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Abstract

Currently, the world luxury market is undergoingignificant shift: more and more people can
afford items that used to be consumed only by fiflaeat. According to consultants of the
famous Boston Consulting Group, another importantd shaping the luxury market is middle
class consumers who economize on their basic neeatder to buy at least some luxury goods.
Therefore, the very notion of luxury is getting tokd. This paper deals with finding what
Lithuanian consumers perceive as a luxury goodvenat attributes and values they associate
with luxuries. To implement this, a focus group waganized and its results were later
employed in constructing a questionnaire, which pasly based on a list of luxury attributes
developed by Vigneron and Johnson. The authorsdfdbat although the notion of luxury
heavily depends on individual preferences and irgdathuanian consumers generally tend to
associate luxury with traditional prestige itemglsiwas expensive automobiles and designer
clothing. The attributes that consumers mostly @as® with luxury include indulgence, superior
quality, high price, and superfluousness, amontistre. Regarding the choice of the attributes
of luxury goods, significant differences exist beeém genders as well as among individuals of
different income level, education, and other derapfics. Finally, benefit segmentation has
been performed and the respondents have been dlivittefour significantly different consumer
clusters.
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1 Introduction

“You walk down the street in New York, and evergtHonmoman is carrying an Hermes Birkin
bag.” Investment banker Gail Zauder of Elixir Advisorsferring to a famous handbag with a
two-year waiting list (Foroohar and Margolis, 2005)

As the citation above illustrates, the market forury goods has been undergoing a significant
shift over recent years. Products that only a fewia afford are becoming accessible to more
and more consumers. In their book published in 2G@hsultants of the famous Boston
Consulting Group revealed the trend of saving aidbgoods in order to purchase at least some
kind of luxury goods later on. This phenomenon akated to the emotional attachment that
consumers have to certain product categories. A&nqibint to be mentioned is that not only is
the market for luxuries expanding in developed ¢toes but it is also prospering in emerging
economies (Galbraith, 2005).

However, the concept of luxury is itself changifipe BCG consultants mentioned above
separate new and old luxury goods. While brande libuis-Vuitton or Dolce & Gabbana
represent the traditional luxury, the “new luxugfbducts are not that exquisite and are widely
consumed by the middle-class. Nevertheless, in aosgn with conventional goods, “new
luxury” goods stand out with superior performancel @motional appeal (Silverstein, Fiske,
2005, 5). For instance, while Aston Martin and Bernave always been considered as extremely
luxurious, the 3-series BMW convertible might beetample of the “new luxury”. The same
trends are present in markets such as electrdagdsion clothing, fragrances and cosmetics, and
entertainment.

In light of these changes, we would like tonp@ut the very same trends taking place in
the rapidly developing Lithuanian market for luxymoducts. Firstly, the economy of Lithuania
is growing at a substantial pace; in 2005, the @DBithuania increased by an impressive 7.3%
(Department of Statistics to the Government ofRepublic of Lithuania, 2006). The income of
the higher-income classes is constantly rising.sTimplies that wealthy people have more
money available to spend on more exquisite purchesgging from a cup of coffee in a trendy
café to a lavish apartment in the centre of Vilni@econdly, the rapidly growing credit market
shows that consumerism trends have had an impattteohithuanian people. According to the
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Bank of Lithuania, the credit market grew by 32.84ing the first three quarters of the year
2005 (2005).

The division of old and “new” luxury has creatsdme kind of confusion in
understanding what the word “luxury” actually medos Lithuanian consumers. For instance,
some might think that luxurious goods are thosechsas the famous red Ferrari - unaffordable
for an ordinary middle class consumer. Others migimsider a professional Thai massage to be
quite a luxury. Therefore, our first research quests: what is perceived as a luxury good by
Lithuanian consumers? Another issue of interest for us is the attributeat consumers
associate with these goods. This could help in rstaleding the underlying motives for
purchasing items with a considerable premium thdtighly prevalent. Consequently, it would
be useful for marketing and advertising profesdmivatheir efforts to promote these products.
Therefore, our second research questiowlgt are the attributes and valuesthat Lithuanian
consumer s associate with luxury goods?

