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ABSTRACT

The objectives of this study were (1) to determine factors relating to
consumer's purchasing intentions of luxury goods in Bangkok, and (2) to determine
the relationships between each of three independent variables (attitude focused on
perceived quality, subjective norms focused on social influences, and demographics)

and dependent variable (consumer's purchasing intentions of luxury goods).

Thisisasurvey research. The population was Thai flight attendants from
various airlines including their families and their friends. The samples were 390 using
convenience sampling method. The data collecting instruments were questionnaires.
Data analysis was carried out using SPSS for Windows Version 13.0. Descriptive
statistics were used to describe the demographics of respondents, period of purchasing
intention, and the main variables. The research hypothesi s statements were tested by a

Pearson correlation coefficient and one-way analysis of variance (ANOVA).

It was found that social influences had a moderate positive relationship with
purchasing intentions of luxury goods. Celebrities had the strongest relationship with
purchasing intentions. Attitude focused on perceived quality also had a moderate
positive relationship with purchasing intentions of luxury goods. Quality of
manufacture had the strongest positive relationship with luxury goods' purchasing
intentions. Moreover, the result of this research showed that different occupation

group and income group had differences in purchasing intentions of luxury goods.

Key Words: Luxury Goods, Luxury Brands, Purchasing Intention, Attitude,
Subjective Norms, Demographics, Consumer Behavior
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CHAPTER 1

INTRODUCTION

1. Background of the Resear ch

In earlier days, luxury goods were the preserve of the privileged few, but now
they have become more affordable to many more middle-market consumers. Due to
this trend, luxury brands that feature premium prices, prestigious names and global
market play an increasingly important role in profit generation for quite afew
international brands, such as the Mercedes-Benz, Louis Vuitton and Rolex. In the
international market, the democratization of luxuries not only presents new business
opportunities but also poses enormous challenges for finding effective strategies to
maximize purchases out of these opportunities.

According to Crampton (2001), Asia's wealthiest consumers appear to have
taken refuge in retail therapy while the world economy teeters toward recession.
Contrary to expectations of those selling, auctioning and promoting luxury goods,
Asias wealthiest consumers still have a strong desire for spending. Asia, including
Japan, now accounts for one-third of sales worldwide for the luxury goods behemoth
LVMH Moet Hennessy Louis Vuitton, while Cartier depends on the region for half its
sales worldwide. The biggest slowdown has been registered by luxury good sales
associated with tourists. Many of the region's elite do not feel that things are out of
control in the current economic climate, unlike in 1997, when Asia's economic crisis
provoked an immediate plunge in sales. People in many countries have less debt this

time around and there is not the violent feeling associated with 1997.



Thal consumers, however, are now reluctant to buy luxury goods, according to
aconsumer survey conducted after the terror attacks in the United States. The survey
of 200 Bangkok residents between the ages of 25 and 45 in 2001 by Spa Advertising
found that 21 percent planned to forgo purchases of luxury goods and cancel holidays
abroad (Crampton, 2001). Even as they brace for a possible slowdown of salesin
Southeast Asia, luxury goods companies are holding course on their plans for the
region as well as the world's biggest potential luxury goods market, China. LVMH
has kept to plans for the region by recently opening a new store in Kuala Lumpuir,
while Cartier launched a flagship shop in Shanghai and planned to renovate its main
Beijing boutique as well as open a new boutique in the capital (Crampton, 2001).

For decades, producers and retailers of luxury goods have thrived on the
premise of telling consumers what they should have rather than asking them what
they want. However, in recent years as sales of luxury goods have declined, industry
experts have suggested this approach must change in order to meet luxury consumers
increasing demands for solid value, greater functionality, and more service (D’ Arpizo,
Jilla & Kamel, 2005). To increase sales of luxury goods, marketing managers need to
get more insight into their consumers' behavior. In consumer research, attitude has
played an important role for along period of time. Knowing how someone feels about
buying or using a product, seems to be more valid than merely knowing the
consumer's evaluation of the product itself. Asthe theory of attitude, Theory of
Reasoned Action (TRA: Ajzen & Fishbein, 1980) iswidely accepted model to study
attitude and behavior. The TRA model is thus applied to study consumer purchase

behavior of luxury goods.



2. Statement of the Problem

Thailand is one of the international markets that has many luxury-brand
products offering to the consumers. In order to explore how luxury-brand marketing
managers in Thailand may obtain more purchase from their target consumers, it is
necessary to gain a deeper understanding of why consumers buy luxuries. The
motives for acquiring luxury goods were traditionally regarded as constrainable to the
notion of 'buying to impress others, which still more or less serves a strategic
principle for the marketing management of luxury brands (Tsai, 2005). Thus, thereis
atendency for marketers to reduce the utility of luxury-brand products to the display
of prominent achievement and the enhancement of sociality.

However, the notion of 'buying to impress others' has already been
undergoing modifications. An emerging view is that the two types of luxury-brand
consumption — socially oriented and personally oriented — should both be considered
in the marketing management of luxury brands. In summary, marketers should
understand consumer's behavior toward luxury goods, which is related to attitude,
subjective norms, and demographics.

According to the Theory of Reasoned Action (TRA), a person's behavior is
determined by his/her intention to perform the behavior and that thisintention is, in
turn, afunction of hig’her attitude toward the behavior and his/her subjective norms.
Although, there is not a perfect relationship between behavioral intention and actual
behavior, intention can be used as a proximal measure of behavior. Intention is the
cognitive representation of a person's readiness to perform agiven behavior, and it is
considered to be the immediate antecedent of behavior. As ageneral rule, the more
favorable the attitude and the subjective norm the stronger should the person's

intention to perform the behavior in question (Ajzen & Fishbein, 1980).



3. Resear ch Objectives
The objectives are as follows:
1. To determine factors relating to consumer's purchasing intentions of
[uxury goods.
2. To determine the relationships between each of three independent
variables (attitude, subjective norms, and demographics) and dependent

variable (consumer's purchasing intentions of luxury goods).

4. Resear ch Questions
The research questions are as follows:
1. What are factors relating to consumer's purchasing intentions of luxury
goods?
2. What are the relationships between each of three independent variables
(attitude, subjective norms, and demographics) and consumer's purchasing

intentions of luxury goods?

5. Significance of the Resear ch

The results of this research would provide benefits to marketers,
manufacturers and people who involve in the luxury-brand industry. The results
would represent the factors influencing or relating to consumer's purchasing
intentions of luxury goods. Therefore, people who involve in the industry will better
understand the conditions under which consumers purchase luxury goods. The
findings would help marketers to learn the consumers' attitude and can assist the
company to fit product with consumer's needs. Because attitude is difficult to change

(Sibley, Liu & Kirkwood, 2006), to understand consumer's attitude toward



purchasing intention of luxury goods can also help marketers predict sales and
evaluate the future growth of luxury goods.

However, attitudes can be devel oped from personal experience and learning,
aswell as from information from friends, family and colleagues. Hence, this research
identifies which socia groups relate to consumer's purchasing intentions of luxury
goods as well as attitude. The findings can help the industry in setting marketing
strategy to reach consumers and influence them to purchase. Consequently, the
company which better understand consumer's purchasing intentions will have a strong
competitive advantage in the luxury market. This research also identifies which
demographic factors relating to consumer's purchasing intentions. By knowing
consumers demographics, marketing managers can then use them to formulate

appropriate segmentation strategies.

6. Scope of the Research

Theory of Reasoned Action (Ajzen & Fishbein, 1980) is applied to explain
consumer's purchasing intentions of luxury goods. The objectives of this research are
to determine the factors relating to consumer's purchasing intentions of luxury goods,
and to determine the rel ationships between each of three independent variables
(attitude, subjective norms, and demographics) and consumer's purchasing intentions
of luxury goods.

In this research, a questionnaire survey is used to collect data from the target
population, which is Thai flight attendants working at Suwannabhumi airport
including their families and friends who can afford to buy luxury goods.

To increase research effectiveness, this research focuses specifically on

customers who use a specific type of luxury-brand. The luxury apparel goods which



are selected for this research include bags, watches, and sunglasses. According to the
China Association of Brand Strategy's statistics, products such as watches, suitcases
and bags, cosmetics, clothes and jewelry are the main luxury goods that are consumed
regularly (An, 2005). Many consumers also willing to be part of this segment by
purchasing less expensive items of the same brand such as perfume, sunglasses, etc
(Fonseca, 2005).

In addition, the examples of luxury brands are Hermes, Louis V uitton, Gucci,
Christian Dior, Chanel, Prada, Chloe, Fendi, Armani, Rolex, Cartier, Omega, and

other brands that have similar or higher brand image.

7. Definition of Terms

Attitude: "A person's enduring favorable or unfavorable evaluation,
emotional feeling, and action tendencies toward some object or idea”’ (Kotler & Keller,
2006, p.184).

Behavioral Intention: Assumed to capture the motivational factors that
influence a behavior. "It indicates how hard people are willing to try, or how much of
effect they are planning to exert, in order to perform behavior" (Ajzen, 1991, p.190).

Consumer Behavior: The study of how people buy, what they buy, when
they buy and why they buy. It studies characteristics of individual consumers such as
demographics, psychographics, and behavioral variables in an attempt to understand
people's wants. In addition, it also tries to assess influences on the consumer from
groups such as family, friends, reference groups, and society in general (Wikipedia,

http://en.wikipedia.org/wiki/Consumer_behaviour).


http://en.wikipedia.org/wiki/Consumer_behaviour).
http://en.wikipedia.org/wiki/Consumer_behaviour).
http://en.wikipedia.org/wiki/Consumer_behaviour).

Demographics. Selected population characteristics as used in marketing.
Commonly-used demographics include race, age, income, educational attainment,
home ownership, and gender (Wikipedia, http://en. wikipedia.org/wiki/Demographics).

Intention to Purchase: A decision plan to buy a particular product or brand
created through a choice/decision process (Marketingpower, http://www.marketing
power.com/mg-dictionary-view3773.php).

L uxury Brands: Outstanding brands, justifiably priced highly and destined, at
least primarily, to a selected group of the social-economic elite (Herman, 2007). It
may also include certain brands whose names are associated with luxury, high price,
or high quality, though few, if any, of their goods are currently considered luxury
goods (Wikipedia, http://en.wikipedia.org/wiki/Luxury brand).

Luxury Goods: Goods those are remarkably superior to the comparable
substitutes in terms of their design, quality, durability or performance (Wikipedia,
http://en.wikipedia.org/wiki/Luxury good). Another major attribute of goods that is
considered to be in the luxury category is the perception that they are scarce
(Giacalone, 2006, p.1). In this research, the luxury apparel goods which are selected
for studying are bags, watches, and sunglasses.

Subjective Norms: "The individual's perception of social pressure to engage

or not in the target behavior" (Ajzen, 1991, p.188).

8. Limitations of the Resear ch
The limitations of the research are as follows:
1. A¥* spatial areaof thisresearch islimited only to the Suwannabhumi
airport area. Therefore, it cannot be generalized to respondents in other

areas of Thailand.


http://en.wikipedia.org/wiki/Demographics).
http://www.marketing
http://power.com/mg-dictionary-view3773.php).
http://power.com/mg-dictionary-view3773.php).
http://en.wikipedia.org/wiki/Luxury_brand).
http://en.wikipedia.org/wiki/Luxury_good)

2. Thereare many socio-psychological factors relating to consumer's
purchasing intentions of luxury goods but this research focuses on three
main factors, which are attitude, subjective norms, and demographics.

3. Only the stated intent of potential consumers with respect to the purchase
of luxury goods isidentified. The datais gathered at a time when the
respondents are in the process of making decisions about purchasing

[uxury goods.



CHAPTER 2

REVIEW OF LITERLATURE

In this chapter, all of relevant theories and concepts relating to the independent
and dependent variables of the study are included. In the first section, the researcher
describes related theories and framework. In the second section, the researcher
focuses on definitions and features of independent and dependent variables. In the last

section, previous studies are reviewed.

1. Theoretical Foundation

A plethora of theoriesis adopted in the study of consumer behavior. However,
Theory of Reasoned Action (TRA) and Theory of Planned Behavior (TPB) are most
widely accepted model used to explain consumer behavior (Kokkinaki, 1999; Lyong
Ha, 1998; Summers, Belleau & Xu, 2006; Tarkiainen & Sundqvist, 2005).

In this section, a Five-Stage Model of the Consumer Buying Process which is
a basic model of consumer buying behavior and the two major related theories which
are Theory of Reasoned Action (TRA; Ajzen & Fishbein, 1980) and Theory of

Planned Behavior (TPB; Ajzen, 1991) are reviewed.

