical methods for studying the relationship between variables, especially the relationship 

between unobservable and latent variables. As a result, in this study, the hypotheses were 

examined using SEM based on several standardised estimates, critical ratio (t-value) and 
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critical value (p-value). More specifically, the SEM in AMOS 26.0 for Windows is suitable 

for testing hypothetical models.  

3.10 Ethics consideration 

The current research adhered to Charles Sturt University’s Human Research Ethics 

requirements for conducting research. Thus, Charles Sturt University’s Human Research 

Ethics Committee approved this project before data collection began. Accordingly, all survey 

participants who were invited by the online panel company to take the survey were provided 

with the information statement immediately after they clicked on the survey link, and were 

asked for their consent if they agreed to participate in this research before beginning the 

survey. 

The online survey was accessed through the Qualtrics website. Low risks or inconveniences 

were anticipated to survey participants. All participants were voluntary and anonymous. 

Participants were given the opportunity to withdraw their participation and survey record at 

any time. Further, confidentiality is assured by the researcher and supervisors as participant 

responses to the questionnaire are kept entirely confidential. Records of this study are kept 

completely private. 

3.11 Chapter summary 

This chapter aimed to discuss the research design and to explain the research methodology. 

Numerous ways of using appropriate methods have been proposed. First, the nature of 

research based on the theory and paradigm verification favours the choice of quantitative 

methodology and use of an online survey as the appropriate way to collect data and further 

test the proposed hypotheses presented in Chapter 2. Second, based on the reviewed 

literature, the questionnaire instruments and items were developed to measure research 

constructs involved in this research. Third, according to the research purpose and objectives, 

the essential data and statistical techniques were selected along with appropriate analytical 

techniques for preliminary data analysis and hypothesis testing.  

The next chapter presents the data analysis in detail. 
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CHAPTER 4 DATA ANALYSIS AND RESULTS 

4.1 Introduction  

This chapter contains the results of the study. The hypotheses of the study in the conceptual 

model were tested using SEM in AMOS 26. The overall analytic procedure was: 

1. data screening  

2. description of the sample collected  

3. EFA and reliability of measures using SPSS 26 (Hair et al., 2010)  

4. development of the measurement model with CFA  

5. use of the path model in SEM to test each of the hypotheses of the study.  

To enhance model fit the scores from the CFA were used in the path model. The chapter 

concludes with a table of summary results with support shown for each of the hypotheses.  

4.2 Data cleaning and screening  

According to Hair et al. (2010), the accuracy of the data is very important because errors may 

occur and may affect the analysis results. Therefore, screening and data cleansing must be 

performed to ensure that errors are eliminated before analysis. 

Data loss or missing data is one of the most common problems of data analysis, and will 

affect the research results. According to Sekaran and Bougie (2016), missing data represents 

unknown variables. It may be that the interviewee accidentally missed a question or provided 

an ambiguous answer. By checking basic descriptive statistics or frequency distribution and 

checking outliers, the dataset is screened for errors and missing data. 

The survey for this study was conducted via Qualtrics survey software; this means that the 

software records complete responses only, storing those not completed under responses in 

progress until participants complete the survey or it is deleted by the researcher. Further, 

Sekaran and Bougie (2016) recommend that in cases where 25% of the items in the 

questionnaire have been left unanswered, the questionnaire should be discarded. For this 

study, 60 respondents had their responses discarded due to non-completion of a number of 
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questions. Only the cases or respondents with complete responses were recorded and used for 

analysis.  

Additionally, data screening requires checking for logically consistent responses. For 

example, household income should be consistent with annual expenditure on luxury items. 

Further, respondents who select the same response number excessively (e.g. all the questions 

are answered with strongly agree) were also deleted because that shows that the respondent 

may not have answered the questions seriously. Forty cases with such problems were deleted. 

According to Hair et al. (2010), outliers are “observations with a unique combination of 

characteristics identifiable as distinctly different from the other observations”. Tabachnick, 

Fidell, and Ullman (2007) provide four reasons for outliers. First, is data input error; second 

is when the missing value code is not specified in computer-controlled language and the 

missing value indicator is read as real data; third is when the outlier is not a member of the 

expected population; fourth, the situation is from the expected population, but the distribution 

of variables in the population has a greater extreme value than the normal distribution. In this 

study, raw data were transferred directly from the Qualtrics database survey website to the 

SPSS file. Therefore, these types of outliers or possible values in data input and coding did 

not occur in this study. No outliers that may occur in the other three cases were found in this 

study either. Accordingly, as the previous chapter mentioned, 532 questionnaires were used 

for the final analysis. 

4.3 Descriptive statistics 

This section provides details about the sample and presents a descriptive analysis of the main 

variables of interest to this study. 

4.3.1 The sample  

The sample consisted of 54.1% women, with 73.9% aged up to 44 years with the most 

popular age category being 25−34 years (29.7%). The sample represented the significant 

cities of Jordan, with 35.5% of respondents residing in the capital, Amman. 

The respondents tended to be well educated with 49.2% having a Bachelor degree, and 14.3% 

postgraduate and PhD degree qualifications. About 64.1% of the respondents had a monthly 

household income of 800−1500 JOD, (approximately equal to US$1,126−2,112), 21.6% had 



     

105 

 

a monthly household income of 1500 JOD (approximately equal to US$2,112) or above, 

14.3% had a monthly income of 2500 JOD (approximately equal to US$3,521) or above. 

The respondents who held professional or managerial positions accounted for 24.6% of the 

sample, with technicians (engineering, health care practitioners) accounting for 11.3%. Some 

15.3% of respondents were administrative workers, while students made up 13.3%. The 

sample was representative of the demographics of target consumers for luxury goods in 

Jordan. 

Respondents were asked to list the type of luxuries they purchased during the last year. 

Jewellery accounted for 34.0%, watches for 33.1% and fashion accessories for 76.1% (note 

that respondents could select more than one item). Respondents were then asked to state their 

reasons for the purchases; again they could select more than one. Reasons included for 

themselves (86.1%), for others (family and friends, 48.1%) and for a special occasion 

(23.1%). Luxury consumption in the sample was quite high, with a mean number of 11.12 

purchases a year (although there was wide variation, with a standard deviation of 46.39). The 

average annual expenditure on luxury items was US$19,285; again, there was significant 

variation in the figure with a standard deviation of US$50,932. 

All information concerning the demographic details of participants for the total number of 

532 respondents are shown in Tables 1−6 in the Appendix One.  

4.3.2 Descriptive analysis of the main variables of interest 

The variables related to this research were cultural orientation, materialism, bandwagon 

effect, status consumption, luxury brand perception and purchase intentions. Tables 4.1−4.5 

show the minimum, maximum, mean scores and standard deviation for these variables. 

4.3.2.1 Cultural orientation  

This research adopted the construct of Triandis and Gelfand (1998, p. 118) to analyse cultural 

orientation. The minimum, maximum, mean and standard deviations were used to measure 

the “four dimensions of cultural orientation: Horizontal individualism, Horizontal 

collectivism, Vertical individualism and Vertical collectivism” as shown in Table 4.1. The 

mean scores of a total of 16 items were all positive. Specifically, the item “Parents and 

children must stay together as much as possible” had the highest mean score (M = 7.96; SD = 
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1.776). The next highest item was “My personal identity, independent of others, is very 

important to me.” (M = 7.86; SD = 1.844). The item “When another person does better than I 

do, I get tense and aroused” had the lowest mean score (M = 4.82; SD = 2.868). In these four 

dimensions, VC had the highest average mean score (7.51), followed by HI (7.22), then HC 

with average mean score (6.63), while the lowest average mean score (6.44) was for VI. 

Table 4.1: Descriptive Statistics: cultural orientation variables 

Construct Item Minimum Maximum Mean Std. 

Deviation 

Horizontal individualism  

HI 1 I’d rather depend on myself than 

others. 

1 9 6.92 2.62 

HI 2 I rely on myself most of the time; 

I rarely rely on others. 

1 9 6.80 2.59 

HI 3 I often do “my own thing”. 1 9 7.31 2.23 

HI 4 My personal identity, independent 

of others, is very important to me. 

1 9 7.86 1.84 

Vertical individualism      

VI 5 It is important that I do my job 

better than others. 

1 9 7.58 2.08 

VI 6 Winning is everything. 1 9 5.79 2.85 

VI 7 Competition is the law of nature. 1 9 7.59 2.05 

VI 8 When another person does better 

than I do, I get tense and aroused. 

1 9 4.82 2.86 

Horizontal collectivism     

HC 9 If a co-worker gets a prize, I 

would feel proud. 

1 9 6.43 2.57 

HC 10 The well-being of my co-workers 

is important to me. 

1 9 6.60 2.33 

HC 11 To me, pleasure is spending time 

with others. 

1 9 6.04 2.58 

HC 12 I feel good when I cooperate with 

others. 

1 9 7.45 1.89 

Vertical collectivism     

VC 13 Parents and children must stay 

together as much as possible. 

1 9 7.96 1.77 

VC 14 It is my duty to take care of my 

family, even when I have to 

sacrifice what I want. 

1 9 7.10 2.53 

VC 15 Family members should stick 

together, no matter what sacrifices 

are required. 

1 9 7.35 2.05 

VC 16 It is important to me that I respect 

the decisions made by my groups. 

1 9 7.64 1.90 

Note: N = 532 
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With the materialism scale, the mean scores of the total of nine items were all positive. The 

item “Buying things gives me a lot of pleasure” had the maximum mean score (M = 5.61; SD 

= 1.306). The item “I admire people who own expensive homes, cars, clothes” had the lowest 

mean score (M = 4.21; SD = 1.941) (see Table 4.2). 

Table 4.2: Descriptive statistics: Materialism  

Construct Item Minimum Maximum Mean 
Std. 

Deviation 

Materialism       

MAT 1 I admire people who own 

expensive homes, cars, clothes 

1 7 4.21 1.94 

MAT 2 I like to own things that impress 

people. 

1 7 4.44 1.91 

MAT 3 The things I own say a lot about 

how well I’m doing. 

1 7 4.85 1.72 

MAT 4 I try to keep my life simple, as far 

as possessions are concerned. 

1 7 4.87 1.47 

MAT 5 Buying things gives me a lot of 

pleasure. 

1 7 5.61 1.30 

MAT 6 I like a lot of luxury in my life 1 7 5.59 1.35 

MAT 7 My life would be better if I own 

certain things I don’t have. 

1 7 5.54 1.41 

MAT 8 I’d be happier if I could afford to 

buy more things. 

1 7 5.58 1.39 

MAT 9 It bothers me that I can’t afford to 

buy things I’d like 

1 7 4.69 1.92 

Note: N = 532 

Table 4.3 shows the descriptive statistics for two variables (status consumption and 

bandwagon effect), with the five items for status consumption and three items for bandwagon 

effect all being positive. The highest mean score was the item “A luxury watch that is chosen 

by most people as a symbol of achievement” (M = 3.70; SD = 1.151). The lowest mean score 

was for “I would pay more for a product if it had status” (M = 2.98; SD = 1.274). 
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Table 4.3: Descriptive statistics: Status consumption and the bandwagon effect 

Construct Item Minimum Maximum Mean 
Std. 

Deviation 

Status consumption     

STA 1 I would buy a product just because 

it has status. 

1 5 3.01 1.25 

STA 2 I am interested in new products 

with status. 

1 5 3.39 1.16 

STA 3 I would pay more for a product if it 

had status. 

1 5 2.98 1.27 

STA 4 The status of a product is irrelevant 

to me. 

1 5 3.02 1.22 

STA 5 A product is more valuable to me 

if it has some snob appeal. 

1 5 3.65 1.13 

Bandwagon effect      

BAN 1 A currently very popular and 

fashionable luxury watch that 

everyone would approve of its 

choice. 

1 5 3.55 1.13 

BAN 2 A luxury watch worn by many 

celebrities and recognised by many 

people. 

1 5 3.08 1.34 

BAN 3 A luxury watch that is chosen by 

most people as a symbol of 

achievement. 

1 5 3.70 1.15 

Note: N = 532 

The BLI scale has 20 items and five dimensions—perceived conspicuousness, uniqueness, 

quality, hedonism and the extended self. The uniqueness item “Precious: Valuable” had the 

highest mean score (M = 4.62; SD = 1.831), while the quality item “Crafted: Manufactured” 

had the lowest mean score (M = 3.29; SD = 1.926). In these five dimensions of luxury brand 

perception, the top average mean score was related to the non-personal perception 

dimensions of the scale as follows: the dimension of uniqueness had the highest average 

mean score (4.15), followed by conspicuousness (4.03), then the quality dimension (3.98). 

The personal perception dimension of the scale was the lowest as follows: extended self 

(3.88) and hedonism had the lowest average mean score (3.80).  

Table 4.4 shows the descriptive statistics for luxury brand perception. 
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Table 4.4: Descriptive statistics: Luxury brand perception 

Construct Minimum Maximum Mean 

Std. 

Deviation 

CON_Conspicuous: Noticable 1 7 3.82 2.22 

CON_Popular: Elitist  1 7 4.32 2.13 

CON_Affordable: Extremely Expensive 1 7 3.56 1.90 

CON_For Wealthy: For Well Off 1 7 4.43 1.76 

UNI_Fairly Exclusive:Very Exclusive 1 7 3.84 1.79 

UNI_Precious:Valuable 1 7 4.62 1.83 

UNI_Rare:Uncommon 1 7 4.38 1.85 

UNI_Unique:Unusual 1 7 3.79 1.84 

QUA_Crafted: Manufactured 1 7 3.29 1.92 

QUA_Upmarket: Luxurious 1 7 4.61 1.88 

QUA_Best Quality: Good Quality 1 7 3.77 2.06 

QUA_Sophisticated: Original 1 7 4.31 2.09 

QUA_Superior: Better 1 7 3.93 2.03 

HED_Exquisite: Tasteful 1 7 3.91 2.04 

HED_Attractive: Glamorous 1 7 3.77 1.95 

HED_Stunning: Memorable 1 7 3.72 2.07 

EXT_Leading: Influential 1 7 4.17 2.06 

EXT_Very Powerful: Fairly Powerful 1 7 3.51 1.99 

EXT_Rewarding: Pleasing 1 7 3.91 2.06 

EXT_Successful: Well Regarded 1 7 3.93 2.16 

Note: CON = conspicuousness; UNI = uniqueness; QUA = quality; HED = hedonism: EXT = extended self 

N = 532 

Finally, of the three items for the purchase intention construct “I have high intention to 

purchase Luxury Brand X’s product” had the highest mean score (M = 3.56; SD = 1.133) (see 

Table 4.5).  

Table 4.5: Descriptive Statistics: purchase intentions 

Construct  Item  Minimum Maximum Maximum Std. Deviation 

PI 1 I have strong possibility to purchase 

Luxury Brand X’s product. 

1 5 3.52 1.13 

PI 2 I’m likely to purchase Luxury Brand X’s 

product. 

1 5 3.43 1.09 

PI 3 I have high intention to purchase Luxury 

Brand X’s product. 

1 5 3.56 1.13 

Note: PI = purchase intention 

N = 532 
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4.4 Exploratory factor analysis and reliability assessment  

Factor analysis is a statistical technique used to analyse multi-dimensional relationships 

between complex variables (Hair et al., 2010).  

Further, Williams et al. (2010, p. 2) state that “factor analysis is a multivariate statistical 

procedure that has many uses, three of which will be briefly noted here. Firstly, factor 

analysis reduces a large number of variables into a smaller set of variables (also referred to as 

factors). Secondly, it establishes underlying dimensions between measured variables and 

latent constructs, thereby allowing the formation and refinement of theory. Thirdly, it 

provides construct validity evidence of self-reporting scales.” 

To find a better dataset, factor analysis can indicate the most relevant variables in factor 

loading and aggregate them into the same construct (Hair et al., 2010). In this regard, 

Williams et al. (2010, p. 3) wrote that “there are two major classes of factor analysis: 

Exploratory Factor Analysis (EFA), and Confirmatory Factor Analysis (CFA)”. Hence, both 

analyses aim to study the correlation between variables and reduce large data sets. However, 

these two techniques have different functions. For example, EFA puts more emphasis on 

understanding how many variables can be used and which variables belong to which 

structure. In contrast, the focus of CFA is to test how well the theoretical structure matches 

useful data (Barrett, 2007; Hair et al., 2010). 

In this study, both EFA and CFA were used to evaluate the research model and constructs. 

Fabrigar et al. (1999, p. 277) compare the two thus: “EFA provides procedures for 

determining an appropriate number of factors and the pattern of factor loadings primarily 

from the data. In contrast, CFA requires a researcher to specify a specific number of factors 

as well as to specify the pattern of zero and nonzero loadings of the measured variables on 

the common factors.” Therefore, for EFA, SPSS Windows 26.0 was used, and for the CFA 

analysis AMOS 26.0 was applied. 

