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THE INFLUENCE OF BRAND KNOWLEDGE ON THE INTENTION TO 

PURCHASE PERSONAL LUXURY PRODUCTS 

 

Abstract 

This conceptual paper discusses the influence level of brand knowledge through various 

compenents on personal luxury products. The modern luxury market is an irresistible sector, 

experiencing growth worldwide. A shift in luxury consumers’ behaviours is primarily one of 

the main contributing factors to this growth. Despite generating an increase in the profits and 

sales for most luxury houses, it is necessary for luxury marketers and academic researchers to 

accommodate all luxury consumers, not just the new, growing segment. It appears that the 

characteristics of the traditional luxury consumers from many decades ago need to be 

reinserted. With the inclusion of brand knowledge, the conceptual model presented in this 

paper aims to capture the purchase intentions of all luxury consumers. Brand knowledge is 

integral to the framework because is captures the significance of the inherent key 

characteristics of luxury brands as well as the perceived value from luxury consumption, both 

of which influence the intention to purchase personal luxury products. This study incorporates 

the influence of luxury brand knowledge into the model to better explain the intentions to 

purchase personal luxury products across all types of luxury consumers. By properly 

reflecting the changes of luxury consumption behaviours and its relationships through an 

enhanced model, luxury marketers can plan and execute efficient branding, marketing and 

communication strategies.   

Keywords: luxury; luxury consumption; luxury brand knowledge; luxury purchase intention; 

personal luxury goods 

 

Introductions and Objectives  

In recent years, there has been a rapid increase in global luxury consumption with the rise in 

number of luxury consumers from 140 million to 350 million globally (Bain & Company, 

2015). Personal luxury goods market is forecast to grow by 2-4 percent in 2017 following a 

decline in consumers’ spending (Bain & Company, 2017). Such a phenomenal growth in the 

luxury market leads to a widely increased interests among researchers across all disciplines 

(Truong, et al., 2008; 2009, Tynan et al., 2010; Kapferer and Valette-Florence, 2016). In 

particular, personal luxury goods market is forecast to continue to grow between 2-3 percent 

through 2020 (Bain & Company, 2016). Despite the fact that personal luxury goods is a major 

driver of the entire market, there is a limited research in this product category.  

Two factors of this fast-growing trend stimulate the need for additional research into 

consumers’ behaviours. First, there has been a shift in luxury consumers’ profile (Hanna, 

2004; Fionda and Moore, 2009) and purchasing patterns (Bain & Company, 2015; 2016) 

where social influences (Dubois et al., 2001; Berthon et al., 2009; Cheah et al., 2015; Yang 

and Mattila, 2014; Kapferer and Valette-Florence, 2016) and people’s needs for materialism, 

appearances to enhance their ego and self-concept (Phau and Prendergast, 2000; Kapferer, 

2006) are having greater impact on how consumers make their luxury purchase decisions. 

Second, it appears that the characteristics of the traditional luxury consumers as well as old 

marketing models from many decades ago need to be redefined (Bain & Company, 2015). 

Danziger (2005) indicates that the changes in luxury consumers’ purchase decision has 
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created a dramatic shift in the purchase behaviour as a whole, making it difficult for luxury 

marketers to recognise the trend.  

To date, existing literature on luxury purchase intention focuses mainly from the cultural, 

economic, psychological perspectives (Leibenstein, 1950; Veblen, 1899; Bian and Forsythe, 

2012; Liu et al., 2012; Wong and Ahuvia, 1998; Vigneron and Johnson, 2004; Shukla, 2012; 

Cheah et al., 2015) but remains limited on investigating luxury consumers’ behaviours 

through the integration of brand knowledge aspect. Major works from marketing scholars on 

luxury value perceptions (Wiedmann et al., 2007 and 2009; Vigneron and Johnson, 2004; 

Shukla, 2012; Shukla and Purani, 2013; De Barnier et al., 2006; Hennigs et al., 2012 and 

2013) suggest that they are important in explaining the whole picture of luxury consumption 

but insufficient in explaining purchase intentions (Shukla, 2012).  