1.1 Consumer Buying Behavior M odel
Hanna and Wozniak (2001) explained that consumer behavior is the study of
how consumer select, purchase, use, and dispose of goods and services to satisfy

personal needs and wants. Therefore, the consumer buying behavior is the decision
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processes and acts of final household consumers associated with evaluating, buying,
consuming, and discarding products for persona consumption.

Marketing scholars have developed a " stage model” of the buying decision
process (see Figure 2.1). The consumer passes through five stages. problem
recognition, information search, evaluation of alternatives, purchase decision, and

postpurchase behavior (Kotler & Keller, 2006).

Problem
Recognition

1

Information
Search

Evaluation of
Alternatives

v

Purchase
Decision

v

Postpurchase
Behavior

Figure 2.1: Five-Stage Model of the Consumer Buying Process
Source: Kotler, P. and Keller K. L. (2006). Marketing Management, 12" ed. Upper

Saddle River, NJ: Prentice Hall, p.181

1.1.1 Problem Recognition

The buying process is initiated when a consumer recognizes a problem or need.
The need can be triggered by internal source, one of the person's normal needs such
as hunger, thirst, sex or external source such as marketing communications (Kotler &

Keller, 2006).
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1.1.2 Information Search c..

Kotler and Keller (2006) stated that an aroused consumer will be inclined to
search for more information. There are two types of information searches which are
internal search and external search. Internal search is a person's memory, while the
external search occurs when a person needs more information. The key information
sources compose of four groups. The first group is personal such as family, friends,
neighbors, and acquaintances. The second group is commercia such as advertising,
web sites, sales persons, dealers, and packaging. The third group is public such as
mass media and consumer-rating organizations. The last group is experiential through
handling, examining or using product. Through gathering information, the consumer
learns about competing brands and their features.

1.1.3 Evaluation of Alternatives

There are some basic concepts that will help the marketers understand
consumer evaluation processes. First, the consumer is trying to satisfy a need. Second,
the consumer is looking for certain benefits from the product solution. Third, the
consumer sees each product as a bundle of attributes with varying abilities for
delivering the benefits sought to satisfy this need (Kotler & Keller, 2006).

Kotler and Keller (2006) also mentioned that evaluations often reflect beliefs
and attitudes. Through experience and learning, people acquire beliefs and attitudes.
These in turn influence the buying behavior.

1.1.4 Purchase Decision

In the evaluation stage, the consumer forms preferences among the brands in
the choice set. The consumer may also form an intention to buy the most preferred
brand. In executing a purchasing intention, the consumer may make up to five-sub

decisions including brand, dealer, quantity, timing, and payment method. In some
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cases, consumers may decide not to formally evaluate each and every brand; in other
cases, intervening factors such as attitudes of others and unanticipated situational
factors may affect the final decision (Kotler and Keller, 2006).

1.1.5 Postpurchase Behavior

After the purchase, the consumer might experience some level of satisfaction
or dissatisfaction. Therefore, marketers must monitor postpurchase satisfaction,
postpurchase actions, and postpurchase product use and disposal. The outcome of
postpurchase evaluation is a critical factor in this process. Feelings of satisfaction or
dissatisfaction are instrumental in determining whether consumers will repeat the act
of purchasing the brand (Hanna & Wozniak, 2001).

1.1.6 Categoriesthat Affect the Consumer Buying Decision Process

A consumer's buying behavior is influenced by cultural, social, and personal
factors (Kotler & Keller, 2006). Culture, subculture, and social class are particularly
important influences on consumer buying behavior. Culture is the fundamental
determinant of a person's wants and behavior. Subcultures include nationalities,
religions, racia groups, and geographic regions.

In addition to cultural factors, a consumer's behavior isinfluenced by social
factors such as reference groups, family, and social roles and statuses. Moreover, it
aso influenced by personal characteristics. These include the buyer's age and stage in
the life cycle, occupation and economic circumstances, personality and self-concept,
and lifestyle and values.

The following theories which are Theory of Reasoned Action (TRA) and
Theory of Planned Behavior (TPB) were developed based on the consumer buying

behavior model (Ajzen, 1991; Ajzen & Fishbein, 1980).
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1.2 Theory of Reasoned Action (TRA)

The Theory of Reasoned Action (TRA) was developed by Martin Fishbein and
Icek Ajzen (1980). It was derived from previous research that started out as the theory
of attitude, which led to the study of attitude and behavior. The TRA model was
explicitly constructed to explain relationships between attitude, subjective norm and
behavior by using the variables of attitude, subjective norm, behavioral intention, and
behavior.

According to the theory, a person's behavioral intention (Bl) is determined by
two factors. Oneisthe individual's attitude towards the behavior (AB), and the other
is the person's perception of the social pressures placed on him/her to perform or not
perform the behavior in question, referred to the subjective norm (SN). The model can

be represented by the following formula:

B Bl s w, (AB) +w2 (SN)
where:
Behavior
Bl = Behavioral intention
AB = One's attitude toward the behavior
SN = One's subjective norm

Empirically derived weights

Although the above concepts and variables are the focus of the theory and are
considered as the center for predicting and understanding human behavior, Ajzen and
Fishbein (1980) proposed that certain "external variables' may affect behavior
indirectly by their effects on behavioral beliefs, outcome evaluations, normative

beliefs, motivation to comply, or on the relative weights of the attitude and normative
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components. They suggested that external variables such as traditional attitude
towards objects, personality traits, and demographics could provide insight into the
factors determining beliefs which, in turn, could provide a better understanding of the

behavior in question.

Attitude
(AB)

- Behaviorad
Intention

Behavior

Subjective
Norm (SN)

Figure 2.2: Theory of Reasoned Action

Source: Ajzen, |. and Fishbein, M. (1980). Understanding Attitudes and Predicting

Social Behavior, Prentice-Hall, p.84

However, the Theory of Reasoned Action has some limitations. Sheppard,
Hartwick and Warshaw (1988) argued that there are three limiting conditions on the
use of attitude and subjective norm to predict intention and the use of intention to
predict the performance of behavior. First, the distinction between a goal intention (an
ultimate accomplishment such as losing 10 pounds) and a behavioral intention (taking
adiet pill). Second, the presence of choice may dramatically change the nature of the
intention formation process and the role of intention in the performance of behavior.
Third, it is quite different when what one intends to do and what one actually expects
to do.

Nevertheless, Sheppard et al. (1988) agreed that the model performs very well
in the prediction of goals and activities involving an explicit choice among

alternatives. In addition, many researchers suggested that the TRA model could be
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adopted as the basis model in predicting purchasing intention of products (Kokkinaki,
1999; Summers, Belleau & Xu, 2006). The TRA was also applied to re-conceptualize
brand loyalty by Lyong Ha (1998). Consequently, the TRA model has been applied to
study consumer's purchasing intentions of luxury goods which does not fall within the

boundary conditions originally specified for it.

1.3 Theory of Planned Behavior (TPB)

The Theory of Planned Behavior (TPB) was proposed by Icek Ajzen (1991) as
an extension of the theory of reasoned action. It is one of the most predictive
persuasion theories. It has been applied to studies of the relations among belief,
attitudes, behavioral intentions and behaviors.

It was proposed due to the fact that the results of some studies did not show
that behavioral intention always leads to actual behavior because of circumstantial
limitations. Namely, since behavioral intention cannot be the exclusive determinant of
behavior where an individual's control over the behavior isincomplete, Ajzen (1991)
introduced Theory of Planned Behavior by adding a new component which isthe
perceived behaviora control (PBC).

The perceived behavioral control (PBC) refers to the perceived ease or
difficulty of performing the particular behavior. It is assumed that the perceived
behavioral control is determined by the total set of accessible control beliefs such as
past experience, anticipated impediments and obstacles (Ajzen, 1991).

In combination, attitude towards the behavior, subjective norm, and perceived
behavioral control lead to the formation of a behavioral intention. As a general rule,
the more favorable the attitude and subjective norm, and the greater the perceived

control, the stronger should be the person's intention to perform the behavior in
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guestion. Finaly, given a sufficient degree of actual control over the behavior, people
are expected to carry out their intentions when the opportunity arises. Intention is thus
assumed to be the immediate antecedent of behavior (Ajzen, 1991).

However, because many behaviors pose difficulties of execution that may
limit volitional control, the perceived behavioral control isthought to have an
additional direct effect on behavior (Ajzen, 1991). Therefore, the TPB can be
expressed as the following mathematical function:

w; (BI) +w, (PBC)

Bl = w3 (AB) +w4 (SN) + 5 (PBC)
where:
Behavior
Bl = Behavioral intention
AB = One's attitude toward the behavior
SN = One€'s subjective norm
PBC = One's perceived behavioral control

Empirically derived weights

Behaviord

Intention Behavior

A 4

Subjective
Norm

Perceived
Behavioral
Control

Figure 2.3: Theory of Planned Behavior
Source: Ajzen, |. (1991). The Theory of Planned Behavior, Organizational Behavior

and Human Decision Processes, 50, p.182.
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Nevertheless, there are some limitations of Theory of Planned Behavior.
Compared to affective processing models, TPB overlooks emotion variables such as
threat, fear, mood and negative or positive feeling and assesses them in alimited
fashion. In addition, Ouellette and Wood (1998) argued that behaviors perform
frequently (i.e., on adaily or weekly basis) in stable predictable contexts become
habitual and are therefore less likely to be guided by variables found in the theory.

Tarkiainen and Sundqvist (2005) studied subjective norms, attitudes and
intentions of Finnish consumersin buying organic food. They tested the extension of
the Theory of Planned Behavior (TPB) in an organic food buying context. The result
showed that relationship between subjective norms and attitudes toward buying
organic food was significant. Subjective norms were found to influence attitudes,
which differ from the original Theories of Reasoned Action and Planned Behavior.
However, the relationship between the perceived behavioral control (perceived
availahility and behavioral constraintsi.e. price) and buying intentions was
insignificant.

Chiou, Huang and Chuang (2005) studied the relative importance of
adolescents attitude towards an act (the degree to which the person had afavorable or
unfavorable evaluation or appraisal of the act's behavior in question), perceived norm,
and perceived behavioral control in predicting Taiwanese adolescents' intention to
purchase the merchandise of a celebrity when they had different levels of celebrity
adoration by using the TPB model. The results showed that the relative strengths of
attitude toward the act and the perception of behavioral control in predicting
purchasing intention toward the merchandise of a celebrity were stronger for
adolescents in the celebrity adoration group than for adolescents in the celebrity non-

adoration group. On the other hand, the relative importance of the perceived normin
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predicting the attitude toward the act and the purchasing intention was stronger for
adolescents in the celebrity non-adoration group than for adolescents in the celebrity
adoration group.

Kokkinaki (1999) studied the role of perceived control, past behavior and
product involvement in predicting product purchase and usage. She examined the
predictive validity of the Theory of Reasoned Action (TRA) and the incremental
contribution of perceived control and past behavior. The study applied the TRA and
its extended versions in the prediction of intentions to purchase and use a durable,
technical product. The overall findings support the assumption that the predictive
value of these variables depends on the nature of the behavior. Perceived control was
astrong predictor of purchasing intentions and the component of the Theory of
Planned Behavior (TPB) afforded the optimal prediction. In the prediction of usage
intentions; however, the addition of perceived control did not increase the amount of
explained variance above that afforded by the TRA.

Terry and O'Leary (1995) also noted that the perceived behavioral control had
no effect on behavioral intentions. From the findings of these studies (Chiou, 1998;
Tarkiainen & Sundqvist, 2005; Terry & O'Leary, 1995), the perceived behavioral
control (in TPB) which is the additional component from the TRA was not related to
buying intentions. Moreover, a study done by Chiou (1998) stated that the perceived
behavioral control reflects a person's self-confidence in the ability to form behavioral
intention. For instance, when a person has high level of self-confidence in evaluating
aproduct purchasing decision, the perceived behavioral control will not be amajor
issue influencing his/her intention. Consumer of luxury goods might be considered as

aperson with high level of self-confidence in evaluating a product purchasing
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decision. It is therefore perceived behavioral control would not be a major issue
relating consumer's purchasing intentions in this study.

Furthermore, a study of Summers, Belleau and Xu (2006) which used TRA
model to predict purchasing intention of a controversial luxury apparel product
suggested that the TRA model could be used to predict the purchasing intention of
other controversial and/or luxury fashion merchandise. Accordingly, TRA model is
the appropriate model to be applied to examine factors relating to consumer's

purchasing intentions of luxury goods.