Hair et al. (2010) categorise these loadings using another rule of thumb: ±0.30 = minimal, 

±0.40 = important, and ±0.50 = practically significant, while factor loads exceeding ±0.70 are 

considered well-defined structures. Further, Williams et al. (2010, p. 5) point out that “a 

factorability of 0.3 indicates that the factors account for approximately 30% relationship 

within the data, or in a practical sense, it would indicate that a third of the variables share too 
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much variance, and hence becomes impractical to determine if the variables are correlated 

with each other or the dependent variable (multicollinearity)”. Moreover, the Kaiser-Meyer-

Olkin (KMO) and Bartlett’s test of sphericity (Bartlett, 1950) can be tested through EFA by 

using SPSS. The aim of the KMO is to examine the adequacy of sampling and Bartlett’s test 

of sphericity investigates if using factor analysis is accurate for the research. Regarding the 

value of KMO, its index ranges from 0 to 1, with 0.50 considered suitable for factor analysis 

(Hair et al., 2010). 

4.4.1 Scale reliability testing 

Reliability is an assessment of the degree of consistency between multiple measurements of 

variables and dependability. Internal consistency is the most widely used method for testing 

consistency between research variables (Churchill & Peter, 1984; Sekaran & Bougie, 2016). 

Under the same measurement scale or structure, each project or indicator should be highly 

related to other items or indicators, based on the principle of internal consistency (Hair et al., 

2010). 

In this regard, Hair et al. (2010) propose three indicators to measure reliability: item-to-total 

correlation, inter-item correlation and Cronbach’s alpha. First, the item-to-total correlation 

tests the correlation of the items to the score of the summated scale with a score of 0.50 

considered as optimum. Second, the inter-item correlation measures the correlation between 

items, and the result should exceed 0.30. The last indicator, Cronbach’s alpha, assesses the 

reliability coefficient, which looks at the consistency of the entire scale. The expected result 

of Cronbach’s alpha is that it should be greater than 0.70. Also researchers suggest that in 

order to ensure the reliability of the scale, all three indicators must be measured and evaluated 

(Churchill & Peter, 1984). 

In this study, the reliability test was satisfied with the recommended result. Most of the item 

values of item-to-total correlation and inter-item correlation are above 0.30. In addition, all 

factors of Cronbach’s alpha exceed 0.70, except for the bandwagon effect and uniqueness at 

the threshold of 0.68, as well the VI dimension of the cultural orientation scale, as shown in 

Table 4.6, which shows the Cronbach’s alpha for the original scales.  
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Table 4.6: Cronbach’s alpha values 

Scale  Alpha reliability  Number of items 

Cultural orientation    

Horizontal individualism 0.87 4 

Vertical individualism 0.55 4 

Horizontal collectivism 0.69 4 

Vertical collectivism 0.76 4 

Materialism  0.81 9 

Status consumption  0.73 5 

Bandwagon effect  0.68 3 

BLI scale   

Conspicuousness  0.71 4 

Uniqueness 0.68 4 

Quality 0.81 5 

Hedonism 0.73 3 

Extended self  0.78 4 

Purchase intentions 0.86 3 

Note: BLI = brand luxury index 

After the reliability test the EFA was conducted (Hair et al., 2010). A principal component 

factor analysis with varimax rotation was applied to the variables of cultural orientation and 

other factors associated with the consumption of luxury goods proposed in this research. The 

suitability of the data for factor analysis was assessed preceding performing principal 

component factor analysis. Factors were extracted using the criteria of eigenvalues of 1 or 

more and scree plot analysis. Tables 4.7−4.9 illustrate the results of EFA. 

The cultural orientation scale consisting of 16 items generated four identified dimensions of 

cultural orientation in this research. Varimax rotation was used to aid interpretation of the 

factors. Most variables loaded strongly at >0.50 on the four factors as shown Table 4.7. The 

results indicate high reliability of the constructs and are consistent as proposed by Triandis 

and Gelfand (1998).  

Similarly, the EFA was also conducted for materialism, status consumption, bandwagon 

effect and purchase intentions, as described in Table 4.8. Hence, if the load of items is greater 

than the threshold of 0.60, these items are retained. Variables that have a low correlation with 

other variables and a lower load of these factors are deleted. As a result, the items “I try to 

keep my life simple, as far as possessions are concerned” from the materialism scale and 
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“The status of a product is irrelevant to me” from the status consumption scale were excluded 

from the constructs. 

For the BLI the results revealed a 20-item five-factor structure for the scale measures of 

evaluation of brand luxury perceptions; Table 4.9 shows the results of the EFA of the BLI 

scale. The reliability analysis of the items on each factor produced Cronbach’s alpha 

coefficients ranging from 0.68 to 0.81. Most of the variables loaded quite strongly on the 

factors, with the item-total correlations for most of the items being greater than 0.4. The 

Cronbach’s alpha if an item was deleted for most of items was smaller than the Cronbach’s 

alpha of the factors, except for the uniqueness item “Fairly Exclusive: Very Exclusive”. After 

a closer examination of the loading on the factors, it was found that these five factors 

extracted in this research were inconsistent with the five factors of the BLI scale as proposed 

by (Vigneron & Johnson, 2004).  
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Table 4.7: Summary of exploratory factor analysis and reliability measures: Cultural 

orientation 

Measure Factor 

loadings 

Corrected 

item-total 

correlation 

Cronbach’s 

alpha if 

item deleted 

Cronbach’s 

alpha   

Horizontal individualism     

I’d rather depend on myself than others. 0.91 0.82 0.81 0.88 

I rely on myself most of the time; I rarely rely 

on others 
0.91 0.83 0.80  

I often do “my own thing.” 
0.89 0.79 0.82 

 

My personal identity, independent of others, is 

very important to me. 

0.69 0.53 0.91 
 

Vertical individualism     
 

It is important that I do my job better than 

others. 
0.86 0.35 0.47 0.55 

Winning is everything. 0.72 0.35 0.46  

Competition is the law of nature. 0.84 0.40 0.43  

When another person does better than I do, I 

get tense and aroused. 
0.84 0.27 0.54  

Horizontal collectivism      

If a co-worker gets a prize, I would feel proud. 0.77 0.52 0.59 0.68 

The well-being of my co-workers is important 

to me. 
0.80 0.56 0.56  

To me, pleasure is spending time with others. 0.57 0.34 0.71  

I feel good when I cooperate with others. 0.74 0.50 0.61  

Vertical collectivism      

Parents and children must stay together as 

much as possible. 
0.75 0.54 0.71 0.76 

It is my duty to take care of my family, even 

when I have to sacrifice what I want. 
0.74 0.53 0.73  

Family members should stick together, no 

matter what sacrifices are required. 
0.85 0.69 0.63  

It is important to me that I respect the decisions 

made by my groups. 
0.73 0.50 0.73  
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Table 4.8: Summary of exploratory factor analysis: materialism, status consumption, 

bandwagon effect, and purchase intentions 

Factors and related items 

 

Factor 

loadings 

Corrected 

item-total 

correlation 

Cronbach’s 

alpha if 

item deleted 

Cronbach’s 

alpha   

Materialism     

I admire people who own expensive homes, cars, 

clothes. 

0.86 0.53 0.79 0.81 

I like to own things that impress people. 0.88 0.61 0.78  

The things I own say a lot about how well I’m 

doing. 

0.80 0.60 0.78  

I try to keep my life simple, as far as possessions 

are concerned. 

0.25 0.05 0.84  

Buying things gives me a lot of pleasure. 0.89 0.61 0.78  

I like a lot of luxury in my life 0.87 0.58 0.78  

My life would be better if I own certain things I 

don’t have. 

0.8 0.63 0.78  

I’d be happier if I could afford to buy more things. 0.90 0.68 0.77  

It bothers me that I can’t afford to buy things I’d 

like. 

0.68 0.39 0.81  

Bandwagon effect     

A currently very popular and fashionable luxury 

watch that everyone would approve of its choice. 

0.82 0.54 0.53 0.68 

A luxury watch worn by many celebrities and 

recognised by many people. 

0.74 0.45 0.65  

A luxury watch that is chosen by most people as a 

symbol of achievement. 

0.78 0.49 0.59  

Status consumption     

I would buy a product just because it has status. 0.85 0.68 0.61 0.73 

I am interested in new products with status. 0.85 0.64 0.63  

I would pay more for a product if it had status. 0.81 0.62 0.63  

The status of a product is irrelevant to me. 0.15 0.10 0.82  

A product is more valuable to me if it has some 

snob appeal. 

0.70 0.50 0.68  

Purchase intention     

I have strong possibility to purchase Luxury Brand 

X’s product. 

0.90 0.77 0.77 0.86 

I’m likely to purchase Luxury Brand X’s product. 0.84 0.67 0.86  

I have high intention to purchase Luxury Brand X’s 

product. 

0.90 0.76 0.78  
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Table 4.9: Summary of exploratory factor analysis: Brand luxury index scale 

Factor and related items Factors 

loadings 

Corrected 

item-total 

correlation 

Cronbach’s 

alpha if 

item deleted 

Cronbach’s 

alpha    

Conspicuousness     

CON_Conspicuous: Noticable  

CON_Popular: Elitist  

CON_Affordable: ExtremelyExpensive 

CON_For Wealthy: For Well Off 

0.73 

0.79 

0.81 

0.39 

0.39 

0.39 

0.49 

0.29 

0.70 

0.70 

0.65 

0.71 

0.71 

Uniqueness     

UNI_Fairly Exclusive:Very Exclusive 

UNI_Precious:Valuable 

UNI_Rare: Uncommon 

UNI_Unique: Unusual 

0.48 

0.64 

0.71 

0.69 

0.23 

0.40 

0.32 

0.46 

0.70 

0.67 

0.68 

0.66 

0.68 

Quality     

QUA_Crafted: Manufactured 

QUA_Upmarket: Luxurious 

QUA_Best Quality: Good Quality 

QUA_Sophisticated: Original 

QUA_Superior: Better  

0.84 

0.82 

0.80 

0.75 

0.65 

0.52 

0.31 

0.52 

0.43 

0.54 

0.79 

0.81 

0.79 

0.81 

0.80 

0.81 

Hedonism     

HED_Exquisite: Tasteful 

HED_Attractive: Glamorous 

HED_Stunning: Memorable 

0.74 

0.72 

0.77 

0.54 

0.42 

0.49 

0.71 

0.73 

0.72 

0.73 

Extended self     

EXT_Leading: Influential 

EXT_Very Powerful: Fairly Powerful 

EXT_Rewarding: Pleasing 

EXT_Successful: Well Regarded 

0.74 

0.70 

0.77 

0.68 

0.49 

0.56 

0.46 

0.46 

0.75 

0.73 

0.77 

0.77 

0.78 

Note: CON = conspicuousness; UNI = uniqueness; QUA = quality; HED = hedonism; EXT = extended self 

In the next stage, CFA was operated, followed by hypothesis testing using SEM. The CFA 

and SEM were tested by AMOS 26.0 version for Windows. 

4.5 Confirmatory factor analysis and scale validity 

The previous section described the use of EFA to theoretically study the factors; the next 

stage entailed conducting CFA on the constructed tests. This study was quantitative and thus 

used a deductive method. According to the research purpose, the deduction process includes 

establishing theory and making assumptions to further collect data (Collis & Hussey, 2013). 

Specifically, this research was based on a large literature review, constructed hypotheses and 
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established conceptual models for practical theoretical testing. Additionally, Jodie (2006, p. 

37) states that “the goal of the analysis is to test the hypothesised structure and perhaps test 

competing theoretical models about the structure. Factor extraction and rotation are not part 

of confirmatory factor analyses.” Therefore, the CFA was conducted to obtain the research 

hypothesis. Hair et al. (2010) comment that CFA and EFA are similar in several ways, but 

they are different from a philosophical point of view. Jodie (2006, p. 37) argues that “perhaps 

one of the most important differences between EFA and CFA is that CFA offers a statistical 

test of the comparison between the estimated unstructured population covariance matrix and 

the estimated structured population covariance matrix”. 

CFA is designed to test and confirm measurement theory. During the CFA, the first step is to 

determine the number of factors in several variables and how each factor is loaded in the 

variable before calculating the results. The results of the CFA prove to what extent the 

empirical data is consistent with the theoretical specifications of the factors. Therefore, CFA 

can assess whether the preconceived theory is true (Jodie, 2006). After CFA confirms the 

theoretical structure, the results should be combined with structural tests to study the entire 

conceptual framework through SEM (Hair et al., 2010). 

In summary, this study completed CFA. Hair et al. (2010) suggest that CFA should include 

several steps: first, unidimensional testing should be performed for each construct. The 

purpose of this test is to perfect several variables (indicators) that can only be explained by 

one construct. Second, CFA uses a unidimensional test to access all the individual structures 

to ensure that they can represent the overall model (Byrne, 2001). Consequently, some items 

were deleted out of the unidimensional test results, discussed next. After the unidimensional 

testing, CFA carried out refining the model again. Further, an analysis of competing models 

of factor structure were examined.  

4.5.1 Unidimensionality for items per construct 

According to (Byrne, 2001; Hair et al., 2010), there are five diagnostics that should be 

considered during the CFA to test if items and constructs have cross-loading. These 

diagnostics are model fit, factor loadings, regression weights, standardised residual 

covariance and model fit indices. After evaluating the results regarding the criteria for all five 

steps, researchers consider whether items should be deleted from the model to ensure 

construct validity. 
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4.5.1.1 Cultural orientation scale 

This model includes four constructs to explain cultural orientation as follows: “HC 

Horizontal Collectivism, VC Vertical Collectivism, HI Horizontal Individualism, and VI 

Vertical Individualism” (Triandis & Gelfand, 1998, p. 118). 

Item identification for horizontal individualism 

A total of four items were selected based on Triandis and Gelfand (1998) scale items to 

measure HI cultural orientation for a unidimensional test by using CFA. 

The Chi-square/degree of freedom was 16.567, much higher than the recommended level. 

“The goodness of fit index (GFI), the normed fit index (NFI), the comparative fit index (CFI) 

and the Tucker-Lewis coefficient TLI” were all a perfect fit above 0.90, (Kenny & McCoach, 

2003, p. 337). However, both the AGFI and the RMSEA showed poor performance at 0.171. 

The reason for the poor fit is explained and adjusted below. First, the standardised loadings 

were checked. Hox and Bechger (1998, p. 4) point out that the loading of all the latent 

variables must be “above .50 and significant (critical ratio = C.R. = t-value > 1.96)”. Looking 

into this construct, all the item loadings were more than 0.50 except HI 4 (0.41), and critical 

ratios were higher than 1.96. Therefore, the item HI 4 “My personal identity, independent of 

others, is very important to me” was removed and then the CFA was rerun. The result after 

adjustment is shown in Table 4.10. 

Table 4.10: Model fit confirmatory factor analysis indices of horizontal individualism 

Model CMIN/DF GFI AGFI NFI CFI TLI RMSEA 

Significant level <3 Above  

0.90 

Above  

0.80 

Above  

0.90 

Above  

0.90 

Above  

0.90 

<0.08 

Default model - 1.000 - 1.000 1.000 - - 

Note: CMIN/DF = minimum discrepancy divided by degrees of freedom; GFI = goodness of fit; AGFI = 

adjusted goodness of fit; NFI = normed fit index; CFI = comparative fit index; TLI = Tucker-Lewis index; 

RMSEA = root mean square error approximation  

The final model of HI after adjusting three itemed remains in the model with factor loadings 

as follows: HI 1 “I’d rather depend on myself than others” 0.92 , HI 2 “I rely on myself most 

of the time; I rarely rely on others” 0.91, and HI 3 “I often do ‘my own thing’” 0.80. The Chi-

square/degree of freedom was 0 as a perfect fit (Hair et al., 2010). The GFI, the NFI and the 

CFI were a perfect fit at 1. This model with three items is categorised as a just-identified or 



     

119 

 

saturated model (Hair et al., 2010). It means that the degree of freedom is just enough to 

evaluate all of the free parameters. Thus, the just-identified model uses all information of the 

entire model and the CFA reproduces the same sample covariance matrix as a perfect model 

fit (Hair et al., 2010). 

Item identification for vertical individualism 

The four items measured the VI construct. After running the first CFA test, the results 

showed a very good model fit. In addition, the critical ratios of all the items were also 

above1.96 as recommended by (Hox & Bechger, 1998, p. 4). Therefore, considering the 

standardised regression weight and critical value, all the items were acceptable. The results of 

the CFA test indicated that four items were found to be satisfactory to measure VI. Therefore, 

no items were omitted in this test. The result is shown in Table 4.11. 