Kapferer (2006) discusses that it is typical for consumers to identify which brand belongs to 

the luxury category, however, it could be more complex for the precise definition of luxury to 

be identified and understood. Therefore, this study seeks to incorporate the branding aspects 

into the investigation on the significance of brand knowledge towards the intention to 

purchase personal luxury products.  

Research objectives for this research study are: 

 To develop a conceptual model explaining the relationship between luxury brand knowledge 

and personal luxury products purchase intention 

  To identify the segments of modern luxury consumers based on their brand knowledge and 

its influence on purchase intention  

 To explore the importance of luxury brand characteristics and luxury brand perception (the 

components of luxury brand knowledge) on personal luxury products purchase intention 

 

Conceptual Framework  
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Figure 1: Proposed Conceptual Framework 

This study provides a new perspective by investigation factors that influence luxury purchase 

intention. Based on the original work of Keller (1993), it is important to understand the 

structure and content of brand knowledge because this dictate what comes into the 

consumer’s mind when they think about a brand and what they know about the brand (Keller, 

2003). Consumer brand knowledge is defined as the “personal meaning about a brand stored 

in consumer memory, that is, all descriptive and evaluative brand-related information” 

(Keller, 2003). Strong, unique, and favorable brand associations must be created with 

consumers (Kotler and Keller, 2016). In luxury consumption, different consumers seek 

different emotional and functional benefits from luxury brands (Kapferer, 1998), which 

makes it relevant and significant to investigate the level of influences of brand knowledge and 

value perceptions on the intention to purchase luxury products. Therefore, by integrating 

brand knowledge into luxury consumption, the proposed conceptual framework aims to 

capture relevant characteristics of traditional luxury consumers in this rapid-changing 

consumption behaviours of luxury consumers in the modern luxury market.  

Literature Review  

The concept of luxury is first explained by Veblen (1899) that the consumption of luxury 

goods is primarily considered by the affluent consumers with the desire to display their wealth 

to the relevant significant others. Even though the concept of luxury remains obscure, the 

clearer definition of luxury is given by Nueno and Quelch (1998) as the “ratio of functional 

utility to price is low while the ratio of intangible and situational utility to price is high” and 

that luxury products are beyond an ordinary expensive goods but “an ephemeral status 

symbol”. Shukla (2010) also defines luxury as the consumption that is not for just oneself but 

a socially-oriented type of consumption that fulfils the consumers’ own indulgence as well as 

to serve the “socially directed motives”. 

The aforementioned definitions of luxury show it is an “elusive concept” (Kapferer, 1998) 

with “fuzzy frontiers” (Kapferer, 2006). The luxury concept is described as “incredibly fluid, 

and changes dramatically” over time and varied among different cultures (Yeoman and 

McMahon-Beattie 2006). As consumers become richer (Fionda and Moore, 2009) and are 

able to afford more luxury brands (Nueno and Quelch, 1998), luxury is no longer reserved for 

the rich but also includes the rising number of aspiring middle-class consumers (Shukla, 

2012) who enjoy material comfort (Yeoman and McMahon-Beattie, 2006; Yeoman, 2011: 

Granot, et al., 2013). This change makes the term luxury even more difficult to define 

(Shukla, 2010) and will continue as an ongoing debate among research scholars (Kapferer and 

Valette-Florence, 2016).  

Dubois and Paternault (1995) mention that “luxury items are bought for what they mean, 

beyond what they are”, this statement defines the nature of luxury brands where consumers 

often purchase luxury products not merely because of their outstanding quality but because of 

the name and the symbolic identity the brand provides. Kapferer (1998) recognises the 

importance in exploring the perception of luxury brands from the end-users themselves 

because they know best. This also adds to the ongoing complexity and difficulties in giving 

luxury a discreet definition (Kapferer, 1997 and 1998). The work of Grotts and Johnson 

(2013) investigates the status consumption of millennial consumers and indicates that it is 

highly possible that the consumers may not express any interest on the quality of the products 

but are placing greater emphasis on the ability of the handbags to be recognised and generate 

attention from their reference groups.  
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With regard to marketing strategy, luxury marketers react to the rapid increase in demand to 

maintain their position of exclusivity by increasing the price every year in order to secure 

their clientele (Kapferer, 2015b). Louis Vuitton, Rolex, and Christian Dior increase the price 

of their products every year to sustain the dream value of the consumers (Kapferer, 2015a; 

2015b). It is apparent that most luxury companies are managing the dilemma of maintaining 

the exclusivity of its products while increasing brand awareness as well as focusing on 

securing more market share and revenue (Kastanakis and Balabanis, 2012; Berthon et al., 

2009). Despite the recognisable shifts in luxury consumption pattern, the sector will continue 

to grow with the majority of affluent consumers as discussed by Steve Kraus of Ipsos (King, 

2015).  