2. Theoretical Framework

For this research, the framework which the researcher conceptualized for
explaining the factors relating to consumer's purchasing intentions of luxury goodsis
based on Theory of Reasoned Action (TRA; Fishbein & Ajzen, 1980). Theory of
Planned Behavior (TPB; Ajzen 1991) is not used because the additional component,
perceived behavioral control (PBC), which reflects a person's self-confidence in the
ability to form behavioral intention, is not a major factor for luxury goods purchasing
intention. In this research, luxury goods consumers tend to have high self-confidence
in purchasing decision. According to the study of Chiou (1998), when a person has
high self-confidence, the perceived behavioral control will not be a major issue
relating behavior intention. Moreover, the target population is Thai flight attendants

including their families and their friends who can afford to buy luxury goods.

3. Conceptual Framework
The conceptual model is developed by identifying three major factors

affecting behavioral intention. The first major factor is Attitude, which is determined
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by perceived quality. The second major factor is Subjective Norms, which are
determined by social influences. The third major factor, which is the additional factor
from the TRA model, is Demographics which are composed of Age, Gender,

Occupation, Education, and Income.

Attitude
- Perceived Quality

Subjective Norms

- Social Influences Intention to

Purchase Luxury
Brands

Demographics
Age
Gender
Occupation
Education
Income

I ndependent Variables Dependent Variable

Figure 2.4: Conceptual Framework, adapted from the TRA model of Ajzen, |. and

Fishbein, M. (1980, p.84)

4. Definitions and Features of Main Variables
This section el aborates on the review of literature related to Attitude,
Subjective Norms, and Demographics, which are key independent variables, and

Purchasing Intention, a dependent variable of the study.

4.1 Attitude
Attitude is an emotion that all people get when they have other emotions.
Attitudes are positive, negative or neutral views of an attitude object. People can also

be ambivalent towards a target, meaning that they simultaneously possess a positive
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and a negative bias towards the attitude in question. Attitude represents a summary
evaluation which a psychological object capturesin such attribute dimensions such as
good-bad, harmful-beneficial, pleasant-unpleasant, and likeable-dislikeable (Ajzen,
2001).

Solomon (1999) stated that attitude is focused on the perceived consequences
of apurchase. Knowing how someone feels about buying or using an object, seemsto
be more valid than merely knowing the consumer's evaluation of the object itself.
Attitude towards behavior is recognized as a person's positive or negative evaluation
of arelevant behavior and is composed of a person's salient beliefs regarding the
perceived outcomes of performing a behavior (Shim, Eastlick, Lotz & Warrington,
2001). In this research, attitude is focused on the perceived consequences of using
luxury goods which is perceived quality.

4.1.1 Perceived Quality

Perceived quality refers to the consumer's judgments about a product's or
service's overall excellence or superiority. It acts as a global assessment, resulting
from product and service-related benefits. Superior quality is a taken-for-granted
attribute of luxury-brand products, and consumers usually look at the prestige and
premium price of luxuriesin inferring that they have higher level of quality than that
of non-luxuries (Nia & Zaichkowsky, 2000; O’Cass & Frost, 2002).

Perceived quality is a subjective dimension of quality and closely related to
the user-based approach. Some of these quality characteristics: reliability, durability,
conformance, serviceability, aesthetics are inherent, while others are ascribed to the
products (Koskennurmi-Sivonen & Pietarila, 2005). Perceived value—through quality
of design, materials, and manufacture—is another key component of the luxury goods

equation (Hanna, 2004).
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In aresearch project on consumer decision-making styles, Hafstrom, Chae and
Chung (1992) identified eight styles that represent how consumers choose products;
among these styles 'perfectionism and high-quality consciousness constitutes a
segment of consumers who highly concerned about product quality and inclined to
buy luxury brands mainly due to their perceived excellence in quality and
performance.

Perceived quality implies that quality is not universal. The consumer's
perception depends on his/her needs, wants, and experience. Therefore, in this
research, the four key quality features of luxury goods: design, materials, manufacture,
and durability are studied in order to determine which component has a significance

relationship with consumer's purchasing intentions of luxury goods.

4.2 Subjective Norms: Social I nfluences

Subjective norm is a function of normative beliefs, which represents a
person's perception of whether significant referents approve or disapprove of a
behavior (Shim et al., 2001). A norm has its effects because the specific group is
relevant to people's behavior. There isthe widely belief that individuals who are
admired or who belong to a group which other individuals aspire can exercise an
influence on information processing, attitude formation, and purchase behavior
(Bearden, Netemeyer & Teel, 1989). Individuals appear to act in a manner that is
consistent with the social group which they identify. From a consumer-behavior
perspective, it appears that products and brands that individuals select can be
influenced by their reference groups.

Childers and Rao (1992) suggested two types of reference groups in their

research. Parents, teachers, and peers are representative of normative referents who
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provide the individual with norms, attitudes, and values through direct interaction.
Comparative referents, such as sports heroes and entertainment figures, provide
standards of achievement which individuals aspire and are relatively further removed
from the individual; thus, the individual is only able to observe the behavior of the
referent and does not directly interact with him or her. Therefore, two groups of
referents which are normative and comparative referents will be studied in this
research project.

4.2.1 Normative Referents

According to the definition of Fishbein and Ajzen (1980), membersin a
normative group (such as family members, classmates, and friends) may interact with
the focal person frequently in daily life, whereas membersin afan group may only
have contacts through celebrity activities, concerts, and el ectronic means, such asthe
Internet. In the study of Childer and Rao (1992), the finding suggested that the
influence of peersislikely to be somewhat higher for luxuries than necessity goods in
general. They also mentioned that in comparing between Thais and Americans, Thai
people are clearly influenced more by parents and other family members than by
peers for both private and public products consumption.

4.2.2 Compar ative Referents

A comparative referent group is used to describe a group which individuals
use as a standard or point of reference in making evaluations or comparisons of
themselves (Dawson & Chatman, 2001). In this study, celebrities are the comparative
referents. Celebrities are people that exert significant influence in several facets of
society, ranging from arts, music, movies and television, sports, culture, politics and
even religion. They range from film and television stars to musicians, sports

personalities, royals, politicians, and even socialites who have no defined careers
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apart from looking beautiful and attending the right events. In the fashion world, the
list of celebrities would include designers, their muses, models, photographers, and
any prominent person involved in the artistic aspects of fashion such as make-up
artists and fashion consultants. The celebrities that are most utilized in the promotion
of luxury fashion brands are those in the film and music industries as aresult of the
major role that fashion playsin these entertainment sectors (Okonkwo, 2005).

The evidence suggests that celebrity adoration has become ubiquitous
throughout the world in recent decades (McCutcheon, Lange & Houran, 2002). Giles
(2000) explained the prevalence of celebrity adoration in modern societies as direct
products of mass media and communications. Celebrities are extremely important and
valuable to brands, especially in the luxury fashion sector. Saadi (2007) pointed out
that celebrity endorsement is influencing the increasing success of designer handbags.
Y ounger faces have been hired to represent labels like Dooney & Bourke and Louis
Vuitton, and some younger celebrities have been photographed showing their support

by carrying their favorite designer bags.

4.3 Demogr aphics

Consumer demographics are the external influence factors that include the
consumer's gender, age, occupation, education, income, interest, and living area, etc.
Hanna and Wozniak (2001) defined demographics as the most common basis for
segmenting consumer markets. Marketers preferences for using demographic data to
segment markets rest on the relative ease of measuring them as well as their close like
to demand for many products and services.

As mentioned by Kotler (2000), demographic variables are the most popul ar

bases for distinguishing customer groups. One reason is that consumer wants,
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preferences, and usage rates are often associated with demographic variables.
Solomon (1999) cited that demographic studies are of great interest to marketers
because the data can be used to locate and predict the size of markets for many
products, ranging from home mortgages to brooms.

4.3.1 Age

"Consumers of different age groups obviously have very different needs and
wants' (Solomon, 1999, p.10) Schiffiman and Kanuk (2000) mentioned that product
needs often vary with consumer age; marketers have found age to be a particularly
useful demographic variable to distinguish segments. Many marketers have curved
themselves in niche in the marketplace by concentrating on a specific age segment.
Kotler (2000) also stated that since consumer wants and abilities change with age,
people buy different goods and services over their lifetime.

The research of Pictet & Cie (2005) showed that the boom in luxury goodsis
being driven by demographics. The 30-65 age group is the most receptive to premium
brands, and this age segment is continuing to grow, especially in key emerging
countries such as Chinaand India. Statistics from Goldman Sachs in 2003 also
showed that in China, purchasers of luxury goods are mostly between 20 and 30 years
of age and the number of consumersin this age group is 11 times that of Japan
(Dominick, 2005). However, in other countries, luxury goods are principally
consumed by those in their thirties and forties and they are quite sophisticated
consumers (Chinanews, 2005).

4.3.2 Gender

Hanna and Wozniak (2001) stated that gender is also used as a basis for
segmentation for avariety of products and services. Gender has always been a

distinguishing segmentation variable. Kotler (1997) suggested that gender influences
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to consumers' thinking, values, attitudes, behavior, wants, and purchase decision.
Skinner (1994) mentioned that marketers who are generally segmented on the basis of
gender include clothes, cosmetics and toiletries, magazines, and cigarettes and
changing roles among men and women continue to influence the marketing strategies
of many firms.

According to Unity Marketing, a consulting firm, women purchase about 65
percent of luxury goods (Vora, 2007). The globalization of western standardsis also
important, highlighted by a strong rise in tourism and a rise in educated, working
women. Women are increasingly image-conscious and their purchasing power is
growing (Pictet & Cie, 2005).

4.3.3 Occupation

Kotler (2000) mentioned that a person's occupation influences consumer's
consumption pattern. A blue-collar worker will buy necessity items, but a company
president will buy expensive or luxury items. Occupation reflects values, attitudes,
taste, and lifestyle. Occupation, income and education tend to be closely correlated on
almost a cause-and-effect relationship. High level occupations—those that produce
high income usually require advanced educational training (Schiffman & Kanuk,
2000).

4.3.4 Education

Hawkins, Best, and Coney (2001) explained that education is relatively ssimple
to measure. Educational level is correlated with both occupation and income. In
addition, it influences the lifestyle and therefore consumption patterns of individuals
in adirect manner. Education clearly drives income to today's economy. Those with a

limited education are generally at a disadvantage not only in earning money but also
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in spending it wisely, so education has a strong influence on one's tastes and
preferences.

4.3.5 Income

Schiffman and Kanuk (2000) stated that income has long been an important
variable for distinguishing market segment. The major problem with segmenting the
market on the basis of income alone is that income simply indicates the ability or
inability to pay for a product, while the actual choice may be based on personal
lifestyle, taste, and values. Incomeis largely determined by occupation and education.
Kotler (1997) stated that the consumer forms a purchasing intention based on such
factors as expected family income, price and expected benefits from the product.
Dubois and Duquesne (1993) also mentioned that there is a strong correlation of

[uxury goods consumption with income.

4.4 Behavioral Intention: Purchasing I ntention

Accordingto TRA and TPB model, behavioral intention serves as the
mediator between consumer's attitude toward product, subjective norms and their
actual purchase behavior. Behavioral intention represents motivational components of
a behavior, which is the degree of conscious effort that a person will exert in order to
perform abehavior (Shim et al., 2001). Ajzen and Fishbein (1980) described that
behavior intention is a probability, as rated by the subject, that a person would
perform the behavior.

For this research, behavioral intention can be classified as consumer's
purchasing intentions of luxury goods. Douglas and Wind (1971) concluded in their
study of intentions to buy as predictors of buying behavior that behavioral intentions

may effectively be used to predict purchasing intentions. Consequently, the
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consumer's intention to purchase the products was used as the dependent variable in

the study.

5. Previous Studies

The researcher has reviewed some empirical research studies (Chiou, Huang
& Chuang, 2005; Kokkinaki, 1999; Chiou 1998) mainly focus on attitudes and
subjective norms with purchasing intention. The results of these previous studies
found that attitudes and subjective norms were significant in some degree with
behavioral intention. Moreover, one study using TRA model to predict purchasing
intention of a controversial luxury apparel product suggested that the TRA model
could be used to predict purchasing intention of other controversial and/or luxury
fashion merchandise (Summers, Belleau & Xu 2006).