In the second section of the paper, we reviewditee discussing luxury goods in
general and their consumption patterns. First, wéhgough theoretical readings describing the
definition of luxury and its features. Then we mentworks by different authors that provide a
deeper insight into aspects of consumption of lyitems. At the end of Section 2, we review
previous research on related topics. In Sectiomeé3describe our methodology; the results and
analysis can be found in Section 4. Then, we coenpar findings with the previous research in
the discussion part. The subsequent section cantiagnconclusions and the last, seventh part of

our work provides suggestions for further research.

2 Review of Literature

2.1 Discussion of Theory

A luxury good is a good for which demand increasedisproportional pace as income
rises, in contrast with an inferior good and a rargood (Varian, 1996, 101). Luxury goods
have high income elasticity of demand: as peopt®ime wealthier, they buy more and more of
these goods at an increasing rate. In fact, someyproducts are considered to be examples of
Giffen goods, with a positive price elasticity oérdand (Varian, 1996, 104). For instance,
making a certain brand of perfume more expensivg imaease its perceived value as a luxury

good; as a result, sales may go up rather than down
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Naturally, the public understanding of luxury issescientific: these are expensive goods
beyond the plain necessities, almost always adsdcwgith the wealthy part of society. Certain
goods or brands have become symbols of luxury. plesmight include caviar, high-end cars,
and Dolce & Gabbana apparel. Although in econorartns luxury good is unrelated with
quality, generally it is considered to be supeinaierms of both price and quality.

Social class has a pronounced impact on consumptioices of individuals and the
individual’s position in society that these choiceflect. Consumer behaviour theory uses the
term status symboldo refer to products that are purchased and demaded as signals of
desirable social class (Solomon, 2004, 441). Sotasscsystems have a more significant
influence on buying behaviour, while others are ti@tt easily noticeable. In most Western
countries, the "lower" classes may engage in buyelgaviour similar to that of the "upper"
classes. However, in other cultures, where a atem gives people a more distinctive role,
consumer behaviour is more firmly linked to soclasses. Upper classes in almost all societies
are often more similar to each other than they@tbe rest of their own society. When selecting
products and services, they make choices thatessedulture-bound than those of lower class
consumers (Jobber, 1995, 235).

However, it would be a mistake to assume that tleeenaffluent would necessarily
splurge on luxury items. Social class involves nmibi@n income; wealthy consumers’ spending
patterns are highly affected by other factors saslwhere and how they got their money and
how long they have had it (Solomon, 2004, 459).

In the book by Solomon, we found the following wafydividing customers into three
categories with respect to their attitudes towéugary (2004, 460):

1. Luxury is functional These consumers buy products that have endurhge vafter
conducting extensive pre-purchase research. Theg beeir purchasing decisions on
logic rather than emotion.

2. Luxury is a rewardThis group tends to be younger than the first ey desire to be
successful and to demonstrate their success torsotfidese consumers purchase
conspicuous luxury items such as high-end cardansh homes.

3. Luxury is indulgenceThis group is the smallest of the three and teadse the youngest

of all. They are willing to pay a premium for iteregpressing their individuality and
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attracting the attention of others. They often kths#r purchasing decisions on emotions

and are more likely to buy impulsively.

One would not be far from the truth in saying tetttus anxiety bothers tmmuveaux
richesmore than any other category of affluent consumeesiveau richas a derogatory term
describing newcomers to the world of wealth. Theyhitor the cultural environment to ensure
that they are doing the “right” thing, wearing thight” clothes, being seen at the “right” places”
(Solomon, 2004, 461). Their buying behaviour cobtl described by the terconspicuous
consumptionwhich was first used in 1899 by American economisorstein Veblen and refers
to buying expensive services and products in aielisplay one’s wealth (Bagwell, Bernheim,
1996).