The most recognisable shift in luxury marketing strategy is on the increasing number of 

luxury companies offering lower-price products in response to the rising level of demand for 

luxury consumption by the enthusiastic middle class consumers (Truong, et al., 2008; 

Kastanakis and Balabanis, 2012). Luxury was once reserved for the “happy few” (Veblen, 

1899) but this notion is no longer practical for today’s luxury environment where luxury 

products are “consumed by a larger aspirational segment” (Granot et al., 2013).  

Democratisation of luxury refers to when luxury brands create a lower-priced accessory items 

in order to appeal to the broader market, making luxury accessible to those “who could never 

afford to purchase the principal items in the line” (Nueno and Quelch, 1998) or the new 

luxury consumers who seeks recognition from luxury purchase. Han et al. (2010) discusses 

that different classes of consumers can now be distinguished by the brands of purses, watches, 

or shoes that they own. They let the brands speak for them, whether they prefer the loud 

Gucci logo or displaying the consumption of a “’no logo’ strategy” by carrying a Bottega 

Veneta bag (Han et al., 2010).  

As Husic and Cicic (2009) state, an important question on today’s luxury consumption that if 

it is possible for everyone to obtain luxury items, are the brands still considered luxury? This 

is one of the important agendas concerning luxury consumption that prompts researchers to 

investigate this changing behaviours and perceptions of luxury consumers.  It is also 

significance to note that the increase in global demand in luxury market is not necessarily 

positive but could be negative if the demand is not being managed efficiently (Hennigs et al., 

2015). Despite frequent changes in luxury consumption patterns, Kapferer and Valette-

Florence (2016) argues that it is vital to understand how consumers behave in order for the 

brands to create and maintain trust and reputation among its consumers.  

Danziger (2005) argues that the notion of ‘past behaviour predicts future behaviour’ may not 

be applicable to the luxury market. However, the foundation remains where the marketers 

need to understand the basics about the past and present behaviours in order to offer the 

products and services at the price that luxury consumers are willing to pay. It is partly due to 

the minimisation of the possible risks that might occur in purchasing luxury products as stated 

by Kapferer and Valette-Florence (2016) that “in luxury, no one wants to buy the wrong 

brand”.  

In light of these changes in the demand and strategies, a new framework of luxury purchase 

intention will be presented. This framework integrates brand knowledge in order to 

accommodate the traditional consumer, who appreciates the brand and its exclusivity, as well 

as the new buyer who wants recognition. This attempt in merging the two groups of luxury 

consumers together will highlights how traditional and new luxury consumers make their 

purchase decisions based on different components of luxury product characteristics as well as 

different value perception, or that is to say, based on a different levels of brand knowledge.  
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Methodology  

A questionnaire will be developed by the integration of the established measurements and 

scales from the existing luxury consumption and branding literature. A draft of the 

questionnaire will be reviewed against the literature and the practical insights obtained from 

the sales associates and experts in the luxury industry for the suitability and clarity of the 

questions. The final draft of the questionnaire will be pre-test on a small number of 

respondents from the target audience. The target population for the study is among general 

luxury consumers. The data collected from the survey will be analysed using Structural 

Equation Modelling (SEM) approach to model decision process and validate the proposed 

conceptual framework. Cluster analysis will be used to identify segments of consumers as 

recommended by Aaker et al. (2013). The anticipated research findings will expand on the 

degree of influences of the brand knowledge towards the willingness to purchase of personal 

luxury goods. It is also expected that the research findings will be useful in redefining the 

existing types of luxury consumers to represent today’s luxury consumers.  