Table 4.11: Model fit confirmatory factor analysis indices of vertical individualism 

Model CMIN/DF GFI AGFI NFI CFI TLI RMSEA 

Significant level <3 Above  

0.90 

Above  

0.80 

Above  

0.90 

Above  

0.90 

Above  

0.90 

<0.08 

Default model 1.117 0.999 0.990 0.995 0.999 0.997 0.015 

Note: CMIN/DF = minimum discrepancy divided by degrees of freedom; GFI = goodness of fit; AGFI = 

adjusted goodness of fit; NFI = normed fit index; CFI = comparative fit index; TLI = Tucker-Lewis index; 

RMSEA = root mean square error approximation  

Item identification for horizontal collectivism 

A total of four items were selected to measure HC cultural orientation for a unidimensional 

test using CFA. The CFA was operated during the first test to determine if the factor loading 

is satisfied. The Chi-square/degree of freedom should be below 3, and the TLI should be 

between 0 and 1 (Hair et al., 2010; Kenny & McCoach, 2003). However, in this case, the TLI 

was above the cut-off point. Other indicators were all close to perfect fit criteria as shown in 

Table 4.12. As a result, no items were omitted in this test.  
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Table 4.12: Model fit confirmatory factor analysis indices of horizontal collectivism 

Model CMIN/DF GFI AGFI NFI CFI TLI RMSEA 

Significant level <3 Above  

0.90 

Above  

0.80 

Above  

0.90 

Above  

0.90 

Above  

0.90 

<0.08 

Default model 0.003 1.000 1.000 1.000 1.000 1.015 0.000 

Note: CMIN/DF = minimum discrepancy divided by degrees of freedom; GFI = goodness of fit; AGFI = 

adjusted goodness of fit; NFI = normed fit index; CFI = comparative fit index; TLI = Tucker-Lewis index; 

RMSEA = root mean square error approximation 

Item identification for vertical collectivism 

A total of four items were selected to measure VC cultural orientation for a unidimensional 

test by using CFA. To determine whether the factor loading is satisfied, the CFA was 

operated in the first test. Based on the results of the first run, the Chi-square/degree of 

freedom should be below 3; however, in this case, when other indicators of the model were 

all good, the value of Chi-square/degrees of freedom below 5 were beyond the cut-off point 

as recommended by Hox and Bechger (1998). Other indicators were all close to perfect fit 

criteria (above 1 can be accepted sometimes). Moreover, Hair et al. (2010) explain that the 

value of Chi-square/degrees of freedom below 5 is acceptable when other indicators of the 

model are all good, which then obtains a good fit. Consequently, no items were omitted in 

this test, as shown in Table 4.13.  

Table 4.13: Model fit confirmatory fit analysis indices of vertical collectivism 

Model CMIN/DF GFI AGFI NFI CFI TLI RMSEA 

Significant level <3 Above  

0.90 

Above  

0.80 

Above  

0.90 

Above  

0.90 

Above  

0.90 

<0.08 

Default model 3.706 0.997 0.997 0.994 0.995 0.972 0.071 

Note: CMIN/DF = minimum discrepancy divided by degrees of freedom; GFI = goodness of fit; AGFI = 

adjusted goodness of fit; NFI = normed fit index; CFI = comparative fit index; TLI = Tucker-Lewis index; 

RMSEA = root mean square error approximation  

Overall model of cultural orientation 

After evaluation, each construct in the unidimensional test using CFA was conducted for all 

latent variables of the model to ensure the overall structure for each variable of cultural 

orientation (the original four-factor measurement model). After running the CFA test for all 

constructs, the results indicated the whole model (four-factor) fit was good compared to the 

two-factor model. The results are shown in Tables 4.14 and 4.15 
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Table 4.14: Fitness measure for the measurement model 

Fit measure  Two factor 

model1 

Original four-

factor model2 

 

Chi-Square 361.01 215.29 

degree of freedom 49 74 

Normed chi-square  7.36 2.90 

Root mean square of error of 

estimation  

0.11 0.06 

Goodness of fit  0.88 0.95 

Adjusted of goodness of fit 0.81 0.92 

Normed fit index  0.88 0.93 

Tucker-Lewis index  0.86 0.93 

Comparative fit index  0.89 0.95 

Note: 1. Two-factor model: collectivism and individualism. 2. Four-factor model: vertical individualism, 

horizontal individualism, vertical collectivism and horizontal collectivism 

Table 4.15: Four-factor model saturated and independence fit results 

Model CMIN/DF GFI AGFI NFI CFI TLI RMSEA 

Significant level <3 Above  

0.90 

Above  

0.80 

Above  

0.90 

Above  

0.90 

Above  

0.90 

<0.08 

Default model 2.90 0.95 0.92 0.93 0.95 0.93 0.06 

Saturated model  - 1.00  1.00 1.00 - - 

Independence model 30.51 0.44 0.37 - - - 0.23 

Note: CMIN/DF = minimum discrepancy divided by degrees of freedom; GFI = goodness of fit; AGFI = 

adjusted goodness of fit; NFI = normed fit index; CFI = comparative fit index; TLI = Tucker-Lewis index; 

RMSEA = root mean square error approximation  

This research expected the model of multidimensional constructs as shown in Figure 4.1 )HI, 

VI, HC and VC) would be more satisfactory than bi-dimensional constructs (individualism, 

collectivism) based on (Triandis & Gelfand, 1998), for explaining cultural orientation. 

Therefore, the four-dimensional model and the two-dimensional model were compared.  



     

122 

 

 

Figure 4.1: Multi-dimensional model of cultural orientation 

Note: “HI = horizontal individualism; VI = vertical individualism; HC = horizontal collectivism; VC = vertical 

collectivism” (Triandis & Gelfand, 1998, p. 118) 

After running the first CFA test of the two-dimensional model with 16 items, the results of 

the model fit indicated that several indicators were not acceptable, with the CFI (0.726), NFI 

(0.706), the Chi-square/degrees of freedom (10.272), GFI (0.758), AGFI (0.68), RMSEA 

(0.132) and TLI (0.681). Also, the factor loadings were examined; all items’ loadings were 

above 0.50 except for items VI 6 “Winning is everything”, VI 7 “Competition is the law of 

nature”, VI 8 “When another person does better than I do, I get tense and aroused”, and HC 

11 “To me, pleasure is spending time with others”, so these items were removed and the 

model was tested again. However, the model fit did not improve to reach the recommended 

level, except for AGFI (0.81). The final model fit indices measure of the comparison models 

was shown in Table 4.14. 

In summary, the two-dimensional model of individualism and collectivism was not adequate 

based on the model fit indices, whereas the original four-factor model of cultural orientation 
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of VI, HI, VC and HC of Triandis and Gelfand (1998) was the best fit for the data as shown 

by the improvement in Chi-square (Chi-square = 145.72, df = 74, p < 0.01) and fit statistics. 

4.5.1.2 Materialism scale 

The desire for materialism was measured by nine items, as discussed in the previous chapter. 

The results of the CFA for materialism showed that six items were found to be satisfied to 

measure the construct as discussed below. 

After the first CFA test with nine items, the results of the model fit indicated that several 

items were not acceptable. The CFI was 0.790, NFI was 0.779, the CMIN/DF was 15.049, 

GFI was 0.843, AGFI was 0.739, RMSEA was 0.163 and the TLI was 0.720. Also, the 

researcher looked at the standardised regression weight, so all items’ loadings were above 

0.50 except for the materialism item “I try to keep my life simple, as far as possessions are 

concerned” (reversed item) which was −0.084, so this item was removed and the model was 

run again; however, the model fit did not improve (CMIN/DF was 19.503, GFI was 0.832, 

AGFI was 0.698, RMSEA was 0.187 and TLI was 0.711, while the CFI was 0.794 and NFI 

was 0.786; both are slightly improved). However, the critical ratio for all items was higher 

than 1.96, as specified by (Hair et al., 2010; Hox & Bechger, 1998). Therefore, other 

diagnoses needed to be considered. To establish the problems, modification indices were 

examined.  

The value of the high covariance was between e1 and e2, e5 and e6, e5 and e9, e2 and e3, e1 

and e3. Indeed, the most problematic error terms were e3, and e5 respectively. The 

materialism item “The things I own say a lot about how well I’m doing” was highly 

correlated with e2, and e5 so this item was omitted. Also, materialism item “Buying things 

gives me a lot of pleasure” was highly correlated with eigenvalues e6 and e9; as a result, it 

was omitted from the model to increase the model fit.  

After deleting the two items, the CFA test was run. According to the results shown in Table 

4.16, the model fit was improved and showed a good value of model fit. As a result, three 

items (“The things I own say a lot about how well I’m doing”, “I try to keep my life simple, 

as far as possessions are concerned”, and “Buying things gives me a lot of pleasure”) were 

omitted from the model to improve the model fit. 
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Table 4.16: Model fit confirmatory fit analysis indices of materialism 

Model CMIN/DF GFI AGFI NFI CFI TLI RMSEA 

Significant level <3 Above  

0.90 

Above  

0.80 

Above  

0.90 

Above  

0.90 

Above  

0.90 

<0.08 

Default model 2.798 0.986 0.964 0.981 0.987 0.977 0.058 

Note: CMIN/DF = minimum discrepancy divided by degrees of freedom; GFI = goodness of fit; AGFI = 

adjusted goodness of fit; NFI = normed fit index; CFI = comparative fit index; TLI = Tucker-Lewis index; 

RMSEA = root mean square error approximation  

4.5.1.3 Status consumption scale 

A total of five items were selected to measure status consumption in this study. CFA was 

operated during the first test to examine if the factor loading was satisfied. The Chi-

square/degree of freedom was 4.670. The GFI, the NFI, the CFI and the TLI were all a 

perfect fit above 0.90, Hox and Bechger (1998). However, both the AGFI and the RMSEA 

0.083 showed poor performance. First, the standardised loadings were checked. All items 

were satisfactory except for status consumption item “The status of a product is irrelevant to 

me”, which was 0.12 so the researcher decided to remove this item and rerun the CFA. The 

result after adjustment is shown in Table 4.17. 

Table 4.17: Model fit confirmatory factor analysis indices of status consumption 

Model CMIN/DF GFI AGFI NFI CFI TLI RMSEA 

Significant level <3 Above  

0.90 

Above  

0.80 

Above  

0.90 

Above  

0.90 

Above  

0.90 

<0.08 

Default model 0.532 0.999 0.995 0.999 1.000 1.003 0.000 

Note: CMIN/DF = minimum discrepancy divided by degrees of freedom; GFI = goodness of fit; AGFI = 

adjusted goodness of fit; NFI = normed fit index; CFI = comparative fit index; TLI = Tucker-Lewis index; 

RMSEA = root mean square error approximation  

However, TLI was over the cut-off point. Other indicators were all close to perfect fit criteria 

(Hair et al., 2010), and based on the result the loadings of all the latent variables were more 

than 0.50 and their “critical ratios were above 1.96, which obtains a good model fit” (Hox & 

Bechger, 1998, p. 4). 

4.5.1.4 Bandwagon effect scale 

In the section on measuring the bandwagon effect, three items were selected and found to be 

satisfactory. After the CFA was run, the results of the model fit are shown in Table 4.18.  
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Table 4.18: Model fit confirmatory factor analysis indices of the bandwagon effect 

Model CMIN/DF GFI AGFI NFI CFI TLI RMSEA 

Significant level <3 Above 0.90 Above  

0.80 

Above  

0.90 

Above  

0.90 

Above  

0.90 

<0.08 

Default model - 1.000 - 1.000 1.000 - - 

Note: CMIN/DF = minimum discrepancy divided by degrees of freedom; GFI = goodness of fit; AGFI = 

adjusted goodness of fit; NFI = normed fit index; CFI = comparative fit index; TLI = Tucker-Lewis index; 

RMSEA = root mean square error approximation  

Based on the result, the critical ratio of all items was above 1.96, and therefore, the 

standardised regression weight and critical value of all items in this construct were 

acceptable. The Chi-square/degree of freedom was 0 as the perfect fit. The GFI, NFI and CFI 

were a perfect fit at 1. This model with three items is categorised as a just-identified or 

saturated model as specified by (Hair et al., 2010). 

4.5.1.5 Brand luxury index scale 

The BLI scale, as proposed by Vigneron and Johnson (2004, p. 44) shown in Figure 4.2, 

includes five dimensions and 20 items, as discussed in the previous chapter. For the CFA the 

comparison between the four proposed models (unidimensional, second-order factor, two-

factor model, and five-factor model) were tested to choose the best model fit for the final 

analysis. The CFA for each model is discussed below with the summary of fitness measures 

for the models presented in Table 4.19. 

Based on the literature “The BLI scale could be examined using second-order CFA to reduce 

the number of items to a more parsimonious version” (Vigneron & Johnson, 2004, p. 28). So 

the present study yielded evidence concerning the BLI scale and its multi-dimensionality (i.e. 

conspicuousness, uniqueness, quality, extended self, and hedonism) to evaluate customers 

luxury brand perceptions. Table 4.19 illustrates the results of the fitness measure for the 

models. 
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Table 4.19: Fitness measures for the measurement models of brand luxury index 

Fit measure  Unidimensional1  Second-order 

factor model2  

Two-factor 

model3 

Five-factor 

model4 

Chi-Square 449.34 267.13 174.68 432.40 

degree of freedom 102 78 61 106 

Normed chi-square  4.40 3.42 2.86 4.07 

Root mean square of error 

of estimation  

0.08 0.06 0.05 0.07 

Goodness of fit  0.89 0.93 0.95 0.91 

Adjusted of goodness of fit  0.86 0.90 0.92 0.86 

Normed fit index  0.77 0.87 0.91 0.82 

Tucker-Lewis index  0.78 0.87 0.91 0.82 

Comparative fit index  0.81 0.90 0.94 0.86 

Note: 1. Unidimensional all variables load onto one factor. 2. Second-order factor model. 3. Second-order two-

factor model made up of a latent construct of personal and non-personal perceptions (see Figure 4.2). 4. Five-

factor model (conspicuousness, uniqueness, quality, hedonism and extended self). 

First came testing of the fitness measure for the original five-factor model4 (conspicuousness, 

uniqueness, quality, hedonism and extended self). The CMIN/DF was 6.232, the GFI was 

0.809, the NFI was 0.654, the CFI was 0.689, the TLI was 0.631, the AGFI was 0.749, and 

the RMSEA 0.099. The fit indices displayed poor performance and were not within the 

acceptable fitting standard, so it meant that the data was poorly fitted.  

These results indicate that the model can be further improved to better fit the data. Thus, the 

multidimensional model was modified based on both modification indices and the factor 

loadings examined. Therefore, three items were removed CON_Affordable: Extremely 

Expensive (reversed item) −0.48, UNI_Fairly Exclusive:Very Exclusive (reversed item) 

−0.47, and QUA_Upmarket: Luxurious (reversed item) −0.42, that is, the items with a factor 

loading below 0.50. Then a second run of the CFA was attempted, and the results of the 

measured indices used to assess the modified model’s overall fit were shown in Table 4.19. 
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Figure 4.2: Proposed framework of brand luxury index 

The next test was for the second-order factor model2 (BLI_scale) shown in Figure 4.2. The 

model fit was assessed as well; the CFA generated a Chi-square/degree of freedom of 6.371. 

The GFI was 0.800, the NFI was 0.627, the CFI was 0.787, the TLI was 0.621, the AGFI was 

0.725 and the RMSEA was 0.101. Based on the results the model fit was not acceptable (Hair 

et al., 2010). The criteria to look at the estimates of CFA output showed that the factor 

loadings of all items were more than 0.50 except for the following items: CON_Popular: 

Elitist (reversed item) −0.31, UNI_Fairly Exclusive: Very Exclusive (reversed item) −0.31, 

QUA_Upmarket: Luxurious (reversed item) −0.45. The three items were removed and the 

CFA was run again; the result were shown in Table 4.19. Moreover, all critical ratios were 

above 1.96, and standardised residual covariances were within the range of ±2.5 (Hox & 

Bechger, 1998). 

The next test was for the two-factor model3 (personal and non-personal perceptions as shown 

in Figure 4.2). The model fit was assessed, the CFA generated a Chi-square/degree of 

freedom of 6.187. The GFI was 0.800, the NFI was 0.648, the CFI was 0.684, the TLI was 

0.634, the AGFI was 0.753 and the RMSEA 0.099. Based on the results the model fit was not 

acceptable. The criteria to look at the estimates of CFA output showed that the factor 

loadings of all items were more than 0.50, except for the following items: CON_For Wealthy: 

For Well Off −0.36, CON_Affordable: Extremely Expensive 0.20, UNI_Rare: Uncommon 
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0.44, UNI_Fairly Exclusive: Very Exclusive (reversed item) −0.28, QUA_Upmarket: 

Luxurious (reversed item) −0.29. Therefore, the five items were removed, the modification 

indices were examined, and the CFA was run again; the result was shown in Table 4.19. All 

critical ratios were above 1.96, and standardised residual covariances were within the range 

of ±2.5. 