Summers, Belleau and Xu (2006) studied the affluent female consumers
purchasing intention of a controversial luxury product, apparel made with American
aligator leather by using the Theory of Reasoned Action (TRA). Influence variables
evaluated in the model included: attitude toward performing the behavior (purchasing
aligator leather apparel); subjective norm, fashion involvement; controversy
perception; price perception (price-quality schema and prestige sensitivity);
personality traits; and demographics. The general linear model regression analysis
reveaed that attitude toward performing the behavior, subjective norm, controversy
perception (socia acceptance), and fashion involvement were significant predictors of
purchasing intention. They also suggested that the TRA model could be used to
predict purchasing intention of other controversial and/or luxury fashion

merchandises.
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6. Resear ch Hypotheses
After devel oping the conceptual framework and identifying proper variables,
the researcher sets the hypothesis statements based on variables in the conceptual
framework. In this research, three groups of independent variables are hypothesi zed
against dependent variables.
Group 1. Attitudes and Purchasing I ntentions
Ho1l: Thereis no relationship between perceived quality and consumer's
purchasing intentions of luxury goods
Group 2: Subjective Norms and Purchasing Intentions
Ho2: There is no relationship between socia influences and consumer's
purchasing intentions of luxury goods
Group 3. Demographics and Purchasing I ntentions
Hy3: Thereis no difference in consumer's purchasing intentions of luxury
goods when determined by age
H,4: Thereis no difference in consumer's purchasing intentions of luxury
goods when determined by gender
Hoy: Thereis no difference in consumer's purchasing intentions of luxury
goods when determined by occupation
H6: Thereisno difference in consumer's purchasing intentions of luxury
goods when determined by education
H7: Thereisno difference in consumer's purchasing intentions of luxury

goods when determined by income
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7. Operationalization of the Variables

In this section, the operationalization table contains a concept, definition,
operational components and measurement type of independent and dependent
variables. Thetable is separated into four parts, which are attitudes, subjective norms,

demographics, and purchasing intention.

Table 2.1: Operationalization of the Variables

Part |: Attitudes toward Purchasing Luxury Goods

o Operational Type of
Concept Definition
Component M easur ement
Perceived The degree to which O Quality of Design Interval
Quality consumers perceive O Quality of Materid
luxury goodsashigh | O Quality of Manufacture
quality and durable. O Duration of Use
Part | I: Subjective Norms
o Operational Type of
Concept Definition
Component M easur ement
Social The extent to which O Family Interval
Influences | members of social O Friends
network and society O Colleagues
influences one's O Celebrities
behavior.
Part |11+ Demographics
Operational Type of
Concept Definition
Component M easur ement
Age Thelength of time a O Individual's age Ordinal
person has existed. range
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Concept Definition Operational Typeof
Component M easur ement
Gender Sexual identity of one | O Individual's gender Nominal
person.
Occupation An activity that serves| O Individual's career Nominal
as aperson's regular
source of livelihood.
Education Highest education O Individua's highest Ordinal
level completed. degree
Income The amount of O Individua's Ordinal
money received monthly income
during a period of
time as salary.
Part IV: Purchasing Intention
i Operational Type of
Concept Definition
Component M easur ement
Intention to The probability that O Thelikelihood of Interval
purchase respondents will purchasing luxury

luxury goods

purchase luxury

goods.

goods




CHAPTER 3

RESEARCH METHODOLOGY

The purpose of this chapter isto provide an overview of research methodol ogy
that is employed in this research. This consists of the method of procedure, research
instruments, sampling design, target population, sampling size, sampling method, data

collection technique, and statistical method for data analysis.

1. Type of the Research

Descriptive research, also known as statistical research, describes data and
characteristics about the population or phenomenon being studied. This type of
research involves either identifying the characteristics of an observed phenomenon or
exploring possible correlations among two or more phenomena. The descriptive
research was thus conducted to explain consumer's purchasing intentions of luxury
goods by determining the factors relating to consumer’s purchasing intentions of
luxury goods and the relationships between each of three main independent variables
(attitudes, subjective norms, demographics) and dependent variable (purchasing

intention).

2. Design of the Research
The descriptive research that was used is a cross-sectional survey. The
researcher will collect primary data by surveying the sample only once. Survey

research identifies characteristics of a particular group, measures attitudes, and
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describes behavioral patterns. The questionnaire was used to collect information about
peopl€e's attitudes, beliefs, feelings, and behaviors. Zikmund (2003) mentioned that
this method provides advantages of quickness, inexpensiveness, efficiency, and

accuracy in terms of assessing information about the respondents.

3. The Resear ch I nstrument Development

3.1 Questionnaire

To collect the data following the conceptual framework and hypotheses, the
guestionnaire of this research was designed by dividing it into four parts, which are
attitudes, subjective norms, purchasing intention, and demographics.

Part 1: Attitudes

This part contains four questions for evaluating attitudes of respondents
toward luxury goods by using afive-point Likert scale, ranging from strongly agree to
strongly disagree. The underlying attitude belief structure comprises of perceived
quality, which isdivided into quality of design, quality of material, quality of
manufacture, and duration of use. The questions are as follows:
Question 1: They have stylish appearance and design.
Question 2: They have better-quality components and materials.
Question 3: They are produced by the neat procedure with high standard.
Question 4: They are more durable than normal goods.

Part 2. Subjective Norms

This section involved the study of factors related to subjective norms
influencing respondents in their purchase of luxury goods by using afive-point Likert
scale, ranging from most influence to least influence. In this section, the questionnaire

contains four questions asking the level of influence of the following factors:



34

Question 5: Family
Question 6: Friends
Question 7: Colleagues
Question 8: Celebrities

Part 3. Purchasing I ntention

The third part is meant to measure purchasing intention toward luxury goods.
This part contains five questions for evaluating respondents how likely they are to
purchase a luxury good which are:

Question 9: | prefer to buy luxury brands when | want some goods.

Question 10: I'm planning to buy aluxury good.

Question 11: | will buy luxury goods when | want bags, watches, and/or sunglasses.

Question 12:1 will definitely buy luxury goods when | want bags, watches, and/or
sunglasses.

The first four questions using a five-point Likert scale, ranging from strongly
agree to strongly disagree. While the last question asks about the period of intention
to purchase:

Question 13: | will buy luxury goods within... (3 months, 6 months, 1 year, 2 years,
more than 2 years)

Part 4. Demographics

In the last part, the questions are intended to gather demographic data, that is,
personal information of the respondents. There are five questions, which are gender,

age, occupation, education, and income.
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3.2 Pre-testing

Pre-testing, or pilot testing, is an important part of the research process. In a
pre-testing, the questionnaire was administered to a small group similar to the target
sample for the purpose of identifying and eliminating potential problem (Mathotra,
1999). Ordinarily, the pre-test sample size is small, varying from 15 to 30 respondents
for the initial testing, depending on the heterogeneity of the target population.
Therefore, to pretest this study, the researcher distributed questionnaires to 30
respondents.

For this pre-testing, the Cronbach’s alphawas used to test reliability.
Cronbach's alphawill generally increase when the correlations between the items
increase. For this reason the coefficient is also called the internal consistency or the
internal consistency reliability of the test. The coefficient variesfromOto 1 and a
value of 0.6 or less generally indicates unsatisfactory internal consistency reliability

(Malhotra, 1999).

Table 3.1: Reliability Statistics

Variables Number of Items | Cronbach’s Alpha
Attitudes (Perceived Quality) 4 0.765
Subjective Norms (Social Influences) 4 0.789
Purchasing Intention 4 0.957

From Table 3.1, the results of reliability analysis of all variables had values
greater than the standard value of 0.6. Therefore, it can be concluded that this

guestionnaire has satisfactory internal consistency reliability.
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4. Population and Sampling

The process of sampling involves any procedure using asmall number of
items or parts of alarger population to make conclusions about the whole population.
The purpose of sampling is to enable researcher to estimate some unknown
characteristics of the population. Once the decision to sample has been made, the first
question related to sampling concerns identifying the target population, that is, the

complete group of specific population elements relevant to the research project.

4.1 Target Population

The population is defined as any complete group of entries that shares some
common set of characteristics (Zikmund, 1997). The target population is Thai flight
attendants from various airlines including their families and their friends. These
groups of people are luxury-brand bags, watches, and sunglasses potential consumers
dueto their lifestyles and high income. The survey was conducted at the airlines
offices located in Suwannabhumi airport.

The examples of luxury apparel brands for this research are Hermes, Louis
Vuitton, Gucci, Christian Dior, Chanel, Prada, Chloe, Fendi, Armani, Rolex, Cartier,

Omega, and other brands that have similar or higher brand image.

4.2 Sample Size

For this research, the sample size was determined by estimating proportion.
The researcher makes a judgment about confidence level and the maximum allowance
for random sampling error. Further, the size of the proportion influences random
sampling error. Sample size was calculated by using the following formula(Zikmund,

1997).
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Z pq/E?
where,
number of sample size
z° = square of the confidence level in standard error units
estimated proportion of success
(1-p), or estimated proportion of failures
E? = square of maximum allowance for error between the true

proportion and sample proportion

In this study, it is estimated at 95 percent confidence. Then, the number of
standard score of Z associated with 95 percent confidence level is equal to 1.96. The
estimated proportion of success is assumed to be 50 percent. The allowance for
sampling error is set at 5 percent. Substituting these values into the formula above, the
researcher finds:

(1.96)%(0.5)(0.5) / (0.05)?
(3.8416)(0.25) / (0.0025)
384.16

n 384

Therefore, a sample size of approximate 384 respondents will ensure that the
research objections are met. However, for the data to be more reliable, and to decrease
the deviations, this research used 390 respondents as the sample size. The
guestionnaires were distributed to 450 persons and 390 were completed and returned

for aresponse rate of 87 percent.
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4.3 Sampling M ethod

Non-probability sampling was proposed to be used in this study because the
population being selected is unknown. Convenience sampling method was employed
to collect data. In convenience sampling, the selection of units from the population is

based on easy availability and/or accessibility.

5. Collection of the Data

In accordance with data collection for this research, both primary and
secondary sources were examined. The primary data used to determine factors
relating to consumer's purchasing intentions of luxury goods and rel ationships
between each of three independent variables (attitude, subjective norms,
demographics) and dependent variable (purchasing intentions) was collected through
the survey with questionnaires distributed to the target population in Suwannabhumi
airport, whereas the secondary data used to identify the relevant theories, information,
and findings and used to make comparisons was collected from several sources
including textbooks, journals, articles, previous researches, news and internet.

In this research, the self-administered survey method was applied. This survey
technique requires the respondent to compl ete the questionnaire him/herself. The
questionnaires were distributed in person at the airlines offices located in
Suwannabhumi airport and through the use of email and fax. The name lists of the
target population would be received from the airlines companies such as Thai
Airways, Jalways, Bangkok Airways, Thai AirAsia, etc.

A considerable advantage of the self-administered survey is the potential
anonymity of the respondent, which can lead to more truthful or valid responses. Also,

the questionnaire can be filled out at the convenience of the respondent. Since thereis
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no interviewer, interviewer error or biasis eliminated. The cost of reaching a
geographically dispersed sample is more reasonable for most forms of self-
administered surveys than for personal or telephone surveys.

After the data collection, editing procedures were conducted to make the data
ready for coding and transfer to data storage. Editing is the process of checking and
adjusting the data for omissions, legibility, and consistency. The purpose of editing is
to ensure completeness, consistency, and readability of the data to be transferred to
data storage. Then, the researcher checked for errors and omissions on the
guestionnaires or other data collection forms. When a problem was discovered, the

data was adjusted to be more complete, consistent, and readable.

6. Data Processing and Analysis

The Statistical Package for the Social Sciences (SPSS) program was employed
to tabulate and analyze the data. Descriptive statistics which are frequency, means,
and standard deviation were used to describe the demographics of respondents which
consist of gender, age, occupation, education and income, period of purchasing
intention, and other main variables. The research hypothesis statements were tested by
a Pearson correlation coefficient and one-way analysis of variance (ANOVA).