Limitations  

There are possible limitations to this research due to the differences in the nature of the 

respondents as luxury brand consumption motives differ by culture to culture (Bian and 

Forsythe, 2012). There is a potential possibility that the research result obtained from this 

study may not be generalisable as each consumption is unique (Bourgeon and Filser, 1995 

cited in De Barnier et al, 2006). At the same time, self-reported attitudes can be inconsistent 

where self-contradiction can occur among individuals which leads to a degree of ambiguity to 

a certain extent (Dubois et al, 2001). This research acknowledges a strong concern stated by 

Heine and Phan (2011) that one of the main weaknesses in the existing luxury consumer-

oriented research is that most studies employs student sample or convenient sample groups 

which tend to lack the sufficient amount of both luxury brand information as well as the 

purchase experience (Fionda and Moore, 2009; Beverland, 2005). Therefore, this research 

study will avoid using student samples in order to yield the most valuable results.  

Managerial Implications  

This study provides both theoretical and managerial implications. On theoretical grounds, this 

study provides an enhanced model in investigating the influence of luxury brand knowledge 

towards luxury purchase intention considering luxury brand characteristics and luxury value 

perceptions.  

On managerial perspective, this study provides an update in the modern luxury consumers 

consumption pattern in terms of what specific characteristics of luxury products they would 

consider when they intend to purchase. At the same time, this study analyses the types of 

luxury value perceptions acknowledge by modern luxury consumers towards their purchase 

decision. In addition, the proposed conceptual framework will take into account the 

behaviours of traditional luxury consumers, who seems to have been lost due to the increased 

demand among the new luxury consumers.  According to Keller et al. (2012), the marketers of 

the brand needs to acknowledge the insights to how brand knowledge exists in consumer 

memory. From the model, marketers can plan and execute efficient marketing and 

communication strategies for modern luxury consumers given their fast-changing preference 

in luxury consumption. Following the suggestion from Kapferer and Valette-Florence (2016) 

which indicates that “luxury is made by brands” and apart from selling luxurious products, the 

dream is what is attached to the brand logo and name. Therefore, by investigating the 
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relationship between luxury products characteristics along with luxury value perceptions, this 

study aims to provide a refreshing analysis of today’s luxury consumers and what stimulates 

them to buy personal luxury products.  

 

Bibliography  

Aaker, D.A., 2010.  Building Strong Brands. 2
nd

 ed. London: Pocket Books.  

 

Aaker, D.A., Kumar, V., Leone, R.P. and Day, G.S., 2013. Marketing Research. 11
th

 ed. 

Singapore: Wiley.   

 

Andjelic, A., 2015. Luxury brands must redefine the way they do business. The Guardian,  

[online] Available at: <http://www.theguardian.com/media-network/2015/sep/10/luxury 

brands-retailers-china-economic-slowdown> [Accessed 10 August 2016].  

 

Bagwell L.S. and Bernheim, B.D., 1996. Veblen Effects in a Theory of Conspicuous  

Consumption. The American Economic Review, 86(3), pp.349-373.  

Bain & Company, 2017. Global personal luxury goods market expected to grow by 2-4 

percent to €254 – 259bn in 2017, driven by healthier local consumption in China and 

increased tourism and consumer confidence in Europe. [press release] 29 May 2017. 

Available at: <http://www.bain.com/about/press/press-releases/global-personal-luxury-goods-

market-expected-to-grow-by-2-4-percent.aspx>  [Accessed 17 June 2017].  

 

Bain & Company, 2016. The global personal luxury goods market in 2016 will mirror last 

year's low single-digit real growth, even as geopolitical turmoil and luxury brands' emerging 

strategies reshuffle internal market dynamics. [press release] 24 May 2016. Available at: 

<http://www.bain.com/about/press/press-releases/spring-luxury-update-2016.aspx> [Accessed 

11 August 2016].  

 

Bain & Company, 2015. Global luxury goods market expected to sustain steady momentum 

with 2-4 percent real growth in 2015. [press release] 21 May 2015. Available at: 

<http://www.bain.com/about/press/press-releases/spring-2015-worldwide-luxury-goods-

update-press-release.aspx> [Accessed 11 August 2016].  