Finally, the unidimensional model1 test was conducted and after the first CFA run the results 

for the Chi-square/degree of freedom was 5.467, the GFI was 0.828, the NFI was 0.680, the 

CFI was 0.720, the TLI was 0.683, the AGFI was 0.785 and the RMSEA was 0.092. Based 

on the results the model fit was not acceptable. In this case, these results suggest that the 

model can be further improved to fit the data better. Therefore, the unidimensional model was 

modified based on both modification indices, and the factor loadings were examined—the 

factor for CON_For Wealthy: For Well Off was 0.31, QUA_Upmarket: Luxurious (reversed 

item) was −0.46, and QUA_Sophisticated: Original was 0.38. Those items were removed, 

and the CFA was run for a second attempt. The results for the CFA modified model were 

shown in Table 4.19. 

A review of various fit indices for the models suggested that the modified (second-order two-

factor model) was substantially improved over the initial model and had a satisfactory fit to 

the sample data. The Chi-square/degree of freedom of 2.861 was within the recommendations 

(Hair et al., 2010). RMSEA was 0.052, which was within the recommended range. Other fit 

indices also showed a good fit for the model; the GFI was 0.951, which exceeded the 

recommended level of 0.907; the AGFI of 0.923 was above the recommended criterion of 

0.80, the NFI of 0.917 was at the threshold level, the TLI was 0.914, and the CFI was 0.945 

(Hox & Bechger, 1998). As stated earlier, the GFI for the other models examined in Table 

4.19 showed poor fit to the data, and the second-order two-factor 15-item model had a more 

satisfactory fit.  

According to Christodoulides et al. (2009); Vigneron and Johnson (2004), it was expected 

that the multidimensional model would be more appropriate for explaining luxury brand 

perception than the unidimensional, second-order factor and the two-factor models. This 

study compared these four models to test whether the multidimensional model is more 

suitable for data than other models. According to the results the BLI model was best 

represented by a second-order two-factor model (personal and non-personal perceptions). 
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4.5.1.6 Purchase intentions scale 

In the section on purchase intentions, three items were selected and found to be satisfactory: 

“I have strong possibility to purchase Luxury Brand X’s product”, “I’m likely to purchase 

Luxury Brand X’s product” and “I have high intention to purchase Luxury Brand X’s 

product”. The results of the model fit after the running CFA are shown in Table 4.20.  

Table 4.20: Model fit confirmatory factor analysis indices of purchase intentions 

Model CMIN/DF GFI AGFI NFI CFI TLI RMSEA 

Significant level <3 Above  

0.90 

Above  

0.80 

Above  

0.90 

Above  

0.90 

Above  

0.90 

<0.08 

Default model - 1.000 - 1.000 1.000 - - 

Note: CMIN/DF = minimum discrepancy divided by degrees of freedom; GFI = goodness of fit; AGFI = 

adjusted goodness of fit; NFI = normed fit index; CFI = comparative fit index; TLI = Tucker-Lewis index; 

RMSEA = root mean square error approximation  

Based on the results, the critical ratio of all items was above 1.96. Therefore, the standardised 

regression weight and critical value of all items in this construct were acceptable. The Chi-

square/degree of freedom was 0 as the perfect fit. The GFI, the NFI and the CFI were a 

perfect fit at 1. This model with three items is categorised as a just-identified or saturated 

model (Hair et al., 2010). 

The following section explains the validity and reliability tests of the whole construct before 

testing the final structural equation model. 

4.5.2 Construct validity for assessing measurement model 

This section introduces structural validity based on two aspects: “convergent validity and 

discriminant validity” (Hair, Sarstedt, Hopkins, & Kuppelwieser, 2014, p. 111). 

4.5.2.1 Convergent validity 

Hair et al. (2010) point out that convergent validity indicates “a specific construct converge 

or share a high proportion of variance in common”. Typically, there are two ways to test 

convergent validity—average variance extracted (AVE) and the squared root of average 

variance extracted (SQRTAVE). 

The AVE is calculated as the whole squared standardised factor loadings (squared multiple 

correlations) divided by the number of factors. (Hair et al., 2014, p. 111) point out that “the 
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rule of thumb for AVE should be higher than 0.5”, which indicates that more than 50% of the 

variances are observed. 

AVE = (the total of squared multiple correlations) / (the number of indicator measurement 

errors). 

The SQRTAVE is calculated as the whole standardised regression weight divided by the 

number of factors in each construct. “The value of SQRTAVE more than 0.5 can indicate a 

good convergent validity, and it can also represent discriminant validity” (Hair et al., 2010). 

SQRTAVE = (the total of standardised regression weight) / (the number of indicator 

measurement errors). 

4.5.2.2 Composite reliability  

According to (Hair et al., 2014, p. 111) “composite reliability provides a more appropriate 

measure of internal consistency reliability”. So, in the SEM and hypothesis testing process, 

composite reliability should be greater than 0.70. The formula of composite reliability is: 

Composite reliability = (∑ standardised loadings) ²/ (∑ standardised loadings) ² + ∑ 

measurement errors 

The results for convergent validity and composite reliability for all constructs are shown in 

Table 4.21. 

Table 4.21: Convergent validity and composite reliability of constructs 

Construct Items Standardised 

regression 

weight 

Composite 

reliability  

AVE SQRTAVE  

Horizontal 

individualism 

     

HI 1 I’d rather depend on 

myself than others. 

0.92 0.91 0.78 0.88 

HI 2 I rely on myself 

most of the time; I 

rarely rely on 

others. 

0.91    

HI 3 I often do “my own 

thing.” 

0.80    
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Construct Items Standardised 

regression 

weight 

Composite 

reliability  

AVE SQRTAVE  

Vertical individualism       

VI 5 It is important that I 

do my job better 

than others. 

0.59 0.79 0.50 0.70 

VI 6 Winning is 

everything. 

0.75    

VI 7 Competition is the 

law of nature. 

0.81    

VI 8 When another 

person does better 

than I do, I get 

tense and aroused. 

0.65    

Horizontal collectivism       

HC 9 If a co-worker gets 

a prize, I would feel 

proud. 

0.71 0.79 0.50 0.70 

HC 10 The well-being of 

my co-workers is 

important to me. 

0.78    

HC 11 To me, pleasure is 

spending time with 

others. 

0.50    

HC 12 I feel good when I 

cooperate with 

others. 

0.80    

Vertical collectivism      

VC 13 Parents and 

children must stay 

together as much as 

possible. 

0.53 0.76 0.50 0.65 

VC 14 It is my duty to take 

care of my family, 

even when I have to 

sacrifice what I 

want. 

0.64    

VC 15 Family members 

should stick 

together, no matter 

what sacrifices are 

required. 

0.93    

VC 16 It is important to 

me that I respect the 

decisions made by 

my groups. 

0.52    

Materialism      

MAT 1 I admire people 

who own expensive 

homes, cars, clothes 

0.39 0.79 0.50 0.61 
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Construct Items Standardised 

regression 

weight 

Composite 

reliability  

AVE SQRTAVE  

MAT 2 I like to own things 

that impress people. 

0.47    

MAT 6 I like a lot of luxury 

in my life. 

0.62    

MAT 7 My life would be 

better if I own 

certain things I 

don’t have. 

0.81    

MAT 8 I’d be happier if I 

could afford to buy 

more things. 

0.88    

MAT 9 It bothers me that I 

can’t afford to buy 

things I’d like. 

0.48    

Status consumption       

STA 1 I would buy a 

product just 

because it has 

status. 

0.85 0.82 0.54 0.72 

STA 2 I am interested in 

new products with 

status. 

0.78    

STA 3 I would pay more 

for a product if it 

had status. 

0.75    

STA 5 A product is more 

valuable to me if it 

has some snob 

appeal. 

0.52    
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Construct Items Standardised 

regression 

weight 

Composite 

reliability  

AVE SQRTAVE  

Bandwagon effect      

BAN 1 A currently very 

popular and 

fashionable luxury 

watch that everyone 

would approve of 

its choice. 

0.74 0.73 0.50 0.68 

BAN 2 A luxury watch 

worn by many 

celebrities and 

recognised by many 

people. 

0.66    

BAN 3  A luxury watch that 

is chosen by most 

people as a symbol 

of achievement. 

0.64    

Non-personal 

perceptions  

     

 Conspicuousness 0.74 0.74 0.50 0.53 

 Uniqueness 0.83    

 Quality 1.00    

 CON_Conspicuous: 

Noticable  

0.41    

 CON_Popular: 

Elitist  

−0.40    

 UNI_Precious: 

Valuable 

0.68    

 UNI_Unique: 

Unusual 

0.49    

 QUA_Crafted: 

Manufactured 

0.59    

 QUA_Best Quality: 

Good Quality 

0.61    

 QUA_Superior: 

Better  

0.61    

 QUA_Sophisticate: 

Original 

0.46    

Personal perceptions       

 Hedonism 0.91 0.75 0.50 0.54 

 Extended self 0.89    

 HED_Exquisite: 

Tasteful 

0.58    

 HED_Attractive: 

Glamorous R 

−0.47    

 HED_Stunning: 

Memorable 

0.56    
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Construct Items Standardised 

regression 

weight 

Composite 

reliability  

AVE SQRTAVE  

 EXT_Leading: 

Influential 

0.48    

 EXT_Very 

Powerful: Fairly 

Powerful 

0.66    

 EXT_Rewarding: 

Pleasing 

0.50    

 EXT_Successful: 

Well Regarded 

0.55    

Purchase intentions      

PI1 I have strong 

possibility to 

purchase Luxury 

Brand X’s product. 

0.88 0.86 0.68 0.82 

PI2 I’m likely to 

purchase Luxury 

Brand X’s product. 

0.72    

PI3 I have high 

intention to 

purchase Luxury 

Brand X’s product. 

0.86    

Note: AVE = The average variance extracted; SQRTAVE = The squared root of average variance extracted  

R indicates reversed item 

4.5.2.3 Discriminant validity 

Hair et al. (2014, p. 112) explain that “discriminant validity represents the extent to which the 

construct is empirically distinct from other constructs or, in other words, the construct 

measures what it is intended to measure”. If the correlation among constructs is significant, it 

means the discriminant validity of the whole model is satisfied (Fornell & Larker, 1981). The 

result of discriminant validity is shown in Table 4.22. 

As the results show in the table, the correlation between any two constructs was less than the 

SQRTAVE. Therefore, the discriminant validity of the overall model was satisfied. 
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Table 4.22: Discriminant validity of constructs  

Construct VC HC VI HI Mat Status PP NP Band PI 

VC 0.65 

         

HC 0.36 0.70 

        

VI 0.27 0.23 0.70 

       

HI 0.32 0.32 0.23 0.88 

      

Mat 0.06 0.00 0.30 −0.08 0.61 

     

Status 0.02 0.00 0.11 −0.03 0.38 0.72 

    

PP 0.02 0.05 −0.03 0.00 −0.03 −0.05 0.54 

   

NP 0.10 0.03 0.05 −0.05 −0.11 −0.03 0.51 0.53 

  

Band 0.02 0.00 0.12 −0.03 0.40 0.58 0.00 0.00 0.68 

 

PI 0.02 0.00 0.09 −0.02 0.32 0.56 0.02 −0.04 0.54 0.82 

Note: Mat = materialism; Status = status consumption; PP = personal perceptions; NP = non-personal 

perceptions; Band = bandwagon, PI = purchase intentions 

Square roots of average variances extracted (AVEs) shown on diagonal 

The square root of the AVE by each of the latent variables as shown in the diagonal of Table 

4.22 is higher than the correlation between the latent variable and all the other latent 

variables. Overall, the results conclude that the measures are valid. 

The next section introduces and discusses the results of SEM and hypothesis testing. 

4.5.3 Path model and hypothesis testing using structural equation modelling 

To facilitate model fit, the factor scores of each of the measures developed were used as 

inputs into the analysis. For the two-factor second-order structure of BLI, the scores of the 

first-order factor formed the basis of this construct in the model.   

4.5.3.1 Assessment of model fit 

The results of the SEM test showed that the structural model achieved a good model fit. The 

model yielded a Chi-square statistic of 93.470 with 46 degrees of freedom. The Chi-

square/degrees of freedom of 2.032 less than the acceptable level of 3, and the GFI was 

0.973, which is also satisfactory (Hair et al., 2010). Furthermore, the AGFI indicated 0.947, 

which showed an excellent model fit (rules of thumb >0.80). Two reliable indicators, CFI and 

the TLI, were 0.969 and 0.947 respectively, which were both more than the standard level 

recommended (Hox & Bechger, 1998). Finally, the most important index, RMSEA value, 
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was 0.044 (rule of thumb <0.08), which also indicated an excellent model fit. Table 4.23 

shows the model fit indices of the structural model. 

Table 4.23: Model fit indices of the structural model 

Model CMIN/DF GFI AGFI NFI CFI TLI RMSEA 

Significant level <3 Above  

0.90 

Above  

0.80 

Above  

0.90 

Above  

0.90 

Above  

0.90 

<0.08 

Default model 2.032 0.973 0.947 0.941 0.969 0.947 0.044 

Note: CMIN/DF = minimum discrepancy divided by degrees of freedom; GFI = goodness of fit; AGFI = 

adjusted goodness of fit; NFI = normed fit index; CFI = comparative fit index; TLI = Tucker-Lewis index; 

RMSEA = root mean square error approximation  

4.5.3.2 Hypothesis testing from structural equation results 

According to the structural model in Figure 4.3, the hypotheses of this research were assessed 

from the unstandardised estimate and critical ratio. In total, 14 hypotheses were examined by 

using path estimates and critical ratios in this study. As a result, for 11 hypotheses “the 

critical ratios were higher than 1.96, and critical values (p-value) of them were below the 

significant level of 0.05” recommended by (Hair et al., 2010; Hox & Bechger, 1998, p. 4). 

Table 4.24 shows the results.  
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Figure 4.3: The result of hypothesis testing from structural equation modelling 

 

Table 4.24: Hypothesis test 

Variables  Estimate SE CR P Label 

HI → Materialism −0.05 0.01 −3.71 *** 

 

VI → Materialism 0.22 0.02 7.82 *** 

 

HC → Materialism −0.01 0.02 −0.65 0.51 

 

VC → Materialism 0.03 0.03 0.82 0.41 

 

Materialism → Status consumption 0.52 0.05 9.65 *** par1 

Materialism → Bandwagon effect 0.21 0.03 5.63 *** par3 

Status consumption → Bandwagon effect 0.37 0.02 13.42 *** 

 

Status consumption → Purchase intention 0.35 0.04 8.69 *** par2 

Materialism → Purchase intention 0.05 0.05 1.12 0.26 

 

Bandwagon effect → Purchase intention 0.38 0.05 7.02 *** par4 

Non-personal perceptions → Purchase intention −0.80 0.33 −2.41 0.01 

 

Personal perceptions → Purchase intention 1.05 0.45 2.34 0.01 

 

Note: Estimate = regression weights (path estimate); SE = standard error; CR = critical ratio (-value); P = 

critical value = significance value; ***p < 0.001; HI - horizontal individualist; VI = vertical individualist; HC = 

horizontal collectivism; VC= vertical collectivist 
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4.5.3.3 Testing mediation  

To test the mediation effect, a variable is deemed a mediator when the following criteria are 

met (Kline, 2011)—the independent variable significantly predicts the mediator; the mediator 

significantly predicts the dependent variable, and the indirect effect is statistically significant 

but the direct effect is not statistically significant. The present study followed the causal steps 

approach and also employed bootstrapping analyses of the sampling distribution (with N = 

5000 bootstrap re-samples) to test the indirect effect as suggested by Hayes (Hayes & 

Preacher, 2010; Hayes & Rockwood, 2020). For the parameter estimates of the mediating 

variable was calculated at “95% percentile confidence intervals (CIs)” using the PROCESS 

macro for SPSS provided by Hayes and Preacher (2010, p. 646). Thus, “A parameter estimate 

was considered significant in case zero did not fall in the CI”.  

The theoretical model has two mediators: status consumption and bandwagon effect. The 

relationship between materialism and purchase intention were mediated by both status 

consumption and the bandwagon effect. The PROCESS macro test results shows the 

significant effect of materialism on status consumption (β = 0.519, p < 0.001), and the status 

consumption predicting luxury purchase intentions (β = 0.363, p < 0.001), and as mentioned 

there was no significant path between materialism and luxury purchase intention (β = 0.082, 

p = 0.095). Thus, materialism acts indirectly through status consumption to influence 

purchase intentions. This relationship of full mediation in the model was confirmed (β = 

0.188, p < 0.001) (Baron & Kenny, 1986; Hayes & Preacher, 2010).  