In this research, the Pearson correlation coefficient was used to indicate a
linear relationship between attitudes (perceived quality) and subjective norms (social
influences) with behavioral intention variable. ANOV A was used to test differencesin
the means of behavioral intention variables broken down by the levels of demographic
variables (gender, age, occupation, education, and income). Malhotra (1999) stated
that ANOVA isastatistical technique for examining the differences among means of

two or more population.
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Table 3.2: Summary of Statistical Analyses Used in Hypotheses Testing

No. Hypothesis Statement Statistic M easurement
Hyl | Thereisno relationship between perceived )
_ o _ Pearson Correlation
quality and consumer's purchasing intentions of o
Coefficient

[uxury goods

Ho2 | Thereis no relationship between socia influences )

o _ Pearson Correlation
and consumer's purchasing intentions of luxury o
Coefficient

goods

HO3 | There is no difference in consumer's purchasing
intentions of luxury goods when determined by ANOVA
age

H.4 | Thereisno difference in consumer's purchasing
intentions of luxury goods when determined by ANOVA
gender

Ho5 | Thereisno difference in consumer's purchasing
intentions of luxury goods when determined by ANOVA
occupation

H,6 | Thereisno difference in consumer's purchasing
intentions of luxury goods when determined by ANOVA
education

Ho7 | Thereis no difference in consumer's purchasing
intentions of luxury goods when determined by ANOVA

income




CHAPTER 4

DATA ANALYSISAND RESULTS

In this chapter, the results and the analyses of primary data collected from 390
respondents were presented. Analyzing the data was divided into two parts. The first
part presents the descriptive statistics analysis showing demographic data, period of
purchasing intention, and the main variables. The second part is hypothesis testing.
The first two hypotheses, which test the relationship between attitudes, subjective
norms and purchasing intention, were tested by Pearson correlation coefficient. The
last five hypotheses, which test the differences in purchase intention when determined

by demographic factors, employed ANOVA.

1. Descriptive Statistics Analysis

In this section, descriptive statistics were used to describe the demographics of
respondents which consist of gender, age, occupation, education and income, period
of purchasing intention, and other main variables. Descriptive statistics describe data
in terms of measures tendency found in the sample. The primary purpose of
descriptive statistics is to describe or summarize the population and sample (Zikmund,
2003).

The demographic data of respondents and period of purchasing intention of
luxury goods were presented in form of frequency counts and percentages. In addition,
means and standard deviations of the main variables: attitude (perceived quality),

subjective norms (social influences), and purchasing intention were portrayed.
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1.1 Profile of the Respondents
1.1.1 Gender
Asshown in Table 4.1, most of respondents were female, 271 respondents or

69.5% of the total respondents and the rest were male, 119 respondents or 30.5% of

the total respondents.

Table4.1; Gender

Frequency Per centage
Male 119 30.5%
Femae 271 69.5%
Tota 390 100.0%

1.1.2 Age

From Table 4.2, the majority of respondents aged between 26-33 years old,
183 respondents or 46.9% of the total respondents. The second highest was age group
between 18-25 years old, 79 respondents or 20.3% of the total respondents. The third
was age group between 32-41 years old, 68 respondents or 17.4% of the total
respondents. The rest were groups of age between 42-49 years old and above 50 years

old which represented 9.5% and 5.9% of the total respondents, respectively. Thus, the

majority of respondents were young adults (less than 33 years old).

Table4.2: Age
Frequency Per centage
18-25 Years 79 20.3%
26-33 Years 183 46.9%
34-41 Years 68 17.4%
42-49 Y ears 37 9.5%
Above 50 Years 23 5.9%
Totd 390 100.0%
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1.1.3 Occupation

Table 4.3 shows that the major occupation of respondents in this research was
State's enterprise officer (Thai Airways International PCL.), 202 respondents or
51.8% of the total respondents. The second highest group was private sector employee,
84 respondents or 21.5% of the total respondents. Among 390 respondents, 46
respondents or 11.8% of the total respondents were government officials, and 43
respondents or 11.0% of the total respondents were business owners. The rest
occupations were students and housewives, 2.3% and 1.5% of the total respondents,

respectively.

Table 4.3: Occupation

Frequency Per centage

Student 9 2.3%

State's Enterprise 202 51.8%
Government Official 46 11.8%
Business Owner 43 11.0%
Private Sector Employee 84 21.5%
Housewife 6 1.5%

Total 390 100.0%

1.1.4 Education

As shown in Table 4.4, the education level of most respondents fall under
bachelor degree, 249 respondents or 63.8% of the total respondents. Master degree
accounted for 137 respondents or 35.1% of the total respondents and doctorate degree

accounted for 4 respondents or 1.0% of the total respondents.



Table 4.4; Education

Frequency Per centage
Bachelor Degree 249 63.8%
Master Degree 137 35.1%
Doctorate Degree 4 1.0%
Total 390 100.0%

1.1.5 Income

According to Table 4.5, the mgjority of respondents had monthly income
ranging between 45,001-55,000 baht that accounted for 106 respondents or 27.2% of
the total respondents. The second group was those whose income was more than
55,000 baht, 104 respondents or 26.7% of the total respondents. The third group had
income between 35,001-45,000 baht, 56 respondents or 14.4% of the total
respondents. The rest of respondents had monthly income between 15,000-25,000
baht accounted for 13.1% of the total respondents, 25,001-35,000 baht accounted for

12.6% of the total respondents, and less than 15,000 baht accounted for 6.2% of the

total respondents.

Table 4.5: Income

Frequency Per centage
Less than 15,000 Baht 24 6.2%
15,000-25,000 Baht 51 13.1%
25,001-35,000 Baht 49 12.6%
35,001-45,000 Baht 56 14.4%
45,001-55,000 Baht 106 27.2%
More than 55,000 Baht 104 26.7%
Totd 390 100.0%
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1.1.6 Period of Purchasing Intention

From Table 4.6, the major period of intention to purchase luxury goods of
respondents was within 1 year, 123 respondents or 31.5% of the total respondents.
The second group was within 6 months, 87 respondents or 22.3% of the total
respondents. The third group was more than 2 years accounted for 80 respondents or
20.5% of the total respondents. The rest periods were within 3 months, 68 respondents
or 17.4% of the total respondents and within 2 years, 32 respondents or 8.2% of the
total respondents. In conclusion, most of respondents had intentions to purchase

luxury goods within 1 year, accounted for 71.2% of the total respondents.

Table 4.6: Period of Purchasing Intention

Frequency Percentage
Morethan 2 Years 80 20.5%
2Years 82 8.2%
1Year 23 31.5%
6 Months 87 22.3%
3 Months 68 17.4%
Total 390 100.0%

1.2 Mean and Standard Deviation of Main Variables
In this section, the descriptive analysis of mean and standard deviation of the
main variables: attitude (perceived quality), subjective norms (socia influences), and

purchasing intention were presented.

1.2.1 Arbitrary Level of Mean Interpretation

For the descriptive analysis of the main variables, the Arbitrary Level was

used in rating respondents agreement, shown as follows:
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Table 4.7: Arbitrary Level

Arbitrary Level Descriptive Rating
4.50-5.00 Strongly Agree
3.50-4.49 Agree
2.50-3.49 Neutral/Undecided
1.50-2.49 Disagree
1.00-1.49 Strongly Disagree

Source: Applied from Silpacharu T. (2006), Research and Satistical Analysis by

SPSS, 5 ed. V. Inter Print, Bangkok, p.358

1.2.2 Perceived Quality

Table 4.8 presents the distribution of the respondents’ level of agreement with
the perceived quality and its attributes which are manufacture, material, durability,
and design. Respondents generally had relatively positive attitudes toward luxury
brands based on their agreement with all attributes with an average mean of 4.04 and
standard deviation of 0.549. All attributes have means in the agreement range (3.84-
4.18). Quality of manufacture had the highest mean at 4.18, followed by quality of
material (mean = 4.09), durability (mean = 4.05), and quality of design (mean = 3.84).
All attributes also had relatively low standard deviations, indicating high levels of

agreement among the sampled respondents.

Table 4.8: Perceived Quality

Mean Std. Deviation
Manufacture 4.18 0.693
Material 4.09 0.686
Durability 4.05 0.757
Design 3.84 0.721
Perceived Quality 4.04 0.549




1.2.3 Social Influences

Table 4.9 shows the distribution of the respondents' level of influence of the
social groups which consists of 4 groups: family, friends, colleagues, and celebrities.
The results showed that respondents were undecided that these social groups had
influences on their purchasing intentions of luxury goods based on an average mean
of 2.90 and standard deviation of 0.756. All groups have means in the neutral range
(2.74-3.16). Among these groups, friends had the highest mean at 3.16, followed by
colleagues, celebrities, and family with mean at 2.94, 2.76, and 2.74, respectively.

The standard deviations of all social groups were considered relatively low, indicating
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high levels of agreement among the respondents.

Table 4.9: Social Influences

Mean Std. Deviation
Friends 3.16 0.989
Colleagues 2.94 0.940
Celéebrities 2.76 1.113
Family 2.74 1.046
Socia Influences 2.90 0.756

1.2.4 Purchasing I ntention of Luxury Goods
From Table 4.10, the respondents' purchasing intention of luxury goods had

mean at 3.13. It implied that the respondents had neutral agreement on purchasing

luxury goods when they want bags, watches, and/or sunglasses.

Table 4.10: Purchasing Intention

Mean Std. Deviation
Prefer to Buy 3.17 1.046
Plan to Buy 291 1.188
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Mean Std. Deviation
Will Buy 343 1.077
Definitely Buy 3.03 1.052
Purchasing Intention 3.13 1.010

2. Hypothesis Testing

In this section, the first two hypotheses were tested by Pearson correlation
coefficient. This was done to test the relationship between attitudes, subjective norms
and purchasing intention. ANOV A was employed to test the differences in purchasing
intention when determined by demographic factors (gender, age, occupation,
education, and income).

In this research, all hypotheses were tested at 95% confidence level. Therefore,
Pearson correlation coefficient and ANOV A should have significance value less than
0.05 (sig. < 0.05) in order to reject the null hypothesis.

Correlation coefficients can range from -1.00 to +1.00. The value of -1.00
represents a perfect negative correlation while a value of +1.00 represents a perfect
positive correlation. A value of 0.00 represents a lack of correlation. Several authors
have offered guidelines for the interpretation of a correlation coefficient. Cohen

(1988), for example, suggested the following interpretations for correlations.

Table 4.11: Interpretation of the Size of Correlation

Correlation Negative Positive
Small —0.29t0—0.10 0.10t00.29
Medium —0.49t0—0.30 0.30t0 0.49
Large —1.00to —0.50 0.50t01.00

Source: Cohen, J. (1988). Satistical Power Analysis for the Behavioral Sciences,

2" ed., Hillsdale, NJ: Lawrence Erlbaum Associates.
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Hypothesis 1
Hol: Thereis no relationship between perceived quality and consumer's purchasing

intentions of luxury goods

Asshown in Table 4.12, the finding of the test of the relationship between
perceived quality and consumer's purchasing intentions of luxury goods showed
significance value (sig.) 0.000, which islessthan 0.05 level of significance. This
indicated that the null hypothesis was rejected. Hence, there is arelationship between
perceived quality and consumer's purchasing intentions of luxury goods. Correlation
coefficient was 0.380, indicated moderate relationship between the two variables.

In detail, all components of perceived quality which are quality of design,
quality of material, quality of manufacture, and duration of use showed significance
value less than 0.05. Therefore, there is arelationship between each quality
component and consumer's purchasing intentions of luxury goods. Correlation
coefficient was ranging between 0.177 and 0.378. Quality of manufacture had the
strongest positive relationship with purchasing intention of luxury goods, 0.378 and
quality of design had the weakest positive relationship with purchasing intentions of

luxury goods, 0.177.

Table4.12: Correlation between Perceived Quality and Consumer's Purchasing

Intentions of Luxury Goods

Purchasing Intentions
of Luxury Goods

Design Correlation Coefficient 0.177
Sig. (2-tailed) 0.000
Material Correlation Coefficient 0.296

Sig. (2-tailed) 0.000
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Purchasing I ntentions
of Luxury Goods
Manufacture Correlation Coefficient 0.378
Sig. (2-tailed) 0.000
Durability Correlation Coefficient 0.320
Sig. (2-tailed) 0.000
Perceived Quality Correlation Coefficient 0.380
Sig. (2-tailed) 0.000
Hypothesis 2

Ho2: There is no relationship between social influences and consumer's purchasing

intentions of luxury goods

Table 4.13 shows the result of hypothesis testing the relationship between
socia influences and consumer's purchasing intentions of luxury goods. The
significance value (sig.) was 0.000, less than 0.05 level of significance. The null
hypothesis was rejected; thus, there is arelationship between social influences and
consumer's purchasing intentions of luxury goods. Correlation coefficient was 0.410,
implied moderate positive relationship between the two variables.