Belk, R., 1988. Possessions and the Extended Self. Journal of Consumer Research, 15,  

pp.139-168.  

Beverland, M., 2005. Uncovering “theories-in-use”: building luxury wine brands. European 

Journal of Marketing, 38(3/4), pp.446-466.  

Berthon, P., et al., 2009. Aesthetics and Ephemerality: Observing and Preserving the Luxury 

Brand. California Management Review, 52(1), pp.45-66. 

Bian, Q., Forsythe, S., 2012. Purchase intention for luxury brands: A cross cultural 

comparison. Journal of Business Research, 65, pp.1443-1451.  

Burberry, 2015. Burberry Strategic Report 2014/15. [online] Available at: 

<http://www.burberryplc.    com/documents/ar-1415/burberry_strategic_report_2014-15.pdf> 

[Accessed 11 August 2016].  



LUXURY INDUSTRIES SYMPOSIUM 2017 

7 

 

Cheah, I., et al., 2015. Antecedents and outcomes of brand prominence on willingness to buy 

luxury brands. Journal of Fashion Marketing and Management, 19(4), pp. 402-415.  

 

Chevalier, M. and Mazzalovo, G., 2012. Luxury Brand Management. 2
nd

 ed. Singapore: 

Wiley.  

Danziger, P.N., 2005. Let them eat cake: marketing luxury to the masses – as well as the 

classes. 

USA: Dearborn Trade.  

De Barnier, V., Rodina, I. and Valette-Florence, P., 2006. Which luxury perceptions affect 

most consumer purchase behaviour?: A cross cultural exploratory study in France, The United 

Kingdom and Russia. In: International Marketing Trends Conference, 5
th

 International 

Congress Marketing Trends. Venice, Italy, 20-21 January 2006. Paris: International 

Marketing Trends Conference.  

De Barnier, V., Falcy, S. and Valette-Florence, P., 2012. Do consumers perceive three levels 

of luxury?: A comparison of accessible, intermediate and inaccessible luxury brands. Journal 

of Brand Management, 19(7), pp.623-636.  

Dubois, B. and Czellar, S., 2002. Prestige Brands or Luxury Brands? An Exploratory Inquiry 

on Consumer Perceptions. In: European Marketing Academy Annual Conference, 31
st
  

European Marketing Academy Annual Conference: Marketing in a Changing World: Scope,  

opportunities and challenges. Braga, Portugal, 28-31 May 2002. Brussels: EMAC.  

 

Dubois, B. and Duquesne, P., 1993. The Market for Luxury Goods: Income Versus Culture.  

European Journal of Marketing, 27(1), pp.35-44.  

 

Dubois, B., Laurent. G., and Czellar, S., 2001. Consumer rapport to luxury: Analyzing 

complex 

and ambivalent attitudes. HEC Paris, 736, pp.1-56. 

Dubois, B. and Paternault, C., 1995. Observations: Understanding the world of international 

luxury brands: The “Dream Formula”. Journal of Advertising Research, pp.69-76. 

Fionda, A.M. and Moore. C.M., 2009. The anatomy of the luxury fashion brand. Brand  

Management, 16(5/6), pp.347-363.  

 

Granot, E., Russell, L.T.M. and Brashear-Alejandro, T.G., 2013. Populence: Exploring 

Luxury  

for the Masses. Journal of Marketing Theory and Practice, 21(1), pp.31-44.  

 

Grotts,  A.S. and Johnson T.W., 2013. Millennial consumers’ status consumption of 

handbags.  

Journal of Fashion Marketing and Management, 17(3), pp.280-293.  

 

Han, Y.J., Nunes, J.C. and Xavier, D., 2010. Signaling Status with Luxury Goods: The Role 

of  

Brand Prominence. Journal of Marketing, 74, pp.15-30. 

 



LUXURY INDUSTRIES SYMPOSIUM 2017 

8 

 

Hanna, J., 2004. Luxury Isn’t What It Used to Be. Harvard Business School Working 

Knowledge, [online] Available at:<http://hbswk.hbs.edu/item/luxury-isnt-what-it-used-to-be> 

[Accessed 10 August 2016].  

 

Heine, K. and Phan, M., 2011. Trading-up mass-market goods to luxury products. 