Mediation was also found for the bandwagon effect on materialism for purchase intention. As 

shown in Figure 4.3, materialism was found to predict the bandwagon effect (β = 0.403, p < 

0.001) and the bandwagon effect, in turn, predicted purchase intentions (β = 0.387, p < 

0.001). As discussed previously, the direct link between materialism and purchase intentions 

was not significant (H7). Thus, materialism acts indirectly through the bandwagon effect to 

influence purchase intentions. This relationship of full mediation in the model was confirmed 

(β = 0.156, p < 0.001). Tables 4.25−4.27 show the mediation test results using the PROCESS 

macro (Hayes & Preacher, 2010). 
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Table 4.25: Direct effects 

Path Estimate SE t P LLCI ULCI 

Materialism →status 

 

0.51 0.05 9.64 0.000 0.41 0.62 

Materialism→bandwagon 

 

0.40 0.03 10.12 0.000 0.32 0.48 

Materialism→purchase 

intentions (n.s) 

0.08 0.04 1.67 0.095 −0.01 0.17 

Status→purchase 

intentions 

0.36 0.04 8.80 0.000 0.28 0.44 

Bandwagon→purchase 

intentions 

0.38 0.05 6.94 0.000 0.27 0.49 

Note: SE = standard error; n.s = not significant 

Table 4.26: Direct and total effect of X on Y 

Path Estimate SE t P LLCI ULCI 

Direct effect 

Materialism→purchase 

intentions (n.s) 

0.08 0.04 1.67 0.095 −0.01 0.17 

Total effect 

Materialism→purchase 

intentions 

0.42 0.05 7.97 0.000 0.32 0.53 

Note: X = independent variable = materialism, Y = dependent variable = purchase intentions; SE = standard 

error; LLCI = lower level of confidence interval; ULCI = upper level of confidence interval; n.s = not 

significant 

Table 4.27: Testing mediation 

Hypothesis  Indirect effect  Result  

Materialism → status → purchase intentions  0.188*** Full mediation  

Materialism → bandwagon → purchase intentions 0.156*** Full mediation 

Note: ***p < 0.001 

The results of the 14 hypothesis tests are discussed below. 

H1: The consumers’ HI cultural orientation is positively related to materialism (rejected). The 

relationship between HI and materialism was significant as the critical ratio (t-value) was 

3.711, which is greater than 1.96, and the p-value was lower than 0.05. However, the estimate 

was negative with the small effect of −0.051. Thus, this hypothesis was not supported. 

H2: The consumers’ VI cultural orientation is positively related to materialism (accepted). VI 

was found to be positively and significantly related to materialism (t-value = 7.823, p < 
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0.001) as the critical ratio > 1.96 for a regression weight, that path is significant at the 0.05 

level or better. Therefore, Hypothesis 2 was accepted. 

H3: The consumers’ HC cultural orientation is negatively related to materialism (accepted). 

HC was found to be negatively and insignificantly related to materialism (t-value = −0.658, p 

< 0.001); hence, Hypothesis 3 was accepted. 

H4: The consumers’ VC cultural orientation is negatively related to materialism (rejected). 

The relationship between vertical collectivism and materialism was positive and insignificant, 

as the critical ratio was 0.823, which is less than 1.96, and the p-value was 0.411. Thus, this 

hypothesis was not supported. 

H5: Materialism has a positive impact on status consumption (accepted). Materialism was 

found to be positively and significantly related to status consumption (t-value = 9.656, p < 

0.001). Therefore, Hypothesis 5 was accepted. 

H6: Materialism has a positive impact on the bandwagon effect (accepted). Materialism was 

found to be positively and significantly related to the bandwagon effect (t-value = 5.632, p < 

0.001). Therefore, Hypothesis 6 was accepted. 

H7: Materialism has a positive impact on luxury purchase intentions (rejected). The 

relationship between materialism and luxury purchase intentions was insignificant, as the 

critical ratio was 1.124, which is less than 1.96, and the p-value was 0.261. Thus, this 

hypothesis was not supported. 

H8: Status consumption has a positive impact on luxury purchase intentions (accepted). 

Status consumption was found to be positively and significantly related to luxury purchase 

intentions (t-value = 8.699, p < 0.001). Therefore, Hypothesis 8 was accepted. 

H9: Status consumption mediates the relationship between materialism and luxury purchase 

intentions (accepted). This relationship of full mediation in the model was confirmed (β = 

0.188, p < 0.001). Therefore Hypothesis 9 was accepted. 

H10: Bandwagon effect has a positive impact on luxury purchase intentions (accepted). 

Bandwagon effect was found to be positively and significantly related to luxury purchase 

intentions (t-value = 7.020, p < 0.001). Therefore, Hypothesis 10 was accepted. 
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H11: Bandwagon effect mediates the relationship between materialism and luxury purchase 

intentions (accepted). This relationship of full mediation in the model was confirmed (β = 

0.156, p < 0.001). Therefore Hypothesis 11 was accepted. 

H12: Status consumption has a positive impact on the bandwagon effect (accepted). Status 

consumption was found to be positively and significantly related to the bandwagon effect (t-

value = 13.421, p < 0.001). Therefore, Hypothesis 12 was accepted. 

H13: Non-personal perception has a significant impact on luxury purchase intentions 

(accepted). Non-personal perception was found to be significantly related to luxury purchase 

intentions (t-value = −2.414, p = 0.016 p < 0.05). Therefore, Hypothesis 13 was accepted. 

H14: Personal perception has a significant impact on luxury purchase intentions (accepted). 

Personal perception was found to be significantly related to luxury purchase intentions (t-

value = 2.346, p = 0.019 p < 0.05). Therefore, Hypothesis 14 was accepted. 

Based on the result of the structural equation analysis, the summary of the hypothesis status 

and final research model are shown in Table 4.28. 
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Table 4.28: Summary table of results 

Hypothesis  Relationship  Support 

H1 The consumers’ horizontal individualism cultural 

orientation is positively related to materialism.  

Rejected 

H2 The consumers’ vertical individualism cultural 

orientation is positively related to materialism.  

Accepted 

H3 The consumers’ horizontal collectivism cultural 

orientation is negatively related to materialism.  

Accepted 

H4 The consumers’ vertical collectivism cultural 

orientation is negatively related to materialism.  

Rejected 

H5 Materialism has a positive impact on Status 

consumption.  

Accepted 

H6 Materialism has a positive impact on the bandwagon 

effect. 

Accepted 

H7 Materialism has a positive impact on luxury purchase 

intentions.  

Rejected 

H8 Status consumption has a positive impact on luxury 

purchase intentions.  

Accepted 

H9 Status consumption mediates the relationship between 

materialism and luxury purchase intentions. 

Accepted  

H10 The bandwagon effect has a positive impact on luxury 

purchase intentions.  

Accepted 

H11 Bandwagon effect mediates the relationship between 

materialism and luxury purchase intentions. 

Accepted 

H12 Status consumption has a positive impact on the 

bandwagon effect. 

Accepted 

H13 Non-personal perception has a significant impact on 

luxury purchase intentions. 

Accepted 

H14 Personal perception has a significant impact on luxury 

purchase intentions. 

Accepted 

Finally, coefficients of determination (R2)—“the R2 is a measure of the model’s predictive 

accuracy. Another way to view R2 is that it represents the exogenous variable’s combined 

effect on the endogenous variable(s). This effect ranges from 0 to 1 with 1 representing 

complete predictive accuracy.” (Hair et al., 2014, p. 113). It is difficult to provide rules of 

thumb for acceptable R2. However, Hair et al. (2014, p. 113) state that “because R2 is 

embraced by a variety of disciplines, scholars must rely on a ‘rough’ rule of thumb regarding 

an acceptable R2, with 0.75, 0.50, 0.25, respectively, describing substantial, moderate, or 

weak levels of predictive accuracy”. Overall, the model predicts purchase intentions (R2 = 

0.43) and bandwagon effect (R2 = 0.37) well, but not so much for materialism (R2 = 0.11) and 

status consumption (R2 = 0.14). However, the quality dimension of non-personal perception 

has higher levels at R2 = 0.64, and the hedonism dimension of personal perceptions at R2 = 

0.57. Table 4.29 shows the results of R2. 



     

143 

 

Table 4.29: Squared multiple correlations  

Variables   Estimate 

Materialism   0.11 

Status_consumption   0.14 

Bandwagon   0.37 

Extended_self   0.34 

Hedonism   0.57 

Quality   0.64 

Uniqueness   0.16 

Conspicuousness   0.27 

Purchase_intentions   0.43 

4.6 Conclusion  

The analysis of the study started with a sample size of 532 that was collected from Jordanian 

respondents. The analysis was primarily conducted using four steps: data screening of the 

sample, EFA and reliability assessment, CFA and scale validity and SEM and hypothesis 

testing.  

First, a profile and analysis of the demographics of respondents, and the descriptive analysis 

for all variables followed by the EFA were presented. Second, the construct 

unidimensionality test was conducted, and as a result 10 items were removed after the CFA 

was conducted based on the criteria of factor loading and the high correlation among items or 

between measured items and different constructs. However, the BLI scale found the two-

factor model is the best fit model for the BLI scale based on the fit indices results and 

compared to the unidimensional scale, multidimensional models and the second-order factor 

model.    

Finally, based on the structural model, the model measurements of CMIN/DF, GFI, AGFI, 

NFI, CFI, TLI and RMSEA, statistically satisfied as a good fit and, in the hypothesis testing, 

the results of the analysis show that out of 14 hypotheses 11 were accepted.  

The final chapter provide detailed discussion about the relationships examined relative to the 

theoretical discussions. 
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CHAPTER 5 CONCLUSION AND DISCUSSION 

5.1 Introduction 

This final chapter presents the conclusion, discussion and implications of this research. More 

specifically, it provides an overview of the study, and highlights the main findings and 

conclusions. It then discusses the research contributions related to theory, methodology and 

practical knowledge, and points out the limitations and further research directions of the 

research.  

5.2 Research overview  

Chapter 1 of this thesis introduced the research background and defined the main research 

question and objectives related to the research topic. It included the justification and 

significance of this study, the research contributions and a general overview of the thesis. 

Chapter 2 consisted of an extensive literature review, with definitions of the main concepts of 

culture, luxury consumption motivation and the perception of brand luxury, and how these 

concepts relate to purchase intentions. This review of the relevant literature led to the 

investigation of factors that influence consumer intentions to purchase luxury goods from a 

personal and social perspective. Based on the literature review, the conceptual framework 

was established and presented, alongside the research hypotheses.  

Chapter 3 illustrated the research methodology. It started with the study design, followed by 

the data collection method, detailed information about the population and sample, 

development of the scale, construction of the questionnaire and data analysis procedure.  

Chapter 4 presented the data analysis and findings. The objectives of the research were 

examined including the relationships between independent variables and dependent variables. 

Chapter 4, contains details of how data analysis was approached using different statistical 

tools, such as SPSS version 26.0 and AMOS software version 26.0 for SEM. Moreover, this 

section consisted of data screening of the sample and descriptive analysis, EFA and reliability 

testing, CFA and scale validity assessment and hypotheses testing using SEM. 
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5.3 Discussion of research findings  

This chapter contains a discussion related to the findings of the empirical study. To do so, it 

is necessary to revisit the main research question of this thesis: What are the cultural 

orientations for Jordanian luxury customers? What factors influence customer behaviour 

towards luxury goods? Along with the research questions being investigated in this thesis 

there were several research objectives:  

1. Investigate Jordanian consumer cultural orientation.  

2. Examine how the cultural orientation scale of vertical and horizontal (i.e. 

individualism and collectivism) influences materialism. 

3. Explore how social factors such as bandwagon effects and status consumption 

mediate the relationship between materialism and the intention to purchase luxury 

goods. 

4. Find the relationship between status consumption and the bandwagon effect. 

5. Explore customer luxury brand perception and how it influences purchase intentions. 

These five identified objectives were used to frame an extensive review of the literature and 

develop the conceptual model proposed in this research in order to address the research gap 

regarding cultural impact, luxury consumption factors and purchase intentions.  

The following section of this chapter contains a detailed interpretation and explanation of the 

findings in light of the nature of the research questions and corresponding research 

objectives.  

Figure 5.1 shows the conceptual model and the hypothesised relationships between the 

concepts used in this research.  
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Figure 5.1: The conceptual framework 

5.3.1 First objective: Jordanian consumer cultural orientation 

In this research, the concept of cultural orientation was examined using a multidimensional 

construct which focused on the consumers’ cultural level. The hypotheses related to cultural 

orientation proposed to address the first research objective of investigating the cultural 

orientation of Jordanian consumers. This research proposes that a multidimensional construct 

of cultural orientation explains more variance than the bi-dimensional model of individualism 

and collectivism. Therefore, this study explored and investigated four dimensions relating to 

cultural factors: “1. Horizontal collectivistic cultural orientation (HC) 2. Vertical 

collectivistic cultural orientation (VC) 3. Horizontal individualistic cultural orientation (HI) 

4. Vertical individualistic cultural orientation (VI)” (Triandis & Gelfand, 1998, p. 118). 

The four identified dimensions are based on the 16-item individual’s cultural scale model by 

Triandis and Gelfand (1998). The results of this scale offered evidence of reliability and 

validity of the cultural orientation measurement. The scale captured features of cultural 

orientation within horizontal-vertical and collectivist-individualist dimensions among 

Jordanian consumers. Also, the descriptive statistical results demonstrated that the dimension 
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of VC had the highest average mean score, followed by HI, then HC, and finally VI. This 

showed that most Jordanian luxury customers belong to the VC orientation rather than 

unified collectivism. Therefore, it is inadequate to define all Jordanian consumers as 

collectivist oriented. In addition, cultural orientation at the national level cannot represent and 

explain an individual’s cultural position. 

Previous literature, specifically Hofstede (1983, 1991) classified Arab countries, in which 

Jordan belongs, as having a more collectivist than individualistic culture. Furthermore, 

Alkailani et al. (2012) replicated Hofstede’s model derived from data obtained from master’s 

degree students at different universities in Jordan to indicate that Jordanian culture also seems 

to be a collectivist culture, similar to Hofstede’s report on Arab countries. In a collectivist 

society, people emphasise the establishment of cooperation and relationships, trustworthiness, 

solidarity and conservatism with others. A quick review of Arab history and religion shows 

that Arab countries had these characteristics even before Islam, which is a direct influence of 

religion and Arab history (Alkailani et al., 2012; Obeidat, Shannak, Masa’deh, & Al-Jarrah, 

2012). 

However, individuals in vertical societies consider themselves different from others in the 

hierarchy; they accept inequality and believe that hierarchy has its privileges (Triandis, 

1996). Moreover, it is worth pointing out that countries with a large power distance, such as 

Arab countries, tend to be more collectivist (Hofstede, 1991). In these countries, people rely 

more on groups and power figures than individuals; this can explain the VC orientation. 

Vertical collectivists are clearly defined by Shavitt et al. (2006, p. 326) as “focus[ing] on 

complying with authorities and on enhancing the cohesion and status of their in-groups, even 

when that entails sacrificing their own personal goals”. The results of the current research 

provide evidence that achievement and status, conceptualised at the individual level within 

vertical orientation cultures, emphasises interpersonal competition and hierarchy. In these 

cultural contexts, individual achievement efforts are contrary to the collectivist values that 

emphasise collective obligations (Shavitt et al., 2006). 

The statistical results of the CFA conducted for this research illustrate that the 

multidimensional construct fits the data very well, whereas the bi-dimensional constructs 

have a poor model fit, thus supporting previous research that found cultural orientation to be 

a multidimensional construct (Garbarino et al., 2014; Shavitt et al., 2006; Shavitt, Torelli, & 
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Riemer, 2011). Triandis and Gelfand (1998) report similar results of VC cultural orientation 

from Korea, Japan and India. Further, Garbarino et al. (2014, p. 4) report using the 

framework on a sample of seven countries as follows: “USA (VI), UK (VI), Australia (HI), 

Germany (VI), Brazil (HC), China (VC), and South Korea (VC)”. Therefore, an individual’s 

cultural orientation can be interpreted as being in one of the four quadrants. These two 

dimensions of collectivism to individualism follow a continuum with two extremes from 

horizontal to vertical. 

5.3.2 Second objective: Cultural orientation and materialism  

The second research objective covered the hypotheses H1−H4 and focused on investigating 

the relationship between cultural orientation and materialism. Previous research argues that 

cultural orientation significantly impacts cognition and then further influences motivations 

and behaviours (Triandis et al., 1988). As a result, this study examined the relationship 

between cultural orientation and materialism as part of the proposed model for studying 

luxury consumption. The model in this study combines cultural orientation and consumption 

motivation as well as personal and social factors (factors to be considered when studying 

consumption motivation related to luxury goods) into one model. 