2.2 Readings Available

One of the classic readings on conspicuous consomahd the notion of taste is “Distinction”
by Pierre Bourdieu (1984). The author analysesdifices between social classes and their
understanding of aesthetics and tastefulness basedsurvey by questionnaire, carried out in
1963 and 1967-68 in France. In his study, Bourdieows that particular opinions and choices
are less important than an overall aesthetic mindiseaddition, this aesthetic mindset not only
supports upper-class prestige but helps keep thheamas length from the lower classes. Thus,
luxurious and artistic items not only serve asrimsents of demonstrating status but carry a
certain power.

The most comprehensive recent source on the wiplaxury is a book by Michael
Silverstein and Neil Fiske, “Trading Up”, which ave already mentioned in the introduction.
Its first edition was published in 2003 and immeéelia received enormous attention from
professional marketers and social researchers.aliieors have substantial experience at the
famous Boston Consulting Group and give a deemlmsnto the segment of so called “new
luxury” goods that are increasingly chosen by medalarket consumers. According to them, the
modern middle class is searching for a higher lefeduality, taste, and aspiration than ever
before.

According to Silverstein and Fiske, successful “rlexury” brands engage people into

more than one of the following emotional areas &2@5):



Rust Tervydyt and Paulius Jarmuskas 7

e “Taking care of me”. Goods or services provide smation for disillusionment or
distinction for attainments. Examples of such patdumight include superior price
personal care products, spa treatments, and hcargs.w

e “Questing”. Goods or services enabling new expeeeand taste. The most common
example could be travel, or different sports.

e “Connecting”. Goods and services that enrich rappath family, friends, colleagues.
Examples could be dining out, home theatre.

¢ “Individual style”. Goods and services that exhipersonal interests and passions.
Examples could be lingerie, cars, and spirits.

The willingness to pay more for the luxury goodsswaghlighted in the preface of the
Russian edition of Silverstein and Fiske’s bookO@07) by Oleg Tinkov, representative of the
board of a company producing superior price begkdv argues that people from the former
Soviet block countries are even more willing toesan basics in order to buy at least some
luxury because luxurious Western goods had beeamtyd about but not available. As soon as
the possibility to acquire these commodities becesaé people got motivated to save and buy
them. Acquiring them not only means the same ashierWestern people in terms of the four
emotional areas mentioned above, but also makestiotractedly mature wishes come true.

Another reading we found useful in our pre-reskavas “Understanding the Consumer”
by Isabelle Szmigin. Among many other aspects ofleno consumption patterns, the author
discusses conspicuous consumption. Szmigin poimtdhat possessions can define consumer
self-identity by allowing them to associate witle tworld around them through the brands they
buy. However, she also states that conspicuousioguiton may leave customers “on a hamster
wheel” (2003, 150). According to the author, anréasing number of consumers are becoming
aware of their role in consumption and productienaaprocess and reviewing their buying
patterns. This conclusion might be considered apat for Silverstein’s and Fiske’s statement
about declining sales of traditional luxury goodsl @he rise of middle-market luxury, which, in
addition to popular brand and premium price, presicemotional importance and superior
quality (2005, 69).
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2.3 Previous Research

One of the works related to the luxury field waedarced by Vigneron and Johnson (2004). In
our paper, we discuss how luxury brands are cortstiufrom the theoretical point of view. Then
we specify dimensions of luxury applied to brandsl adevelop a scale to measure the
dimensions.

In specifying luxury dimensions, we refer to seV@ravious researches such as Dubaols,
Laurent, and Czellar (2001) and Vigneron and Johr§$699). As a result, we construct a table
of factors describing luxury brands mentioned isthstudies (Appendix 1).

One of the works that Vigneron and Johnson refetoeid their work mentioned above
was their previous research discussing behavioyresdtige-seeking consumers (1999). In this
paper, we develop a conceptual framework for amadythe phenomenon. Firstly, we define five
perceived values that lead to the distinction betwgrestige and non-prestige brands.

1. Conspicuous valueThe consumption of prestige brands serves agralsof status

and wealth. The higher price of the brands enhatieegalue of such a signal.

2. Unique value If virtually everyone owns a particular brand,stconsidered to be

non-prestigious.

3. Social value The role-playing aspects and social value of antbrcan affect the

decision to buy.

4. Hedonic valueA product’s subjective intangible benefits clgatketermine the brand

selection.