Australasian 

Marketing Journal, 19, pp.108-114.  

 

Hennigs, N., et al., 2012. What is the Value of Luxury? A Cross-Cultural Consumer 

Perspective. Psychology and Marketing, 29(12), pp.1018-1034.  

Hennigs, N., et al., 2013. Unleashing the power of luxury: Antecedents of luxury brand 

perception and effects on luxury brand strength. Journal of Brand Management, 20(8), 

pp.705-715.  

 

Hennigs, N., et al., 2015. The complexity of value in the luxury industry. International 

Journal of Retail and Distribution Management, 43(10/11), pp. 922-939.  

 

Hines, T. and Bruce, M., 2007. Fashion Marketing: Contemporary Issues.  2
nd

 ed. Oxford:  

Elsevier.  

 

Husic, M. and Cicic, M. Luxury consumption factors. Journal of Fashion Marketing and 

Management, 13(2), pp.231-245.  

 

Kapferer, J.N., 1997. Managing luxury brands. The Journal of Brand Management, 4(4), 

pp.251-260. 

 

Kapferer, J.N., 1998. Why are we seduced by luxury brands?. The Journal of Brand 

Management, 6(1), pp. 44-49. 

 

Kapferer, J.N., 2006. The two business cultures of luxury brands. In: J.E. Schroeder and M.  

Salzer-Morling. Brand Culture. New York: Frank Cass, pp. 67-76. 

 

Kapferer, J.N., 2012. Abundant rarity: The key to luxury growth. Business Horizons, 55, 

pp.453-462. 

 

Kapferer, J.N., 2015a. Kapferer on Luxury: How luxury brands can grow yet remain rare. 

London: Kogan Page Limited.  

 

Kapferer, J.N., 2015b. The future of luxury: Challenges and opportunities. Journal of Brand 

Management, 21(9), pp.716-726.  

 

Kapferer, J.N. and Bastien, V., 2012. The Luxury Strategy. 2
nd

 ed. Croydon, Kogan Page 

Limited.  

 

Kapferer, J.N. and Valette-Florence, P., 2016. Beyond rarity: the paths of luxury desire. How  

luxury brands grow yet remain desirable. Journal of Product and Brand Management, 25(2),  

pp.120-133.  

 

Kastanakis M.N. and Balabanis, G., 2012.  Between the mass and the class: Antecedents of 

the  



LUXURY INDUSTRIES SYMPOSIUM 2017 

9 

 

“bandwagon” luxury consumption behaviour. Journal of Business Research, 65, pp.1399-

1407.  

 

Keller, K.L., 1993. Conceptualizing, Measuring, and Managing Customer-Based Brand 

Equity.  

Journal of Marketing, 57, pp.1-22. 

 

Keller, K.L., 2003. Brand Synthesis: The Multidimensionality of Brand Knowledge. Journal 

of 

Consumer Research, 29, pp.595-600.  

 

Keller, K.L., Apéria, T. and Georgson, M., 2012. Strategic Brand Management – A European 

Perspective. 2
nd

 ed. Essex: Pearson.  

 

King, J., 2015. Luxury is a commercial notion that rests on experiential ties: Ipsos exec. 

Luxury  

Daily,[online] Available at: <http://www.luxurydaily.com/luxury-is-a-commercial-notion- 

that-rests-on-experiential-ties-ipsos-exec/> [Accessed 10 August 2016]. 

Kotler, P. and Keller, K.L., 2016. Marketing Management Global Edition. 15
th

 ed. Essex: 

Pearson.  

Leavitt, H.J., 1954. A note on some experimental findings about the meanings of price. The  

Journal of Business. 27(3), pp.205-210.  

 

Leibenstein, H., 1950. Bandwagon, Snob, and Veblen Effects in the Theory of Consumers’  

Demand. The Quarterly Journal of Economics, 64(2), pp.183-207.  

 

Nueno, J.L. and Quelch, J.A., 1998. The Mass Marketing of Luxury. Business Horizons,  

pp.61-68. 

 

O’Cass, A. and Frost, H., 2002. Status brands: examining the effects of non-product-related 

brand associations on status and conspicuous consumption. Journal of Product & Brand  

Management, 11(2), pp.67-88.  