Previous evidence shows that individualism is more materialistic than in a collectivism 

culture (Wong, 1997; Wong & Ahuvia, 1998). The results support the relationship between 

the vertical-horizontal dimensions with materialism and show that vertical factors (related to 

the desire to improve one’s position) have a substantive effect. However, horizontal factors 

(related to the desire to improve equality) have a significant, though negligible, effect. This 

also demonstrates that both VC and VI have positive relationships with materialism, while 

HC, and interestingly HI, have a negative relationship with materialism. These findings are 

consistent with previous research conducted in seven countries with different cultural 

dimensions, and similar to this current research from higher collectivist culture, that found VI 

is positively correlated with materialism more than with HI because people in vertical 

orientations believe more in hierarchy and status in society, so they may achieve this through 

possessions, as opposed to horizontal orientations (Garbarino et al., 2014).  

However, the VI and HI orientations share self-reliance, independence and hedonism. 

Therefore, people with VI orientations believe that society is highly hierarchical, and that 

status is obtained through personal success, which leads to a positive correlation with 
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materialism. Conversely, people with an HI orientation have an “aversion to conspicuously 

successful persons and braggarts, emphasising instead the virtues of modesty” (Shavitt et al., 

2006, p. 326), which is found to have a negative correlation with materialism. These 

relationships are supported by the literature on values, which found that VI is positively, and 

HI negatively, related to achievement and power values (Oishi et al., 1998).  

Furthermore, materialism is expected to be unrelated to collectivist orientations (Clarke III & 

Micken, 2002; Wong, 1997). Although those with a VC orientation are strongly hierarchical, 

the standing within a group is likely to be determined by pre-existing group memberships and 

success related to group relationships rather than ownership. Similarly, for those with an HC 

orientation, “the focus is on sociability and interdependence with others within an egalitarian 

framework”; they are unlikely to spend scarce resources on material commodities to prove 

their status in the social system (Shavitt et al., 2006, p. 326).  

The findings of this study indicate that there is no difference between the effects of 

individualistic traits versus collectivist traits on materialism. This is unusual, as common 

expectations suggest that highly individualistic cultures are more materialistic; incorporating 

the horizontal-vertical distinction provides greater insight into the link between materialism 

and cultural orientations (Awanis, Schlegelmilch, & Cui, 2017; Garbarino et al., 2014; Wong, 

1997). However, materialism in collectivist societies can be described in relation to traditions 

and norms within a cultural environment where interpersonal influences are strong, and 

people tend to conform and focus on their obligations to each other as materialism became 

their social norm (Markus & Kitayama, 1991; Sun et al., 2014). 

5.3.3 Third objective: The relationship between materialism and luxury purchase 

intentions mediated by the bandwagon effect and status consumption 

The third objective covers the hypotheses H5−H11 in the research model. The first question 

here is if materialism influences luxury goods purchase intentions; based on the results the 

relationship was not significant (H7). This result is consistent with (Shukla, 2012), who found 

the relationship between materialism and purchase intentions regarding luxury goods among 

customers in India was not significant, due to higher collectivist and interdependent self-

constructivism, while the role was significant in Western markets. Results from a study 

conducted in China indicate an insignificant relationship exists between purchase intention 
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and materialism, while it found there was an impact through other mediating perceived values 

(Sun, Wang, Cheng, Li, & Chen, 2017).  

Furthermore, this finding is consistent with Wing, To, and Chu (2015) study of shoppers in 

Hong Kong that shows materialism has an indirect effect on repurchase intentions through 

status consumption. Thus, materialism itself cannot be a significant indicator that explains a 

consumer’s intention to purchase luxury goods. In collectivist cultures, interpersonal factors 

have a dominant effect on the consumption of luxury goods. Similarly, consumers in a 

collectivist culture buy luxury goods in order to gain social recognition and display their 

status because the culture emphases hierarchy and status (Zhang & Kim, 2013). 

In general, materialistic people are self-centred, hedonistic and consume brand-name 

products (Richins, 1994; Richins & Fournier, 1991). However, people with an independent 

self-construct are likely to consume for self-expression, while interdependent people 

consume to be more closely aligned with their reference group. Luxury consumers possess 

luxury products to show success and social status or to reward themselves. In contrast, Kim 

and Zhang (2015) results show a strong positive relationship between materialism and 

purchase intentions of luxury goods among American customers, so with an individualistic 

culture, USA consumers’ attitude towards purchasing luxury fashion goods can be related to 

materialism values.  

However, the connection between materialism and purchase intentions was positively 

mediated by the role of the bandwagon effect and status consumption. The results show that 

consumers are mainly motivated to buy luxury goods for status fulfillment and to fit in (the 

bandwagon effect) (Eastman et al., 2018; Leibenstein, 1950) because of their desire to 

interact with others who are consuming those products (Kastanakis & Balabanis, 2012) 

affects their future purchase intentions. 

5.3.3.1 The mediating impact of status consumption on the relationship between 

materialism and purchase intentions  

The data in the current study suggests a positive relationship between materialism and status 

consumption (H5). Also, the results reveal a positive relationship between status consumption 

and purchase intention (H8). Accordingly, the results show that status consumption mediates 

the relationship between materialism and purchase intentions (H9). This suggests consumers 
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with highly materialistic values tend to be more motivated to consume for status and are 

conceivably driven by the snob effect or a need for uniqueness (Leibenstein, 1950), to appear 

different to others such as their family and friendship groups. This is especially true for those 

with higher collectivist cultural values (Tascioglu et al., 2017). 

These results are consistent with past research showing a consistent link between materialism 

and status consumption for luxury across varying cultural and economic conditions (Gil, 

Kwon, Good, & Johnson, 2012; Wing et al., 2015). Interestingly, Eastman et al. (1997) 

observe that the status consumption level was the same throughout three countries of student 

samples in the USA, China and Mexico. This suggests the desire for status and achievement 

is a fundamental aspect of consuming luxury goods, regardless of the culture and orientation. 

Further this implies that there is a similar global interest in consuming for status-seeking 

(Eastman et al., 1997).  

The results of this research are consistent with Kassim et al. (2016) from other collectivist 

cultures that imply materialism positively affects product status signalling. This shows that 

materialism leads consumers to consume and acquire material goods. In addition, regardless 

of social and economic conditions around the world, luxury consumers behave the same way 

worldwide (Husic & Cicic, 2009; Lertwannawit & Mandhachitara, 2012).  

The positive relationship between status consumption and luxury purchase intentions is 

supported in marketing research (Eastman et al., 2018; Giovannini et al., 2015; Sun et al., 

2017; Wing et al., 2015). Status consumption has long been defined as the purchase, use, 

display and consumption of goods and services as a means of gaining status. This shows that 

consumers seeking status can only buy products that can improve their social status in front 

of significant other consumers (Bagwell & Bernheim, 1996; Packard, 1959; Veblen, 1899). 

Thus, status means respect, consideration and the envy of others, and represents the goals of a 

culture (Eastman et al., 1999; O'Cass & Siahtiri, 2013). Furthermore, it involves social 

ranking or gratitude that a group awards to an individual. Status consumption occurs when 

consumers seek self-satisfaction as well as in those consumers who usually perform to the 

surrounding people through visible evidence. When status consumers are more aware of the 

performance of their achievements, their attitudes towards personal satisfaction have a 

positive impact on their attitude towards buying luxury brands. 
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Finally, the mediation effect of status consumption between materialism and purchase 

intentions can be explained as people with high materialism being more likely to value items 

that improve their social status and represent success and accomplishment. They have an 

extravagant concern for owning goods and purchasing luxury items (Tascioglu et al., 2017). 

Therefore, they use money to achieve this and consume goods with publicly high-status value 

and enjoy visible wealth to obtain satisfaction from the admiration of others (Liao & Wang, 

2009; Richins, 1994). Likewise, a high level of material achievement can better satisfy the 

needs of materialistic consumers, with these findings being consistent with Sun et al. (2017) 

from an emerging market like China.  

5.3.3.2 The mediating impact of the bandwagon effect on the relationship between 

materialism and purchase intentions  

Similarly, materialism was significantly influenced the bandwagon effect (H6), and the 

relationship between the bandwagon effect positively impacted luxury purchase intentions 

(H10) and acted as a mediator between materialism and purchase intentions (H11). Indeed, 

with the bandwagon effect, consumers were attentive to their social conformity and 

affiliations. Thus, purchasing luxury goods becomes a tool to follow their reference group; in 

this case of Eastern societies people tend to be more influenced by their friends and family in 

buying the same things, and as a result, the bandwagon effect supports the relationship 

between materialism and purchase intentions (Hudders, 2012; Vigneron & Johnson, 1999). 

This conclusion is consistent with Qi and Wang (2017) results, who conclude that there is a 

positive relationship between materialism and the bandwagon effect among a student sample 

in China. This shows that materialists, who consider the pursuit of success and happiness as 

the goal of life, have a strong desire to pursue bandwagon consumption. In contrast,  those 

who regard the acquisition of wealth as the centre of life, have strong psychological 

resistance to bandwagon consumption. Moreover, Belk (1985, 1988) believes that 

materialists are not only reluctant to share their wealth with others, but are jealous of people 

who own things they do not own. When materialists pursue material wealth, this result 

shows, to a certain extent, the contradiction between the trend of bandwagon consumption 

concept and desires. Therefore, in the progress of society and the improvement of people’s 

living standards, materialist values continue to erode people’s traditional values (Ger & Belk, 

1999). Materialists are given to vanity and love to speak, and they are not afraid of losing 
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face. Through the bandwagon effect, materialists highlight social status and strengthen or 

defend their face (Qi & Wang, 2017). 

5.3.4 Fourth objective: The relationship between status consumption and the 

bandwagon effect 

The results indicate a significant and positive impact of status consumption on the 

bandwagon effect (H12). These findings are consistent with (Kastanakis & Balabanis, 2012, 

2014; Shaikh et al., 2017). A study from a collectivist society in Pakistan also supports these 

findings, as customers purchased luxury to attain social goals amongst significant others and 

seek fitting-in behaviour, which implies that status consumption has a substantial impact on 

bandwagon luxury consumption behaviour (Shaikh et al., 2017). Besides, (Kastanakis & 

Balabanis, 2012, p. 1405) reveal that “status consumption is a major antecedent of 

bandwagon luxury consumption behaviour”. Additionally, Eastman et al. (2018, p. 232 ) 

support these research findings, stating that “status motivation needs to occur first for the 

bandwagon effect to impact luxury purchases, in this case, luxury fashion purchase 

intention”.   

In addition, status consumption is an attempt to satisfy one’s self and other recognition needs 

at the same time. With the bandwagon effect, status consumption not only makes people 

ensure the identity of group members, but also promotes people’s respect and social 

differences. Therefore, the desire for fashion and the need to be included in an enthusiastic 

group when looking for fashion products used by others is related to the bandwagon effect 

(Kastanakis & Balabanis, 2012; Vigneron & Johnson, 1999).  

Bandwagon consumers try to satisfy their demand for status by consuming luxury goods that 

represent status, while other consumers purchase specific categories of luxury goods due to 

their popularity, especially among celebrities and movie stars (Kastanakis & Balabanis, 2012, 

2014). Therefore, status consumption, in this context, is an important aspect of interpersonal 

orientation and social standing within a group. (Eastman et al., 2018; Qi & Wang, 2017). 

Further, “bandwagon luxury consumers are not just passive followers; in addition to 

searching for affiliation, they actively use luxury products as a visible evidence of the 

superior rank they are claiming within the social hierarchy” (Kastanakis & Balabanis, 2012, 

p. 1405). 
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5.3.5 Fifth objective: Luxury brand perception effect on purchase intentions 

The fifth and last objective in this research concerned understanding the luxury brand 

perception of Jordanian customers and what influence it has on purchase intentions 

(H13−H14). Thus, five value perceptions of luxury are included in the BLI by Vigneron and 

Johnson (2004, p. 11) and categorised into two groups: “non-personal values 

(conspicuousness, uniqueness, and quality) and personal values (hedonism and the extended-

self)”.   

According to the descriptive analysis results found in the current study, the average mean 

score for the non-personal perceptions dimensions of the scale was the highest; specifically, 

the dimension of uniqueness had the highest average mean score, followed by 

conspicuousness, then the quality dimension. The personal perception dimension of the scale 

was low for the extended self, and hedonism had the lowest average mean score. This result 

indicates that Jordanian customers mostly perceive luxury based on uniqueness and quality of 

products, as well as to show wealth and high status.  

However, Vigneron and Johnson (1999) argue that interpersonal dimensions 

(conspicuousness, uniqueness and high quality) are price-controlled, while the personal 

dimension of luxury perception (hedonism and extended self) is consumer-driven. Therefore, 

“members of collectivistic cultures tend to accept higher-priced products as a result of 

prestige-seeking and view cost sacrifice as positively associated with the overall value of 

luxury brands” (Aliyev & Wagner, 2018, p. 159). Thus, higher prices increase the 

desirability, conspicuousness and uniqueness of luxury brands and play a vital role in the 

perception of luxury goods (Shukla, 2012; Shukla & Purani, 2012). 

The hypothesis results show that both non-personal and personal perceptions have a 

significant influence on luxury purchase intentions (H13−H14). This supports findings from 

previous studies that show the strong relationship between quality and the need for 

uniqueness and luxury brands (Shukla, 2012; Truong & McColl, 2011). This reinforces the 

previously stated result that luxury reflects conspicuous consumption and status, and people 

purchase luxury products mainly to display their wealth (Eastman et al., 2018; Han et al., 

2010; Vigneron & Johnson, 1999).  
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The findings for this thesis indicate a positive association between conspicuousness and 

luxury purchase intentions, which is consistent with the results of (O'Cass & McEwen, 2004; 

Piron, 2000). Thus, these results confirm that consumers have a desire to differentiate 

themselves from others, and may use luxury products to exhibit this differentiation, and 

confirms that today luxury brands as a result of the democratisation of luxury have gained 

popularity among consumers across the world (Gutsatz & Heine, 2018). Moreover, it found 

that people with strong interdependence and overall thinking style will make more 

judgements based on price-quality because high quality has a more positive impact on the 

purchase intention of luxury goods of collective buyers than on individualist buyers (Lalwani 

& Shavitt, 2013). Therefore, the results of this current study provide further evidence to 

support the argument that non-personal perception is a key factor that contributes to purchase 

intentions of luxury goods among the collectivist cultural context.  

Personal perception values (hedonism, extended self) are found to be associated significantly 

with purchase intentions. However, Shukla (2012) results claim that perceived hedonistic 

value is more important to developed Western customers than among collectivist emerging 

markets. Aliyev and Wagner (2018) confirm that hedonism values are different between 

cultural groups. However, globalisation should not ignore this profound cultural difference. 

People’s consumption of luxury brands is usually complex and subtle, and some subtle 

differences may be underestimated (Vigneron, 2006). 

Moreover, the extended self plays a significant role in luxury purchase intentions. These 

findings are consistent with Lalwani and Shavitt (2013), who state that there is no difference 

between perceived hedonism among collectivists-individualists on purchase intentions. Thus, 

the value of this perception meets the requirements of individualists and collectivists. 

Through possession, individualists can expand their selves, and collectivists can follow and 

imitate wealthy groups (Belk, 1988; Wong & Ahuvia, 1998). Therefore, the extended self can 

be regarded as a universal perception of luxury value across cultures (Lalwani & Shavitt, 

2013). Finally, the findings of the current study explain and observe consumer purchase 

intention, based on the influence of luxury brand perceptions. 
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In summary, based on the discussed findings, several conclusions are generated: 

1. Cultural orientations need to be understood from a multidimensional perspective, and 

the horizontal and vertical distinctions can capture variation in collectivism and 

individualism. Thus, the cultural orientations for Jordanian luxury customers are 

found to be vertically collectivism oriented. 

2. The impact of cultural orientations on materialism are highly influenced by the 

vertical dimension rather than the horizontal. In addition, there was no difference 

between the impact of collectivism and individualism on materialism. 

3. This research tested the effects of materialism regarding luxury purchase intentions; 

interestingly, the relationship was insignificant. However, the results support the 

mediating effect of a bandwagon effect and status consumption. Furthermore, results 

confirm the positive impact of status consumption on the bandwagon effect. 

4. The final objective in this research not only highlights the impact of luxury brand 

perceptions on understanding consumer intention to purchase luxury goods, but also 

reveals the evaluation of the brand’s luxuriousness for Jordanian customers. 

5.4 Theoretical implications 

This study contributes to both theory and managerial practice in understanding and 

implementing cultural orientation and luxury consumption factors that may influence 

consumer intention to purchase luxury goods. There are various implications of this study, 

and this research contributes to the luxury literature by highlighting the following important 

points. 