All components of social influence variables which are family, friends,
colleagues, and celebrities had significance value (sig.) less than 0.05. Therefore,
there is a relationship between each social group and consumer's purchasing
intentions of luxury goods. Correlation coefficient was ranging between 0.101 and
0.430. Among all social groups, celebrities had the strongest positive relationship with
purchasing intentions of luxury goods, 0.430 and family had the weakest positive

relationship with purchasing intentions of luxury goods, 0.101.
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Table 4.13: Correlation between Social Influences and Consumer's Purchasing

Intentions of Luxury Goods

Purchasing I ntentions
of Luxury Goods
Family Correlation Coefficient 0.101
Sig. (2-tailed) 0.046
Friends Correlation Coefficient 0.385
Sig. (2-tailed) 0.000
Colleagues Correlation Coefficient 0.292
Sig. (2-tailed) 0.000
Celebrities Correlation Coefficient 0.430
Sig. (2-tailed) 0.000
Social Influences Correlation Coefficient 0.410
Sig. (2-tailed) 0.000
Hypothesis 3

H,3: There is no difference in consumer's purchasing intentions of luxury goods

when determined by age

From Table 4.14, the result showed significance value at 0.161, which is more
than 0.05. This indicated that the null hypothesis was failed to reject. Hence, thereis

no difference in consumer's purchasing intentions of luxury goods when determined

by age.

Table 4.14: Difference in Consumer's Purchasing Intentions of Luxury Goods when

Determined by Age Groups

Age Groups 1.652 0.161
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Hypothesis 4
H4:. Thereisno difference in consumer's purchasing intentions of luxury goods

when determined by gender

According to Table 4.15, the finding showed significance value at 0.177,
which is more than 0.05. The null hypothesis was failed to reject; thus, thereis no
difference in consumer's purchasing intentions of luxury goods when determined by

gender.

Table 4.15: Difference in Consumer's Purchasing Intentions of Luxury Goods when

Determined by Gender

Gender Groups 1.827 0.177

Hypothesis 5
H5:  Thereisno difference in consumer's purchasing intentions of luxury goods

when determined by occupation

Asshown in Table 4.16, a significance value was 0.001, which isless than
0.05. Thisindicated that the null hypothesis was rejected. Hence, there is a significant
difference in consumer's purchasing intentions of luxury goods when determined by

occupation.

Table 4.16: Difference in Consumer's Purchasing Intention of Luxury Goods when

Determined by Occupation

Occupation Groups 4.190 0.001
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The Scheffe test was thus proceeded to explore how difference among means
of each occupation group. From the following table, the results from Scheffe Test
showed that Business Owner had the highest mean score indicating the highest
purchasing intention of this occupation group, followed by State's Enterprise, Private

Sector Employee, and Government Official.

Table 4.17: Mean of Each Occupation Group

Occupation Mean
Government Officia 291
Private Sector Employee 3.04
State's Enterprise 3.08
Business Owner 3.76

Hypothesis 6

HO06: There is no difference in consumer's purchasing intentions of luxury goods

when determined by education

From Table 4.18, the result showed significance value at 0.430, which is more
than 0.05. Thisindicated that the null hypothesis was failed to reject. Thus, thereisno
difference in consumer's purchasing intentions of luxury goods when determined by

education.

Table 4.18: Differencein Consumer's Purchasing Intentions of Luxury Goods when

Determined by Education

F Sig.
Education Groups 0.847 0.430




Hypothesis 7
Ho7: There is no difference in consumer's purchasing intentions of luxury goods

when determined by income

According to Table 4.19, the finding showed significance value at 0.000,
which islessthan 0.05. The null hypothesis was rejected; thus, thereisadifferencein

consumer's purchasing intentions of luxury goods when determined by income.

Table 439: Difference in Consumer's Purchasing Intentions of Luxury Goods when

Determined by Income

Income Groups 6.992 0.000

The Scheffe test was thus proceeded to explore how difference among means
of each income group. From the following table, the results from Scheffe test showed
that the group of income more than 55,000 baht had the highest mean score indicating
the highest purchasing intention of this income group, followed by the group of
income 25,001 to 35,000 baht, 15,000 to 25,000 baht, 35,001 to 45,000 baht, and less

than 15,000 baht.

Table 4.20: Mean of Each Income Group

Income Group Mean
Lessthan 15,000 B 2.23
35,001-45,000 B 3.15
15,000-25,000 B 3.29
25,001-35,000 B 331
More than 55,000 B 3.38
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3. Summary of Hypotheses Testing

Table 4.21; Summary of Hypotheses Test Results

Hypothesis Results
H1:  Thereisno relationship between perceived quality and _
Rejected
consumer's purchasing intentions of luxury goods
H2:  Thereisno relationship between social influences and )
Rejected

consumer's purchasing intentions of luxury goods

H3:  Thereisno difference in consumer's purchasing intentions Failed to
of luxury goods when determined by age Reject

Hyd: Thereisno difference in consumer's purchasing intentions Failed to

of luxury goods when determined by gender Reject

Ho5: Thereisno difference in consumer's purchasing intentions
fl s when d ined | .

H,6: Thereisno difference in consumer's purchasing intentions Failed to

Rejected

of luxury goods when determined by education Reject

H,7: Thereisno difference in consumer's purchasing intentions .
Rejected

of luxury goods when determined by income

The objectives of this research are to determine the factors relating to
consumer's purchasing intentions of luxury goods and to determine the relationships
between each of three independent variables (perceived quality, social influences, and
demographics) and consumer's purchasing intentions of luxury goods.

According to the results from descriptive statistics, among quality attributes,
quality of manufacture (mean = 4.18) and quality of material (mean = 4.09) were
perceived by respondents as the most two significant benefits/advantages of luxury
goods. In addition, respondents were undecided that family, friends, colleagues, and
celebrities had influences on their purchasing intentions of luxury goods.

The results from Pearson Correlation showed that perceived quality and social

influences had moderate positive relationship with luxury goods' purchasing
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intentions. Between them, social influences showed alittle stronger relationship (r =
0.410) with purchasing intentions of luxury goods than perceived quality (r = 0.380).
Among social groups, celebrities had the strongest relationship (r = 0.430) with
purchasing intentions of luxury goods, while family had the weakest relationship (r =
0.101) with consumer's purchasing intentions of luxury goods. Moreover, Quality of
manufacture had the strongest positive relationship (r = 0.378) with purchasing
intention of luxury goods, followed by durability (r = 0.320).

In addition, the results from ANOV A showed that different age group, gender,
and education level had no significant differencesin consumer's purchasing intentions
of luxury goods. However, different occupation group and income group had
differences in luxury goods purchasing intention. For occupation group, Business
Owners showed highest intention to purchase luxury goods (mean = 3.76). And the
group of income more than 55,000 baht showed the highest likelihood to purchase

luxury goods (mean = 3.38).
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CHAPTER 5

SUMMARY, MAJOR FINDINGS, DISCUSSION,

AND RECOMMENDATIONS

This chapter presented the summary of the results and the conclusion of this
research. It consists of six parts. The first part is the summary of the research. The
second part is the summary of the findings. The third part is the discussion of the
research findings. The fourth part contains the conclusion of the research. The fifth
part presents the implication for practice and the last part is the recommendations for

further research.

1. Summary of the Research

This research focused on the factors influencing or relating to consumer's
purchasing intentions of luxury goods based on the Theory of Reasoned Action
(Ajzen & Fishbein, 1980). Therefore, the objectives of this research are to determine
the factors relating to consumer's purchasing intentions of luxury goods and to
determine the rel ationships between each of three independent variables (attitude,
subjective norms, and demographics) and dependent variable (consumer's purchasing
intentions of luxury goods).

To increase research effectiveness, this research focused only on customers of

a specific type of luxury-brand i.e. apparelsin the Thai market by using

57



58

guestionnaires to collect information. The target population was Thai flight attendants
including their families and their friends who can afford to buy luxury goods.

The apparel product types which were selected in this research were bags,
watches, and sunglasses. The example of luxury brands were Hermes, Louis V uitton,
Gucci, Christian Dior, Chanel, Prada, Chloe, Fendi, Armani, Rolex, Cartier, Omega,

and other brands that have similar or higher brand image.

2. Summary of the Findings

In this research, the summary of the results was based on the data collected
from 390 respondents using the survey method. The questionnaires were distributed at
the airlines offices located in Suwannabhumi airport and through emails and faxes.
The Statistical Package for the Social Sciences (SPSS) program was employed to
tabulate and analyze the data. The research hypothesis statements were tested by a
Pearson correlation coefficient and one-way analysis of variance (ANOVA).

From atotal of 450 questionnaires, 390 were completed and returned. Most of
respondents were female, 69.5% of the total respondents and aged between 26-33
years old, 46.9% of the total respondents. The major occupation of respondentsin this
research was State's enterprise officer of Thai Airways International PCL., 51.8% of
the total respondents. The education level of most respondents fell under bachel or
degree, 63.8% of the total respondents. In addition, the mgjority of respondents had
monthly income over 45,000 baht, 53.9% of the total respondents.

According to the results from descriptive statistics, respondents had relatively
positive attitudes toward luxury brands based on their agreement with all attributes
with an average mean of 4.04. Among quality attributes, quality of manufacture

(mean = 4.18) and quality of material (mean = 4.09) were perceived by respondents as
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the most two significant characteristics of luxury goods. In addition, respondents were
undecided that the socia groups (family, friends, colleagues, and celebrities) had
influences on their purchasing intentions of luxury goods based on an average mean
of 2.90. It should be noted that friends had the highest mean score at 3.16, while
family had the lowest mean score at 2.74. For the period of intention to purchase
luxury goods, most of respondents had intentions to purchase within 1 year, accounted
for 71.2% of the total respondents.

The results from Pearson Correlation showed that social influences had the
strongest relationship within arange of moderate positive relationship (r = 0.410) with
purchasing intentions of luxury goods. It showed the pattern of relationship that the
more respondents perceived their advice in favor of purchasing, the more they may be
inclined to purchase. Among social groups, celebrities had the strongest relationship
(r = 0.430) with purchasing intentions of luxury goods, while family had the weakest
relationship (r = 0.101) with consumer's purchasing intentions of luxury goods.

Attitude focused on perceived quality had the second strongest relationship
within arange of moderate positive relationship (r = 0.380) with purchasing intentions
of luxury goods. It indicated that if consumers perceive high quality in luxury goods,
the tendency to purchase them would increase. Quality of manufacture had the
strongest positive relationship (r = 0.378) with purchasing intention of luxury goods,
followed by durability (r = 0.320).

Moreover, the result from ANOVA reveaed that different age group, gender,
and education level had no significant differencesin consumer's purchasing intentions
of luxury goods. However, different occupation group and income group had some
differences in luxury goods purchasing intentions. For occupation group, Business

Owners showed highest intention to purchase luxury goods (mean = 3.76). And, the
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group of income more than 55,000 baht showed the highest likelihood to purchase

luxury goods (mean = 3.38).

3. Discussion of the Resear ch Findings

3.1 Demographics

From the descriptive statistics, most of respondents were female. The higher
proportion of female flight attendants which was the target population might be
explained this result. In addition, the mgjority of respondents were aged between 26-
33 years old since most flight attendants are young to middle aged adults. The mgjor
occupation of respondents in this research was State's enterprise officer of Thai
Airways International PCL. It can be explained by the ratio of Thai flight attendants.
Most of Thai flight attendants are working at Thai Airways The statistics showed that
there were over 5,000 flight attendants working at Thai Airways (Newwavetg, 2006).
Moreover, the education level of most respondents fell under bachelor degree which
related to the required degree of qualified flight attendants. And lastly, the majority of
respondents had monthly income over 45,000 baht since this level isthe average
income of Thai flight attendants.

According to Etzel, Walker, and Stanton (2001), demographics are the
important factors for marketing executives because they influence the creation of
appropriate marketing plans. The results revealed that different age group, gender, and
education level had no statistically significant differences in consumer's purchasing
intentions of luxury goods. This was consistent with the results of the previous study
which found that demographics produced no statistically significant relationships to
consumer's purchasing intention of a controversial luxury apparel product (Summers,

Belleau & Xu, 2006).



61

However, the results showed that occupation group and income group had
differences in purchasing intentions of luxury goods. For occupation group, Business
Owner showed highest intention to purchase luxury goods. The need to show their
status and creditability may be explained this high purchasing intentions of luxury
goods in this occupation group. There was strong agreement that owning luxury
goods demonstrates success and status (Wharton, 2007). For the wealthy to keep their
status, they have to compete in terms of luxury consumption. The mere fact that this
group can pay these prices becomes an indicator of socia standing (Frank, 2004).

Income and wealth were also the critical variables in the consumption of
luxury goods in microeconomic demand models (Giacalone, 2006). The results of the
earlier study confirmed the expected strong correlation of luxury goods consumption
with income (Dubois & Duquesne, 1993). In this research, the group of income more
than 55,000 baht showed the highest likelihood to purchase luxury goods. Thus, a
high purchasing power of this group should be taken into account in selecting target
group for marketing managers of luxury goods. While the group of income less than
15,000 baht showed the lowest intention to purchase luxury goods. It implied that
people with income more than 15,000 baht are more likely to purchase luxury goods.
Nevertheless, some studies showed that many people long for luxury goods, even

though they cannot afford them at the moment (Wharton, 2007).