 

Okonkwo, U., 2007. Luxury Fashion Branding. Basingstoke: Palgrave Macmillan.  

Phau, I. and Prendergast, G., 2000. Consuming luxury brands: The relevance of the ‘Rarity 

Principle’. Brand Management, 8 (2), pp.122-138. 

Quelch, J.A., 1987. Marketing the premium product. Business Horizons, 30(3), pp. 38-45.  

Rao, A.R. and Monroe, K.B., 1989. The Effect of Price, Brand Name, and Store Name on 

Buyers’ Perceptions of Product Quality: An Integrative Review. Journal of Marketing 

Research, August, pp.351-357.  

Shukla, P., 2010. Defining luxury: the conundrum of perspectives. [online] Luxury Society. 

Available at: <http://luxurysociety.com/articles/2010/05/defining-luxury-the-conundrum-of 

perspectives> [Accessed 10 August 2016].  



LUXURY INDUSTRIES SYMPOSIUM 2017 

10 

 

 

Shukla, P., 2012. The influence of value perceptions on luxury purchase intentions in 

developed and emerging markets. International Marketing Review, 29(6), pp.574-596. 

Shukla, P. and Keyoor, P., 2012. Comparing importance of luxury value perceptions in cross-

national context. Journal of Business Research, 65(10), pp.1417-1424.  

Tian K.T., Bearden, W.O. and Hunter, G.L., 2001. Consumers’ Need for Uniqueness: Scale 

Development and Validation. Journal of Consumer Research, 28, pp.50-66. 

Truong, et al., 2008. Status and Conspicuousness – Are They Related? Strategic Marketing 

Implications for Luxury Brands.  Journal of Strategic Marketing, 16(3), pp.189-203.  

Truong, Y., McColl, R. and Kitchen, P.J., 2009. New luxury brand positioning and the  

emergence of Masstige brands. Brand Management, 16(5/6), pp.375-382.  

 

Tsai, S., 2005. Impact of personal orientation on luxury-brand purchase value. International  

Journal of Market Research, 47(4), pp.429-454.  

 

Tynan, C., McKechnie, S. and Chhuon, C., 2010. Co-creating value for luxury brands. 

Journal 

of Business Research, 63, pp.1156-1163. 

 

Vigneron, F. and Johnson, L.W., 1999. A Review and a Conceptual Framework of Prestige- 

Seeking Consumer Behavior. Academy of Marketing Science Review, 1, pp.1-15.  

 

Vigneron, F. and Johnson, L.W., 2004. Measuring perceptions of brand luxury. Brand  

Management, 11(6), pp.484-506.  

 

Wiedmann, K.P., Hennigs, N. and Siebels, A., 2009. Value-Based Segmentation of Luxury 

Consumption Behavior. Psychology & Marketing, 26(7), pp. 625-651.  

 

Wiedmann, K.P., Hennigs, N. and Siebels, A., 2007. Measuring Consumers Luxury Value  

Perception: A Cross-Cultural Framework. Academy of Marketing Science Review, 7, pp. 1-23.  

 

Wong, N.Y. and Ahuvia, A.C., 1998. Personal Taste and Family Face: Luxury Consumption 

in  

Confucian and Western Societies. Psychology & Marketing, 15(5), pp. 423-441.  

 

Yang, W. and Mattila, A.S., 2014. Do affluent customers care when luxury brands go mass?  

The role of product type and status seeking on luxury brand attitude. International Journal of  

Contemporary Hospitality Management, 26(4), pp.526-543.  

 

Yeoman, I., 2011. The changing behaviours of luxury consumption. Journal of Revenue and  

Pricing Management, 10(1), pp.47-50.  

 

Yeoman, I. and McMahon-Beattie, U., 2006. Luxury markets and premium pricing. Journal 

of  

Revenue and Pricing Management, 4(4), pp.319-328.  

 



LUXURY INDUSTRIES SYMPOSIUM 2017 

11 

 

Zhang, J. and Bloemer, J.M.M., 2008. The Impact of Value Congruence on Consumer-

Service  

Brand Relationships. Journal of Service Research, 11(2), pp.161-178.  