First, this research integrates previous research from a comprehensive point of view, starting 

with the cultural orientation theories of (Hofstede, 1983, 1998; Singelis et al., 1995; Triandis, 

1996; Triandis & Gelfand, 1998), the personal value of materialism (Belk, 1985; Kasser et 

al., 2004; Richins, 2004; Richins & Dawson, 1992), and social influences for luxury 

consumption behaviour known as the bandwagon effect, and status consumption (Bagwell & 

Bernheim, 1996; Leibenstein, 1950; Veblen, 1899). Further, this study expands the previous 

research of (Eastman et al., 1999; Kastanakis & Balabanis, 2012, 2014), and explores luxury 

brand perception using the BLI scale (Vigneron & Johnson, 2004) as an extension of a model 

prestige-seeking behaviour theory proposed by (Vigneron & Johnson, 1999). In addition, this 
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study builds a conceptual framework that combines frameworks from different existing 

theories to explore the research issues raised. Therefore, this study has theoretical 

significance to the field of consumer behaviour by examining consumer intentions to 

purchase luxury goods, which expands the existing literature and contributes to the ongoing 

research related to luxury goods consumption. Moreover, this shows that adopting 

consumers’ cultural perspectives can greatly enhance understanding of luxury consumer 

behaviours. 

Second, the majority of previous research studies concerning culture and luxury consumption 

is comparative, and most research in consumer behaviour and social psychology is based on a 

theoretical framework developed using Western cultural evidence (Bian & Forsythe, 2012; 

De Mooij, 2010; Nueno & Quelch, 1998; Shukla & Purani, 2012; Silverstein & Fiske, 2003). 

This research is one of the very few studies focusing only on one culture and investigating 

how culture impacts consumption motivation. The present study investigated an 

underestimated area in luxury goods consumption in the context of Middle-Eastern collective 

culture. Moreover, this is the first study known to examine cultural orientation beyond the 

traditional dimension of collectivism and individualism into the further distinction of vertical-

horizontal orientation, and expanding the investigation to understand the Jordanian 

customer’s luxury purchasing behaviour.  

Third, the study enhances the current literature by exploring and extending previous under-

researched areas including:  

1. Investigating the characteristics of Jordanian consumers’ cultural orientation from a 

multi-dimensional standpoint, and further studying the impact of cultural orientation 

on materialism from an emerging market perspective.  

2. Showing that the direct relationship between materialism and purchase intention is not 

significant, but mediated by the impact of the bandwagon effect and status 

consumption.  

3. Showing that status consumption is the antecedent of bandwagon effect behaviour.  

4. Examining brand perceptions of luxury and its influence on purchase intentions.  

Fourth, some consumers across the globe are becoming more materialistic in the same 

manner, and the human desire to improve their material lives works towards convincing 



     

158 

 

consumers across the world to imitate the developed Western market (Cleveland & Bartsch, 

2019; Gupta, 2011). This research thus empirically contributes to the literature and consumer 

research by expanding the limits of studying materialism value motivation to include 

evidence from collective oriented materialistic customers of luxury. The results of the current 

study show that materialism is equally predominant in both collectivists and individualists, 

the difference in individual self-orientation towards status and hierarchy as emphasised in the 

vertical dimensions being in contrast to horizontal-oriented individuals who emphasise 

equality within the group (Garbarino et al., 2014; Triandis & Gelfand, 1998). This 

complements the findings of Awanis et al. (2017) about collective-oriented materialists in 

China, Thailand and India, who argue that materialism in those cultures are in response to the 

interpersonal collective to grant status and enable compliance with social obligations as 

expectations to their in-groups. Therefore, these customers are willing to pay premium prices 

for less conspicuous brands in favour of purchases that support social recognition and convey 

a consumer pro-social reputation.  

Fifth, another contribution of this research is to develop a theoretical understanding of the 

evaluation of luxury brands of personal goods from the categories of jewellery, watches and 

fashion accessories. Consumer behaviour theories consider the evaluation of product 

attributes as an important part of the purchase decision (Salehzadeh & Pool, 2017; Shukla, 

2012; Vigneron & Johnson, 1999). Thus, the results significantly confirm the proposed 

hypothesis regarding the influence of the evaluation of luxury brand perception dimensions 

on purchase intentions, and consumers in Jordan maximise the non-personal dimension of 

luxury (i.e. conspicuousness, quality and uniqueness) when buying luxury, complementing 

the findings of (Aliyev & Wagner, 2018; Lalwani & Shavitt, 2013). Therefore, this research 

contributes to the theoretical development in the field of luxury consumption. In addition, the 

study confirms previous research results reported in the luxury brand literature by analysing 

the similarities and differences in the evaluation of luxury goods, thereby contributing to the 

academia using the BLI scale (Vigneron, 2006; Vigneron & Johnson, 2004). 
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5.5 Practical implications 

This research provides greater insight for international marketers in the Middle East region 

and the world, and has important managerial implications by identifying the role of cultural 

orientation on materialism and luxury consumption-related behaviour. The literature points 

out that the consumption patterns of luxury brands can also be understood from a cultural 

perspective and that cultural orientation of individuals within the country is more 

heterogeneous than expected (Schwartz, 1994b; Singelis et al., 1995). This suggests that 

market strategies for luxury companies should consider consumers’ multidimensional cultural 

orientations and assess their impact on the company’s efforts. For example, to indicate need 

marketers can segment the Arab consumer market and adjust marketing strategies according 

to its cultural orientation to communicate with different target groups with different 

marketing strategies. Furthermore, the results of this study are not only helpful for luxury 

fashion goods, but also for other luxury product sectors (such as luxury cars). 

Managers should associate their brands and communication strategies with status value as 

these results show that customers are consuming more goods and become more materialistic 

due to their need for status, as the evidence of vertical orientation was the most significant 

attribution to materialism. However, the luxury consumption phenomena has increased due to 

fast growth of the economy, globalisation and the expansion of fashion in the Middle East, 

and current consumer motivation for luxury consumption is changing, especially among the 

younger generation. Therefore, luxury brands’ messages should be framed to encourage 

consumer desire to acquire luxury in order to seek prestige and promote their position in 

society and the social group (Eastman et al., 2018; Vigneron & Johnson, 1999). 

The current study demonstrates that social values play a crucial role in the context of luxury 

consumption. Therefore, marketing campaigns should publicise and promote the fact that 

consumers appear elegant, sophisticated and successful. Moreover, consumers feel respected 

by others when they purchase and consume luxury accessory brands, which emphasises the 

acceptance by society of consumption of luxury products. Thus, social image may be an 

essential consideration in luxury marketing strategies, and luxury retailers should stress the 

relationship between the brand name and its user’s status.  

The substantial influence of status and materialism allows managers to standardise their 

campaign and to provide significant benefits not just in the major markets, but also for 
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expanding in emerging markets. No difference was found between individualism and 

collectivism with regard to materialism; this could be due to global consumer culture 

increasingly impacting the motivation and direction towards purchasing luxury goods. When 

consumers identify with themselves in the consumer culture their level of vanity is expected 

to alter as consumer behaviour will change in a different culture based on economic 

development (Durvasula et al., 2001; Shukla, 2012).    

Furthermore, in luxury goods consumption, the significant reference groups for Jordanians 

are family, friends and colleagues, who have a substantial impact of intention towards 

purchasing luxury goods. Consequently, the bandwagon effect is socially directed behaviour 

influenced by the popularity of the products that represent status, so it is a status-derived 

behaviour and the desire to encounter the conformity of everyone approving. So, managers 

need to capitalise on this in their product offerings to attract bandwagon customers. Indeed, 

marketers should recognise the importance of reference groups for luxury purchase decisions. 

Such results imply that establishing a good relationship with an important reference group of 

target consumers may be an efficient marketing strategy.  

The importance of the concept of brand luxury perception in managing the performance of a 

prestige brand was noted in the literature review, and results suggest that marketing decisions 

regarding price, store image, distribution intensity and price promotions influence consumer 

perception of luxuriousness. This study has empirically determined the dimensions of luxury 

brand perceptions toward purchasing luxury goods. Both non-personal perceptions (i.e. 

conspicuousness, quality and uniqueness values) and personal perceptions (i.e. hedonism and 

extended self) impact consumer intentions to purchase luxury goods. According to 

expectations, wealthy Jordanian consumers pay more attention to the attributes of luxury 

goods, which are more indicative of society than individuals. Therefore, formulating an 

effective marketing strategy requires clear consideration of the potential impact of these 

aspects on consumer decision-making. That is, luxury retailers should enhance the unique 

value of their products and focus on excellent quality, rather than only emphasising 

conspicuousness or other social values of their brands. In addition, information about the 

hedonistic benefits associated with owning luxury brands is a key step in encouraging the 

willingness to buy in this potential market, which may beneficially increase customers’ 

impressions when buying luxury brands. 
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This study shows that the elements proposed in this research framework explain the rich 

connections that underlie consumer purchasing decisions. The theoretical development and 

empirical testing of the model can help luxury producers and retailers understand the factors 

that determine their willingness to buy, thereby predicting the willingness of Jordanian 

consumers to purchase luxury goods. Although there are an increasing number of consumers 

in the Arab region, marketing managers may have more insights and understanding of this 

important market, which basically shares a lot in culture and tradition. Therefore, the 

important relationships revealed in this study can help inform executives about marketing 

strategy decisions, and support management decisions about communication and advertising 

appeal. For example, marketing communications can be designed to increase the positive 

attitudes of target consumers towards purchasing luxury goods.  

Considering that attitudes, beliefs and perceptions directly affect consumer decisions, 

communication needs to capture the different beliefs of different target luxury consumer 

groups, that is, the communication information should be tailored for different consumers 

with different perceptions and beliefs. For instance, consumers who believe that luxury is a 

signal of wealth and status may be persuaded to believe that luxury brands and their 

consumers are a model of social success, and therefore, these consumers’ desire to associate 

with the brand will increase. But the overall marketing strategy should challenge the fusion of 

luxury consumption of private and social value, in order to take care of two groups: the 

pursuit of personal values of people eager to impress the crowd and others. 

In conclusion, a better understanding of luxury brand consumption in a new market and 

cultural context can help to develop more effective marketing strategies for these markets. 

Luxury marketers should design creative content that links the messages of status with 

conformity, and that illustrates to customers how luxury brands can enable them to fit in or 

develop their style (Eastman et al., 2018; Kastanakis & Balabanis, 2014). In addition, the 

changing marketing trends and consumer behaviour encourages luxury retailers to develop 

marketing communication strategies targeting Arab region customers due to the increased 

demand for luxury fashion goods for markets in developing countries with a growing middle 

and upper class. 
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5.6 Limitations and directions for future research 

There are a few limitations of this study. Although the research method is adaptive and 

accurate, as with all research, there are still some limitations that must be considered 

alongside future research suggestions. There were few limitations from a methodological 

point of view, future research can try to improve some measures related to the purchase of 

luxury goods, and the conceptual framework developed in this study can be repeated for other 

product categories to maximise its validity.  

There are a few concerns with using the BLI scale. First, correlations among the five factors 

were high. Second, the model fit index for the original five dimensions scale did not result in 

a model fit similar to the model fit statistics that resulted from the second-order two-factor 

model (i.e. the non-personal, and personal perceptions) which shows it was the best fit for the 

data sample in this research. Future researchers need to be cautious in using this scale and 

may want to continue to develop the scale to improve its reliability and validity, which might 

show different results in a different research context. 

This research focused on the specific product categories of jewellery, watches and fashion 

accessories. In general, watches represent classic luxury, and can be used to signal status and 

success. The findings of this study regarding purchasing behaviour can be applied to other 

luxury goods categories, in addition to fashion goods or products with the same target 

consumers as luxury goods to provide additional support to the results in other environments 

or cultural contexts. 

Further, a significant stream of future research could be to explore the role of the four 

patterns of cultural orientation on consumer behaviour. For instance, research can be 

conducted to explore differences in beliefs between consumers with horizontal and vertical 

cultural orientations. The present research may motivate undertaking further cross-cultural 

study throughout all Arab countries that could be insightful to luxury brand retailers. The 

research shows the importance of the vertical-horizontal dimension within the same culture 

and its impact on materialism, and how we can understand the relationship with other factors 

related to luxury goods purchasing. 

Further, research should be done to compare different cultures, as cross-cultural research 

within emerging Eastern and developed Western markets and examine the generational 
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cohorts changes in consumption for luxury. In addition, future research can test whether there 

are differences in purchase intentions among consumers with different cultural orientations. 

Further research needs to be undertaken in different countries in the Middle East to add more 

evidence to the luxury consumption behaviour in this particular market, which has not been 

well researched compared to Western markets. In addition, the research is restricted to certain 

aspects of luxury consumption motivations and cultural factors influencing one’s luxury 

purchase intentions. Further, future researchers can contribute by applying a mixed-methods 

research design to enrich the depth of the knowledge. Finally, future research may address 

other factors affecting luxury consumption and explore the complexity of different Arab 

social characteristics. 

5.7 Conclusion  

This final chapter summarised the main findings and presented conclusions related to 

research question and objectives. This chapter discussed the significance of this research to 

theory and practice, as well as the limitations and potential directions for further research. 

This research contributes to the academic literature by examining Jordanian consumers’ 

cultural orientation and how luxury consumption factors influence their luxury purchase 

intention. An online survey was conducted to collect data. The results show that the cultural 

orientation of these individuals consists of various combinations of the horizontal/vertical and 

collectivism/individualism dimensions. The findings also reveal several relationships 

between the factors defining Jordanian consumers’ intention to purchase luxury goods. 

Therefore, the framework proposed in this research allows scholars and practitioners to better 

understand consumer behaviour in this field. These findings will help luxury companies and 

retailers to better assess their target consumer markets and implement effective marketing 

strategies. 
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Appendices 

 
Appendix One: Profile of the respondents (demographics) is presented in Table A.1-A.6. 

 

 

 

  Table A.1 Gender of the respondents 

Gender Frequency Percent 

 Male 231 43.4 

Female 288 54.1 

Prefer not to answer 13 2.4 

Total 532 100.0 

  

 

 Table A.2 Age of the respondents 

 

             Table A.3 The marital status of the respondents 

Marital status Frequency Percent 

 Married 276 51.9 

Widowed 14 2.6 

Divorced 19 3.6 

Separated 2 0.4 

Never married 197 37.0 

Prefer not to answer 24 4.5 

Total 532 100.0 

     

Age Frequency Percent 

 18 – 24 118 22.2 

25 – 34 158 29.7 

35 – 44 117 22.0 

45 – 54 67 12.6 

55 – 64 54 10.2 

65 – 74 8 1.5 

75 – 84 1 0.2 

85 or older 1 0.2 

Prefer not to answer 8 1.5 

Total 532 100.0 
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 Table A.4 The respondent’s level of education 

 

Education Frequency Percent 

 Less than high school 32 6.0 

High school graduate 83 15.6 

College 57 10.7 

Bachelor Degree 262 49.2 

Post Graduate 62 11.7 

Professional degree 13 2.4 

Doctorate 14 2.6 

Prefer not to answer 9 1.7 

Total 532 100.0 

 

Table A.5 The respondent’s household income JOD (Monthly) 

 

Income Frequency Percent 

 Less than 800 JOD 158 29.7 

800-1000 105 19.7 

1001-1500 78 14.7 

1501-1800 47 8.8 

1801-2000 43 8.1 

2000-2500 25 4.7 

More than 2500 JOD 76 14.3 

Total 532 100.0 
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 Table A.6 The respondent’s current employment 

 

Occupation Frequency Percent 

 

 

 

 

 

 

 

 

 

 

 

 

 

Executive/senior-level officials 8 1.5 

First level/mid-managers 35 6.6 

Professionals (Academic, Own business, Lawyer) 88 16.5 

Technicians (Engineering, Health care 

practitioners) 

60 11.3 

Sales Workers/Representatives 17 3.2 

Administrative workers 81 15.2 

Craftworkers 21 3.9 

Operatives (machine operators) 4 0.8 

Service workers (Police officer, Medical 

assistance, Cooks) 

32 6.0 

Student 71 13.3 

Others 115 21.6 

Total 532 100.0 
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Appendix Two: Survey instrument English version. 

 

PhD survey 

 

Start of Block: Consent & Information statement 

 

INFORMATION STATEMENT     

  

 

Cultural orientation and materialism in Jordan: Consumer perceptions of brand 

luxury            

 

Invitation   

      

You are invited to participate in a research study on the structure of Jordanian consumer’s 

cultural orientations and to evaluate the determinants that influence consumer desire to 

purchase luxury goods.       

 

The study is being conducted by the principal investigator for this research Eyad Shammout 

(PhD candidate) together with Professor Steven D’Alessandro and Dr. Felicity Small and Dr. 