3.2 Attitude

Attitude towards the behavior focused on perceived quality had relationship
with purchasing intentions of luxury goods, meaning that the more respondents
perceived in a high quality of luxury goods, the more they may be inclined to

purchase. The previous studies suggested that luxury brands are expected to show the
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greater levels of quality (Garfein, 1989; Roux, 1995). In practice, "high prices may
even make certain products or services more desirable" (Groth & McDaniel, 1993,
p.10) because people perceived higher prices as evidence of greater quality (Rao &
Monroe, 1989).

In addition, quality of manufacture which referred to neat and high standard
production and quality of material were perceived by respondents as the most two
significant benefits/advantages of luxury goods when compared with other attributes.
However, in terms of relationship with purchasing intentions of luxury goods, quality
of manufacture had the strongest positive relationship, followed by durability. It
indicated that quality of manufacture, quality of material and durability were the main
determinants of luxury goods.

This result was consistent with previous studies, which found that superior
quality was an attribution of luxury-brand products, and consumers usually look at the
prestige and premium price of luxuriesin inferring that they have higher level of
quality than that of non-luxuries (Hafstrom, Chae & Chung, 1992; Nia &
Zaichkowsky, 2000; O’Cass & Frost, 2002). Moreover, the survey of the KPMG in
Chinarevealed that more than 70% of the respondents, agreed with the statement: "|
appreciate the superior quality of luxurious brands, not simply the pursuit of famous
brand names' (Wharton, 2007). Thus, educating consumers about these product
attributes may increase their favorable impressions toward purchasing luxury goods,

which in turn increase their purchasing intentions.

3.3 Social Influences
According to the results from descriptive statistics, respondents were

undecided that the social groups (family, friends, colleagues, and celebrities) had
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influences on their purchasing intentions of luxury goods. Among these groups,
friends had the highest mean score which indicated that friends had the strongest
influence on respondent'’s luxury goods purchasing intentions. While family had the
lowest mean score, it indicated that family had the lowest influence on purchasing
intentions of luxury goods. It was relevant to the previous study of Childers and Rao
(1992) which suggested that the influence of peersislikely to be higher for luxuriesin
genera. Similarly, the influence of family will likely to be higher for necessities.

In addition, the results from Pearson Correlation showed that social influences
had moderate positive relationship with purchasing intentions of luxury goods.
Celebrities and friends showed moderate positive relationship with luxury goods
purchasing intentions, while colleagues and family showed a slightly positive
relationship. The results from previous studies were controversial. A study of
Summers, Belleau, and Xu (2006) found that family, friends, colleagues, and media
had little influence on the respondent's behavior decision. While many previous
studies had suggested that the influence from referents on an individual's behavior
was important (Bearden & Etzel, 1982; Childers & Rao, 1992; Rabolt & Drake, 1984-
1985).

Among social groups, celebrities had the strongest relationship with
purchasing intentions of luxury goods. This finding was consistent with the earlier
studies suggested that celebrities had positive influence on purchasing decision (Bush,
Martin & Bush, 2004; Ohanian, 1991). In addition, it supported the evidence that
celebrity adoration has become preva ent throughout the world in recent decades
(Giles, 2000; McCutcheon, Lange & Houran, 2002). The increased interest in
cel ebrities showcasing the latest luxury clothing and accessories has also boosted the

market and raised the general awareness of desirable luxury brands (Frith, 2004).
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3.4 Period of Purchasing I ntention

The finding showed that the period of intention to purchase luxury goods of
most respondents was within 1 year. In the case of aluxury good, the consumer is
more likely to take more time to examine the available options in deciding whether
the good will even be purchased at all (Geoffrey & Stephen, 2003). This might be

because of its high price.

4. Conclusions

This research aimed to determine the factors relating to consumer's purchasing
intentions of luxury goods and to determine the relationships between each factor and
purchasing intention based on the Theory of Reasoned Action. Therefore, the studied
factors were attitude (perceived quality), subjective norms (socia influences), and
demographics. This research focused only on customers of luxury-brand apparelsin
the Thai market by using questionnaires to collect information. The target population
was Thal flight attendants including their families and their friends who can afford to
buy luxury goods. From atotal of 450 questionnaires, 390 were completed and
returned.

According to the results from descriptive statistics, among quality attributes,
quality of manufacture and quality of material were perceived by respondents as the
most two significant benefits of luxury goods. Moreover, respondents were undecided
that celebrities, friends, family, and colleagues had influences on their purchasing
intentions of luxury goods. Among these groups, friends had the highest mean score,
while family had the lowest mean score.

In addition, the results of hypotheses testing by Pearson Correlation showed

that perceived quality and social influences had moderate positive relationship with
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purchasing intentions of luxury goods. Between them, social influences showed a
little stronger relationship with purchasing intentions of luxury goods than perceived
quality. The findings showed that celebrities had the strongest relationship with
purchasing intentions of luxury goods, followed by friends. Moreover, for quality,
quality of manufacture had the strongest positive relationship with luxury goods
purchasing intentions, followed by durability.

The result of ANOVA revealed that different age group, gender, and education
level had no significant differencesin consumer's purchasing intentions of luxury
goods. On the other hand, different occupation group and income group had some
differences in luxury goods' purchase intentions. For occupation group, Business
Owners showed highest intention to purchase luxury goods. The group of income
more than 55,000 baht showed the highest purchasing intentions of luxury goods. A
high purchasing power of thisincome group should be taken into account in selecting

target group for marketing managers of luxury goods.

5. Implication for Practice

This research gave us the opportunity to not only test the use of the Theory of
Reasoned Action (TRA) in explaining purchasing intentions of luxury goods, but also
to provide the marketers, manufacturers and people who involve in the luxury-brand
industry with information they desired about their target market. This research
verified that the TRA model can serve as a moderate tool in explaining consumer's
purchasing intention of luxury goods.

Social influence was the most significant factor relating to consumer's
purchasing intentions of luxury goods. The findings showed that family, friends,

colleagues, and celebrities had relationships with luxury goods' purchasing intentions.
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Celebrities were found to be the main factor relating to consumer's purchasing
intentions. Thus, celebrities should be used as the endorsers of luxury brands or
presenters in the advertising. Compared to other endorser types, famous people
achieve a higher degree of attention and recall. They increase awareness of a
company's advertising, create positive feelings towards brands and are perceived by
consumers as more entertaining (Solomon, 1999). Using a celebrity in advertising is
therefore likely to positively affect consumers' brand attitudes and purchasing
intentions. However, the result from descriptive statistics showed that friends had the
highest influence on purchasing intentions of luxury goods. Therefore, the marketing
programs should also emphasize on the word-of-mouth or buzz marketing strategy.
Word-of-mouth is a powerful source of influence. It is about getting your product
noticed by creating an event or experience that will get people talking.

Perceived quality was the second most significant factor relating to
consumer's purchasing intentions of luxury goods. The research results indicated that
quality of manufacture, durability and quality of material were the relating factors of
luxury goods purchasing intentions. Marketers can increase consumer's purchasing
intentions by notifying potential customers that they can have an expectation of better
quality, finer details, and superior workmanship and materials of the products that
goes along with the purchase.

By understanding the demographics that relating consumer's purchasing
intentions, marketers know which groups they should focus on as their target
customers. From research findings, it can be concluded that consumers who tend to
purchase luxury goods are more likely to be business owners and those who have
income more than 55,000 baht. These people can be justified as the upper middle

class who can afford some luxury products but still has to live within their means.
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They bought luxury goods for showing off their wealth and status and exhibiting their
tastes for elegance. They tend to ascribe to the economic values of luxury brands.
Hence, the marketers should emphasi ze the advertising and promotion campaigns on
this group. Although, consumers with a monthly income less than 15,000 baht showed
low purchasing intention, they should not be ignored but rather offered the lower-
priced accessory itemsin order to target a broader market.

In conclusion, the marketers need to keep a consistent brand message and
emphasize quality as away to portray their products as a smart investment. L uxury
brands should send the message and extent product lines that their products are
affordable alternatives for the middle class consumers. Celebrity endorsement and a

word-of-mouth strategy are aso influencing luxury goods' purchasing intentions.

6. Recommendationsfor Further Research

Additional research on the topic can be deducted from the limitations of the
research. The scope of this research was limited only to the Suwannabhumi airport
area. Therefore, further researches should extend to respondents in other areas since
consumers in different areas may have different factors influencing their purchases of
luxury goods.

There are also many other factors influencing or relating to consumer's
purchasing intentions of luxury goods but this research focused on three main factors,
which are attitude, subjective norms, and demographics. Thus, additional factors
should be investigated, especially, brand equity, brand royalty, self-concept, and self-
image congruity. Moreover, further researches are needed to investigate in greater

detail such as a specific brand or a specific product type or conduct longitudinal
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research to follow up the respondents actual purchase. Thiswill help the marketers

better understanding the purchasing behavior of luxury goods.
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Questionnaire

This questionnaire is designed to obtain information for use as part of my
research entitled " Factors Influencing Consumer's Purchasing Intentions of Luxury
Goods". This study is conducted for the purpose of the preparation of aresearch
project for completion of the Master of Science in Management program, Assumption
University. Please answer all questions regarding the facts in this questionnaire and
thank you for your cooperation.

Note: - Theluxury product types which are examined in this research are handbag,
watch, and sunglasses.

- The example luxury brands are Hermes, Louis Vuitton, Gucci, Christian Dior,
Chanel, Prada, Chloe, Fendi, Armani, Rolex, Cartier, Omega, and other brands that
have similar or higher brand image.

Part 1: Please indicate your agreement on the following questions about luxury
goods. (Mark 4in the blank (1)

Strongly Strongly
Attitude Agree Agree | Neutral | Disagree | Disagree
2 4 3 2 1

1. They have stylish
appearance and design.

2. They have better-quality
components and
materials.

3. They are produced by the
neat procedure with high
standard.

4, They are more durable
than normal goods.

Part 2: Please indicate the level of influence the following factors might have on
your purchase of luxury goods. (Mark 4in the blank 11)

Most Very Less Least
Subjective Norms Influence | Influence| Neutral | Influence | Influence
5 4 3 2 1
5. Family
6. Friends
7. Colleagues

8. Celébrities




Part 3: Purchasing Intention (Mark\/ in the blank D)
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Strongly Strongly
Purchasing Intention Agree Agree | Neutral | Disagree | Disagree
5 4 3 2 1
9. | prefer to buy luxury
brands when | want
some goods.
10. I'm planning to buy a
luxury good.
11. 1 will buy luxury goods
when | want bags,
watches, and/or
sunglasses.
12. 1 will definitely buy
luxury goods when |
want bags, watches,
and/or sunglasses.
13. 1 will buy luxury goods within...
3 months 6 months Ll 1 year
2 years more than 2 years
Part 4: Personal Data (Mark ¥ in the blank ()
Gender Mae Female
Age
Below 18 Yrs. 18-25Yrs. 26-33 Yrs.
34-41 Yrs, 42-49 Yrs. P Above 50 Yrs.
Occupation
Student State's Enterprise Government Official
Business Owner = Private Sector Employee I’_I Housewife

Education Level

Under Bachelor Degree

[ Doctorate Degree

Income/Month
Less than 15,000 B.
35,001 - 45,000 B.

Bachelor Degree
"~ Others

15,000 - 25,000 B.
45,001 - 55,000 B.

Master Degree

P 25,001 - 35,000 B.
More than 55,000 B.
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APPENDI X B:

Reliability Analysis(Cronbach’s Alpha Coefficient)



Reliability Analysis (SPSS)

Variables Number of Items | Crombach’s Alpha
Attitudes (Perceived Quality) 4 0.765
Subjective Norms (Social Influences) 4 0.789
Purchasing Intention 4 0.957
Attitudes (Per ceived Quality)
, Scale Corrected Cronbach's
?fsrlfgle'egtneg Variance if Item-Total Alphaif Item
Item Deleted | Correlation Deleted
Design 12.67 3.402 243 .900
Material 12.20 2.855 747 .623
Manufacture 12.27 2.685 .805 .586
Durability 12.27 2.892 .607 .687
Subjective Norms (Social I nfluences)
: Scale Corrected Cronbach's
?tcgrlﬁgﬂde:tneg Variance if [tem-Total Alphaif Item
Item Deleted | Correlation Deleted
Family 7.83 6.902 519 .783
Friends 7.83 6.695 737 .668
Colleagues 8.07 7.237 671 .706
Celébrities 8.17 7.316 501 .786
Purchasing Intention
, Scale Corrected Cronbach's
?fgjﬁgﬂde;lg Variance if [tem-Total Alphaif Item
Item Deleted | Correlation Deleted
Prefer to buy 9.40 11.145 .983 917
Plan to buy 9.90 11.421 844 .958
Buy 8.90 11.214 .906 .939
Definitely buy 9.70 11.752 .848 .956
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Gender
Erequenc Per cent Valid Cumulative
& Y Per cent Per cent
Valid Male 119 30.5 30.5 30.5
Female 271 69.5 69.5 100.0
Totd 390 100.0 100.0
Age
Valid Cumulative
Frequency | Percent Per cent Per cent
valid 18-25years 79 20.3 20.3 20.3
26-33 years 183 46.9 46.9 67.2
34-41 years 68 17.4 174 84.6
42-49 years 37 95 9.5 924.1
Above 50 years 23 59 59 100.0
Totd 390 100.0 100.0
Occupation
Valid Cumulative
RISy e oot Per cent Per cent
Vaid Student 9 23 23 2.3
State's Enterprise 202 51.8 518 54.1
Government Officid 46 11.8 11.8 65.9
Business Owner 43 11.0 11.0 76.9
Private Sector Employee 84 215 215 98.5
Housewife 6 15 1.5 100.0
Totd 390 100.0 100.0
Education
Valid Cumulative
Frequency | Percent Per cent Per cent
Valid Bachelor Degree 249 63.8 63.8 63.8
Master Degree 137 35.1 35.1 99.0
Doctorate Degree 4 1.0 1.0 100.0
Totd 390 100.0 100.0
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Income
Valid Cumulative
Frequency | Percent Per cent Per cent
Valid Lessthan 15,000 B 24 6.2 6.2 6.2
15,000-25,000 B 51 13.1 13.1 19.2
25,001-35,000 B 49 12.6 12.6 31.8
35,001-45,000 B 56 14.4 144 46.2
45,001-55,000 B 106 27.2 27.2 73.3
More than 55,000 B 104 26.7 26.7 100.0
Totd 390 100.0 100.0
Period of Intention to Purchase
Valid Cumulative
Frequency | Percent Per cent Per cent
Valid Morethan 2 years 80 20.5 20.5 20.5
2 years 32 8.2 8.2 28.7
1year 123 315 315 60.3
6 months 87 22.3 22.3 82.6
3 months 68 17.4 17.4 100.0
Total 390 100.0 100.0
Means and Standard Deviations of Main Variables
N Minimum | Maximum | Mean Std
Deviation
Design 390 1 5 3.84 721
Materid 390 2 5 4.09 .686
Manufacture 390 2 5 4.18 .693
Durability 390 1 5 4.05 757
Family 390 1 5 2.74 1.046
Friends 390 1 5 3.16 .989
Colleagues 390 1 5 2.94 .940
Celéebrities 390 1 5 2.76 1.113
Prefer to Buy 390 1 5 3.17 1.046
Planning ta Buy 390 1 5 291 1.188
Will Buy 390 1 5 3.43 1.077
Definitely Buy 390 1 5 3.03 1.052
Purchasing Intention 390 1 5 3.13 1.010
Perceived Quality 390 2 5 4.04 549
Social Influence 390 1 5 2.90 .756
Valid N (listwise) 390
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Correlations between Perceived Quality and Purchasing Intention

. . . Percel Purchasi
Design | Material | Manufacture | Durability Qﬁg ,\{)e,d Intenat)istl)zg
Design Pearson Correlation 1| .340(**) 273(%*) 254(**) .608(**) A77(**)
Sig. (2-tailed) .000 .000 .000 .000 .000
N 390 390 390 390 390 390
Material Pearson Correlation | 340(*¥) 1 .B649(**) 596(**) .835(**) .296(**)
Sig. (2-tailed) .000 .000 .000 .000 .000
N 390 390 390 390 390 390
Manufacture Pearson Correlation | .273(**) | .649(**) 1 621(**) 822(**) 378(**)
Sig. (2-tailed) .000 .000 .000 .000 .000
N 390 390 390 390 390 390
Durability Pearson Correlation | .254(**) | 596(**) 621(**) 1 811(**) .320(**)
Sig. (2-tailed) .000 .000 .000 .000 .000
N 390 390 390 390 390 390
Perceived Quality Pearson Correlation | .608(**) | .835(**) 822(**) 811(**) 1 .380(**)
Sig. (2-tailed) .000 .000 .000 .000 .000
N 390 390 390 390 390 390
Purchasing Intention Pearson Correlation | | 177(**) | .296(**) .378(**) .320(**) .380(**) 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 390 390 390 390 390 390
) Correlation is significant at the 0.01 level (2-tailed).
Correlations between Social Influences and Purchasing Intention
Family | Friends | Colleagues | Celebrities InSﬂ(:xcéilce P&‘g;ﬁfg;} g
Family Pearson Correlation 1| .267(**) 212(**) A139(**) | .550(**) .101(*)
Sig. (2-tailed) .000 .000 .006 .000 046
N 390 390 390 390 390 390
Friends Pearson Correlation | .267(**) 1 T24(**) .538(**) .842(**) .385(**)
Sig. (2-tailed) .000 .000 .000 .000 .000
N 390 390 390 390 390 390
Colleagues Pearson Correlation | 212(**) | .724(**) | 542(**) | .820(**) 292(**)
Sig. (2-tailed) .000 .000 .000 .000 .000
N 390 390 390 390 390 390
Celebrities Pearson Correlation | .139(**) | .538(**) 542(**) 1| .760(**) A30(**)
Sig. (2-tailed) .006 .000 .000 .000 .000
N 390 390 390 390 390 390
Social Influence Pearson Correlation | 550(**) | .842(**) .820(**) .760(**) 1 A10(**)
Sig. (2-tailed) .000 .000 .000 .000 .000
N 390 390 390 390 390 390
Purchasing Intention  Pearson Correlation 101(%) | .385(**) 292(**) A430(**) 410(**) 1
Sig. (2-tailed) 046 .000 .000 .000 .000
N 390 390 390 390 390 390

() Correlation issignificant at the 0.01 level (2-tailed).
(*) Correlation is significant at the 0.05 level (2-tailed).
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One-Way ANOVA
Age
Purchasing Intention
Sum of Mean .
Squares df Square F Sig.
Between Groups 6.688 4 1672 1.652 161
Within Groups 389.763 385 1.012
Total 396.451 389
Gender
Purchasing I ntention
Sum of Mean .
Squares df Square F S,
Between Groups 1.858 1 1.858 1.827 A77
Within Groups 394.593 388 1.017
Tota 396.451 389
Occupation
Purchasing Intention
Sum of M ean .
Squares dg Square F Sig.
Between Groups 20.512 5 4,102 4,190 .001
Within Groups 375.938 384 .979
Totd 396.451 389
Education
Purchasing Intention
Sum of Mean .
Squares df Square F S9.
Between Groups 1.727 2 .864 .847 430
Within Groups 394.724 387 1.020
Total 396.451 389
Income
Purchasing Intention
Sum of Mean .
Squares df Square F Sg
Between Groups 33.083 5 6.617 6.992 .000
Within Groups 363.367 384 .946
Tota 396.451 389




Post-Hoc (Scheffe) Test for Occupation

Dependent Variable: Purchasing Intention

0

Scheffe
Mean .
(1) Occupation (J) Occupation Difference ESrtr(jdr Sig. 95% Confidence Interval
{I-3 L ower Bound | Upper Bound
Student State's Enterprise 054 337 1.000 -1.07 118
Government Official 229 361 995 -.98 1.43
Business Owner -,623 .363 .708 -1.84 .59
Private Sector Employee .094 .347 1.000 -1.07 125
Housewife -132 521 1.000 -1.88 161
State's Enterprise Student -.054 337 1.000 -1.18 1.07
Government Official 174 162 .948 -37 72
Business Owner -.677(*) .166 .006 -1.23 -12
Private Sector Employee .040 .128 1.000 -39 A7
Housewife -.186 410 .999 -1.56 1.18
Government Official Student -.229 .361 .995 -1.43 .98
State's Enterprise -,174 162 .948 -72 37
Business Owner -.851(*) 210 .006 -1.55 -.15
Private Sector Employee -.134 181 .990 -74 A7
Housewife -.361 429 .983 -1.80 1.08
Business Owner Student .623 .363 .708 -.59 184
State's Enterprise B77(%) .166 .006 12 123
Government Official .851(*) 210 .006 15 1.55
Private Sector Employee T17(%) 186 012 10 1.34
Housewife 491 431 .935 -95 1.93
Private Sector Employee  Student -.094 347 1.000 -1.25 1.07
State's Enterprise -.040 128 1.000 -47 .39
Government Official 134 181 .990 -47 74
Business Owner =717(%) .186 .012 -1.34 -.10
Housewife -.226 418 .998 -1.62 117
Housewife Student 132 521 1.000 -1.61 1.88
State's Enterprise .186 410 .999 -1.18 1.56
Government Official 361 429 983 -1.08 1.80
Business Owner -491 431 935 -1.93 .95
Private Sector Employee 226 418 998 -1.17 1.62
(*) The mean difference is significant at the .05 level.
Purchasing Intention
Scheffe
Occupation N a?ggifgg
1
Government Official 46 291
Private Sector Employee 84 3.04
State's Enterprise 202 3.08
Student 9 314
Housewife 6 3.27
Business Owner 43 3.76
Sig. .260

Means for groups in homogeneous subsets are displayed.

a Uses Harmonic Mean Sample Size = 17.666.
b The group sizes are unequal . The harmonic mean of the group sizesis used.
Typel error levels are not guaranteed.
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Post-Hoc (Scheffe) Test for Income

Dependent Variable: Purchasing Intention

Scheffe
(1) Income (J) Income Di'f\;lsri:"lce IESr't%r Sig. 95% Confidence Interval
(-9 Upper Bound | Lower Bound
Less than 15,000 B 15,000-25,000 B -1.063(*%) 241 .002 -1.87 -.26
25,001-35,000 B -1.085(*) 242 .001 -1.90 -.27
35,001-45,000 B -.923(*) 237 011 -1.72 -13
45,001-55,000 B -702 220 072 -1.44 .03
More than 55,000 B -1,149(*) 220 .000 -1.89 -41
15,000-25,000 B Less than 15,000 B 1.063(*) 241 .002 26 1.87
25,001-35,000 B -.022 195 1.000 -.67 63
35,001-45,000 B 140 .188 .990 -49 77
45,001-55,000 B .360 .166 453 -19 a1
More than 55,000 B -.087 166 .998 -.64 A7
25,001-35,000 B Lessthan 15,000 B 1.085(*) 242 .001 27 1.90
15,000-25,000 B 022 195 1.000 -.63 67
35,001-45,000 B 162 190 981 -47 .80
45,001-55,000 B 382 .168 397 -.18 94
More than 55,000 B -.065 .169 1.000 -.63 50
35,001-45,000 B Less than 15,000 B 923(*) 237 011 13 172
15,000-25,000 B -.140 .188 .990 =77 49
25,001-35,000 B -.162 190 981 -.80 47
45,001-55,000 B 220 161 .865 -32 76
More than 55,000 B -.227 161 852 -77 31
45,001-55,000 B Less than 15,000 B 702 220 072 -03 1.44
15,000-25,000 B -.360 .166 453 -91 19
25,001-35,000 B -.382 .168 397 -.94 .18
35,001-45,000 B -.220 161 .865 -.76 32
More than 55,000 B - 447 134 .052 -.90 .00
More than 55,000 B Less than 15,000 B 1.149(*) 220 .000 41 1.89
15,000-25,000 B .087 .166 .998 -47 64
25,001-35,000 B .065 169 1.000 -.50 63
35,001-45,000 B 227 161 852 -31 77
45,001-55,000 B 447 134 .052 .00 .90

(*) The mean difference is significant at the .05 level.

Purchasing Intention
Scheffe

Subset for apha= .05
Income N
1 2

Lessthan 15,000 B 24 2.23

45,001-55,000 B 106 293
35,001-45,000 B 56 3.15
15,000-25,000 B 51 3.29
25,001-35,000 B 49 331
More than 55,000 B 104 3.38
Sig. 1.000 377

Means for groups in homogeneous subsets are displayed.
aUses Harmonic Mean Sample Size = 50.595.
b The group sizes are unequal. The harmonic mean of the group sizesis used. Type| error levels are not

guaranteed.
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