Tahmid Nayeem from The Faculty of Business, Justice and Behavioural Sciences (School of 

Management & Marketing) at Charles Sturt University.       

 

Before you decide whether or not you wish to participate in this study, it is important for you 

to understand why the research is being done and what it will involve. Please take the time to 

read the following information carefully and discuss it with others if you wish.            

 

 

What is the purpose of this study?     

This study aims to explain and clarifying the ways in which cultural characteristics affect 

consumers’ behaviour and how these factors influences and determines luxury brand 

perceptions and consumers’ purchase intentions.      

 

Why have I been invited to participate in this study?     

You have been invited to participate in research which aims to understand customers in 

Jordan and their perception toward purchasing luxury goods. Therefore, you have been 

chosen as possible participant because you have bought luxury brand in the last 12 months.      

 

What does this study involve?     

This research involves survey questions that are aimed at gathering your response on impact 

of cultural orientations and materialism on luxury brand perception. Your answers are 
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confidential and anonymous. The online questionnaire will take approximately 12 minutes to 

complete. Participation in this study is voluntary and you are free to withdraw at any time 

without penalty. You may also choose to request that the information you have already 

provided not be included in the analysis. 

 

What if I don't want to take part in this study?   

Participation in this research is entirely your choice. Only those people who give their 

informed consent will be included in the project. Whether or not you decide to participate, 

is your decision and will not disadvantage you.      

 

What if I participate and want to withdraw later?   

Participants will have the opportunity to withdraw their participation and survey results at 

any time. And your data will be removed and not used.      

 

How will my confidentiality be protected?   

Confidentiality is assured by the researcher and supervisors. And no personally identifiable 

information will be published for this research. Surveys and data will have no identifiable 

information. They will only contain a participant generated code. The records of this study 

will be kept completely private. And any report of this study will not include any information 

that will make it possible to identify you as an individual participant. Research records will 

be kept in a protected computer. Only the researchers will have access to the records.      

 

What will happen to the information that I give you?       

The information collected will be analysed and collated to produce a report and several 

academic papers and future longitudinal research (if applicable). This data is intended for 

Academic use only in the attainment of PhD degree. Neither your name nor any other 

identifying information will be included in the transcript or any reports for this project.      

 

What should I do if I want to discuss this study further before I decide?   

If you would like further information please contact the Chief Investigator for this research 
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Eyad Shammout or the Project Supervisor Professor Steven D’Alessandro using the contact 

details below.      

 

Any enquiries should be directed to:   

Principal Investigator:   

Eyad Shammout                                                        

PhD Student                                                                         

School of Management and Marketing                                                                                          

Email: eshammout@csu.edu.au                                              

 

Steven D’Alessandro    

Professor   

School of Management and Marketing   

Phone: (02) 6338 4286               

Email: sdalessandro@csu.edu.au                                  

 

 

    Note: Charles Sturt University’s Human Research Ethics Committee has approved this 

project. If you have any complaints or reservations about the ethical conduct of this project, 

you may contact the Committee through the Ethics and Compliance Unit via the following 

contact details:         

 

The Governance Officer   

Human Research Ethics Committee   

Ethics and Compliance Unit   

Locked Bag 588   

Wagga Wagga NSW 2678   

Tel: (02) 6933 4628   

Email: ethics@csu.edu.au                

 

Any issues you raise will be treated in confidence and investigated fully and you will be 

informed of the outcome.           

 

 

 

 

 

End of Block: Consent & Information statement 
 

Start of Block: Consent question 
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Consent. Do you agree to be in this study? 

o Yes, I agree  (1)  

o No, I do not wish to take part in this survey  (2)  

 

Skip To: End of Survey If Do you agree to be in this study? = No, I do not wish to take part in 

this survey 

End of Block: Consent question 
 

Start of Block: Filter question 

 

Q1 Have you purchased at least one item from a luxury brand offering either Jewelry, 

watches, or fashion accessories within the last year? 

▢ Yes  (1)  

▢ No  (2)  

 

Skip To: End of Survey If Have you purchased at least one item from a luxury brand offering 

either Jewelry, watches, or fas... = No 

End of Block: Filter question 

Start of Block: Cultural orientations 

 

 

Q2  

Section 1.  

This section is concerned about your values. Please answer the following questions by 

selecting the most appropriate response from “1= never or definitely no” to “9 = always or 

definitely yes”. 

 

1 (Never 

or 

Definitely 

no) (1) 

2 (2) 3 (3) 4 (4) 5 (5) 6 (6) 7 (7) 8 (8) 

9 

(Always 

or 

Definitely 

yes) (9) 

I'd rather 

depend on 

myself than 

others. (1)  
o  o  o  o  o  o  o  o  o  

I rely on 

myself most o  o  o  o  o  o  o  o  o  
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of the time; 

I rarely rely 

on others. 

(2)  

I often do 

"my own 

thing." (3)  o  o  o  o  o  o  o  o  o  

My 

personal 

identity, 

independent 

of others, is 

very 

important to 

me. (4)  

o  o  o  o  o  o  o  o  o  

It is 

important 

that I do my 

job better 

than others. 

(5)  

o  o  o  o  o  o  o  o  o  

Winning is 

everything. 

(6)  o  o  o  o  o  o  o  o  o  

Competition 

is the law of 

nature. (7)  o  o  o  o  o  o  o  o  o  

When 

another 

person does 

better than I 

do, I get 

tense and 

aroused. (8)  

o  o  o  o  o  o  o  o  o  

If a 

coworker 

gets a prize, 

I would feel 

proud. (9)  

o  o  o  o  o  o  o  o  o  

The well-

being of my 

coworkers 

is important 

to me. (10)  

o  o  o  o  o  o  o  o  o  

To me, 

pleasure is 

spending o  o  o  o  o  o  o  o  o  
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time with 

others (11)  

I feel good 

when I 

cooperate 

with others. 

(12)  

o  o  o  o  o  o  o  o  o  

Parents and 

children 

must stay 

together as 

much as 

possible. 

(13)  

o  o  o  o  o  o  o  o  o  

It is my 

duty to take 

care of my 

family, even 

when I have 

to sacrifice 

what I want. 

(14)  

o  o  o  o  o  o  o  o  o  

Family 

members 

should stick 

together, no 

matter what 

sacrifices 

are 

required. 

(15)  

o  o  o  o  o  o  o  o  o  

It is 

important to 

me that I 

respect the 

decisions 

made by my 

groups. (16)  

o  o  o  o  o  o  o  o  o  

 

 

 

Page Break  

End of Block: Cultural orientations 
 

Start of Block: Materialism 
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Q3  

Section 2.  

This section is concerned with your beliefs about the importance of consumption. Please 

answer the following questions by selecting the most appropriate response.     

 

Strongly 

disagree 

(1) 

Disagree 

(2) 

Somewhat 

disagree 

(3) 

Neither 

agree nor 

disagree 

(4) 

Somewhat 

agree (5) 

Agree 

(6) 

Strongly 

agree (7) 

I admire 

people who 

own 

expensive 

homes, 

cars, 

clothes. (1)  

o  o  o  o  o  o  o  

I like to 

own things 

that 

impress 

people. (2)  

o  o  o  o  o  o  o  

The things 

I own say a 

lot about 

how well 

I’m doing. 

(3)  

o  o  o  o  o  o  o  

I try to 

keep my 

life simple, 

as far as 

possessions 

are 

concerned. 

(4)  

o  o  o  o  o  o  o  

Buying 

things 

gives me a 

lot of 

pleasure. 

(5)  

o  o  o  o  o  o  o  

I like a lot 

of luxury 

in my life. 

(6)  
o  o  o  o  o  o  o  

My life 

would be o  o  o  o  o  o  o  
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better if I 

own 

certain 

things I 

don’t have. 

(7)  

I’d be 

happier if I 

could 

afford to 

buy more 

things. (8)  

o  o  o  o  o  o  o  

It bothers 

me that I 

can’t 

afford to 

buy things 

I’d like. (9)  

o  o  o  o  o  o  o  

 

 

End of Block: Materialism 
 

Start of Block: Status consumption 

 

Q4  

Section 3.  

This section is concerned with your purchasing motivations regarding luxury products. Please 

answer the following questions by selecting the most appropriate response.  

 
Strongly 

disagree (1) 

Somewhat 

disagree (2) 

Neither agree 

nor disagree 

(3) 

Somewhat 

agree (4) 

Strongly 

agree (5) 

I would buy a 

product just 

because it has 

status. (1)  
o  o  o  o  o  

I am 

interested in 

new products 

with status. 

(2)  

o  o  o  o  o  

I would pay 

more for a 

product if it 

had status. (3)  
o  o  o  o  o  
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The status of 

a product is 

irrelevant to 

me. (4)  
o  o  o  o  o  

A product is 

more valuable 

to me if it has 

some snob 

appeal. (5)  

o  o  o  o  o  

 

 

End of Block: Status consumption 
 

Start of Block: Bandwagon effect 

 

 

Q5  

Section 4.    

This section is concerned with your purchasing motivations regarding luxury products. Please 

answer the following questions by selecting the most appropriate response. Based on the 

following question “How likely is it that you would buy and use each of the luxury items 

described, assuming money is no object”? 

 

 
Strongly 

disagree (1) 

Somewhat 

disagree (2) 

Neither agree 

nor disagree 

(3) 

Somewhat 

agree (4) 

Strongly 

agree (5) 

A currently 

very popular 

and 

fashionable 

luxury watch 

that everyone 

would approve 

of its choice. 

(8)  

o  o  o  o  o  

A luxury 

watch worn by 

many 

celebrities and 

recognized by 

many people. 

(9)  

o  o  o  o  o  

A luxury 

watch that is 

chosen by 

most people as 
o  o  o  o  o  
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a symbol of 

achievement. 

(10)  

 

 

End of Block: Bandwagon effect 
 

Start of Block: Brand luxury perception 

 

Q6  

Section 5.    

This section concerned with your beliefs about brands (your favorite or purchased recently) 

and what you think luxuries represent. Please indicate your evaluation on each of the scales 

provided from 1 to 7. For example, if you think that the brand is Conspicuous you check the 

number 1 for that brand, while if you think the brand is Noticeable you check number 7. Or 

you check the number in between depends on your evaluation.  

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 6 (6) 7 (7)  

Conspicuous o  o  o  o  o  o  o  
Noticeable 

Popular o  o  o  o  o  o  o  
Elitist 

Affordable o  o  o  o  o  o  o  

Extremely 

Expensive 

For Wealthy o  o  o  o  o  o  o  
For Well Off 

Fairly 

Exclusive o  o  o  o  o  o  o  

Very 

Exclusive 

Precious o  o  o  o  o  o  o  
Valuable 

Rare o  o  o  o  o  o  o  
Uncommon 

Unique o  o  o  o  o  o  o  
Unusual 

Crafted o  o  o  o  o  o  o  
Manufactured 
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End of Block: Brand luxury perception 
 

Start of Block: Purchase intentions and actual purchases 

 

Upmarket o  o  o  o  o  o  o  
Luxurious 

Best Quality o  o  o  o  o  o  o  
Good Quality 

Sophisticated o  o  o  o  o  o  o  
Original 

Superior o  o  o  o  o  o  o  
Better 

Exquisite o  o  o  o  o  o  o  
Tasteful 

Attractive o  o  o  o  o  o  o  
Glamorous 

Stunning o  o  o  o  o  o  o  
Memorable 

Leading o  o  o  o  o  o  o  
Influential 

Very Powerful o  o  o  o  o  o  o  

Fairly 

Powerful 

Rewarding o  o  o  o  o  o  o  
Pleasing 

Successful o  o  o  o  o  o  o  
Well Regarded 
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Q7  

Section 6.  

This section is concerned with your purchase behaviour. Please answer the following 

questions by selecting the most appropriate response. 

  

 
Strongly 

disagree (1) 

Somewhat 

disagree (2) 

Neither agree 

nor disagree 

(3) 

Somewhat 

agree (4) 

Strongly 

agree (5) 

I have strong 

possibility to 

purchase 

Luxury Brand 

X’s product. 

(1)  

o  o  o  o  o  

I’m likely to 

purchase 

Luxury Brand 

X’s product. 

(2)  

o  o  o  o  o  

I have high 

intention to 

purchase 

Luxury Brand 

X’s product. 

(3)  

o  o  o  o  o  

 

 

 

Page Break  
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Q8 How many luxury items do you purchase per year? (Please write the approximate number 

of items per year). 

________________________________________________________________ 

 

 

 

Q9 Please write the average expenditure (JOD) for luxury in the categories of jewelry 

watches and fashion accessories. 

________________________________________________________________ 

 

 

 

Q10 Please choose the product categories among the three listed that you make purchases in. 

▢ Jewelry  (1)  

▢ watches  (2)  

▢ Fashion Accessories (e.g., bag, Scarf)  (3)  

 

 

 

Q11 Please indicate the reason for purchasing luxury items (you can choose more than one 

answer). 

▢ For yourself  (1)  

▢ For others (e.g., family, friends)  (2)  

▢ For a specific occasion (please write in the box)  (3) 

________________________________________________ 

 

 

Page Break  
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Q12 How likely to purchase luxury item in the next six months? 

 1 11 21 31 41 51 60 70 80 90 100 

 

Percentage from 1-100 (1) 

 

 

 

 

 

Q13 Overall, I feel the following level of satisfaction with the luxury purchases I made in the 

last six months. 

 

Extremely 

dissatisfied 

(1) 

Somewhat 

dissatisfied 

(2) 

Neither 

satisfied nor 

dissatisfied 

(3) 

Somewhat 

satisfied (4) 

Extremely 

satisfied (5) 

Overall level 

(1)  o  o  o  o  o  

 

 

 

 

Q14 Overall, I believe owning a luxury branded product in my country is a symbol to others 

of my success. 

 
Definitely true 

(1) 

Probably true 

(2) 

Neither true 

nor false (3) 

Probably false 

(4) 

Definitely 

false (5) 

Overall 

believe (1)  o  o  o  o  o  

 

 

End of Block: Purchase intentions and actual purchases 
 

Start of Block: Demographics 

 



     

203 

 

Q15 What is your gender?  

o Male  (1)  

o Female  (2)  

o Prefer not to answer  (3)  

 

 

 

Q16 What is your age? 

o 18 - 24  (1)  

o 25 - 34  (2)  

o 35 - 44  (3)  

o 45 - 54  (4)  

o 55 - 64  (5)  

o 65 - 74  (6)  

o 75 - 84  (7)  

o 85 or older  (8)  

o Prefer not to answer  (9)  
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Q17 Please indicate your marital status. 

o Married  (1)  

o Widowed  (2)  

o Divorced  (3)  

o Separated  (4)  

o Never married  (5)  

o Prefer not to answer  (6)  

 

 

Page Break  

  



     

205 

 

 

Q18 Please select the highest level of education you completed. 

o Less than high school  (1)  

o High school graduate  (2)  

o College  (3)  

o Bachelor Degree  (4)  

o Post Graduate  (5)  

o Professional degree  (6)  

o Doctorate  (7)  

o Prefer not to answer  (8)  
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Q19 Please select one that best reflects you current employment. 

o Executive/senior level officials  (1)  

o First level/mid managers  (2)  

o Professionals (Academic, Own business, Lawyer)  (3)  

o Technicians (Engineering, Health care practitioners)  (4)  

o Sales Workers/Representatives  (5)  

o Administrative workers  (6)  

o Craft workers  (7)  

o Operatives (machine operators)  (8)  

o Service workers (Police officer, Medical assistance, Cooks)  (9)  

o Student  (10)  

o Others  (11) ________________________________________________ 
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Q20 Please select the city where you currently live. 

o Amman  (1)  

o Zarqa  (2)  

o Irbid  (3)  

o Ajloun  (4)  

o Jerash  (5)  

o Mafraq  (6)  

o Balqa  (7)  

o Madaba  (8)  

o Karak  (9)  

o Tafilah  (10)  

o Ma'an  (11)  

o Aqaba  (12)  
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Q21 What is your household income JOD (Monthly)? 

o Less than 800 JOD  (1)  

o 800-1000  (2)  

o 1001-1500  (3)  

o 1501-1800  (4)  

o 1801-2000  (5)  

o 2000-2500  (6)  

o More than 2500 JOD  (7)  

 

 

Page Break  

 

Q22 How would you rate your experience with Airlines in Jordan? 

 

Very 

dissatisfied 

(58) 

Somewhat 

dissatisfied 

(59) 

Neither 

satisfied nor 

dissatisfied 

(60) 

Somewhat 

satisfied (61) 

Very satisfied 

(62) 

Satisfaction 

rating (5)  o  o  o  o  o  

 

 

End of Block: Demographics



 

 

 