5. Quality value Prestige is partly derived from technical supdryo

Privatel Hedonist & Snob
ﬁ Perfectionist
.
& 3 Bandwagon Veblenian
5
(@]
Public < >
Lower Higher

| mpor tance of the per ception of
price as an indicator of prestige

Figure 1: Prestige Seeking Consumer Behaviour

Source: Vigneron, Franck, and Lester Johnson. “Ri&e and a Conceptual Framework of Prestige-Seeking
Consumer Behavior.” Academy of Market Science Revie
<http://www.amsreview.org/articles/vigneron01-1984.>.




Rust Tervydyt and Paulius Jarmuskas 9

Additionally, prestige-seeking behaviour is a résafl multiple motivations that arise
from perception of price as an indicator of prestg well as from self-consciousness (Figure 1).
Veblenianconsumers attach substantial importance to price grestige indicator as their
primary aim is to impress otheiSnobconsumers see price as an indicator of exclusiwibych
they seek; therefore, they avoid popular braBdsmdwagornconsumers attach lower importance
to price as an indicator of prestige; however, ttggyl to emphasize the impression they make to
others by consuming prestige branBiedonistconsumers place less emphasis on price as an
indicator of prestige as they care more about th&ir emotions and experiences.

Finally, the authors combine the five values oftstige with the five relevant

motivations (Table 1).

Values M otivations
Conspicuous Veblenian
Unique Snob

Social Bandwagon
Emotional Hedonist
Quality Perfectionist

Table 1: Prestige values and motivations of prestige-seeking behaviour

Source: Vigneron, Franck, and Lester Johnson. “Ri&e and a Conceptual Framework of Prestige-Seeking
Consumer Behavior.” Academy of Market Science Revie
<http://www.amsreview.org/articles/vigneron01-1984.>.

Another author worth mentioning is Dubois, who haiten several papers on luxury. In
one of them, he analyzes the phenomenon of excissio(Dubois, Laurent, 1996), a process of
buying and consuming luxury goods only occasiondllye authors explain this by stating that
each luxury item fulfils certain functions, whilaeh situation requires certain functions to be
fulfilled. As a result, some luxury goods are mapgpropriate in certain situations than others.
Dubois and Laurent specify four situations (soeslindividual, planned vs. impulse) and carry
out interviews seeking to find out how individuast in each of the situations given. The
analysis results in confirming the initial hypottsesertain products correspond more than others
to specific situations.

One more research conducted by Dubois and Paterfi®95) discusses the status of
international luxury brands in the USA. The reskawas triggered after the authors had realized
that it was extremely difficult to explain and pieidthe conditions for emergence of “dreams” of

luxury and their materialization. In their researblubois and Paternault measure 34 well-known
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international brands on the basis of three factaided awareness, recent purchase, and dream
value. The latter was constructed using this qaestimagine that you are given the possibility
of choosing a beautiful present because you wamgest. Which are the five brands you would
like the best?” The result of the research was titeam formula”:

DREAM = 0.58*AWARENESS - 0.59*PURCHASE -8.6
Here, we see a paradox: it seems like awarenessieges the dream but actual purchase makes
it come true, thus contributing to destroying iheTauthors conclude that although marketing is
about increasing demand for many product categoties is not the case in the category of
luxury goods. Here, the challenge is to developbttaad without losing its appeal, which is to a
large extent based on its limited diffusion level.

In another work, Dubois cooperates with Lauremd &zellar (2001) to capture implicit
and ambiguous consumer attitudes towards luxurg. réBearch is based on content analysis of
in-depth interviews and a large-scale internaticnalvey. As a result of the first part of the
research, six basic dimensions are drawn from th@ynsomments on luxury features offered by
the respondents. These include excellent qualigyy \nigh price, scarcity and uniqueness,
aesthetics and polysensuality, ancestral heritagk @ersonal history, and superfluousness.
Additionally, the authors attempt to capture psyobical aspects of consumer attitudes towards
luxury. This resulted in four general dimensionsemal reservations and excessive
conspicuousness, personal distance and uneaghessre and deep interest, and sign value.

In the second part of the study, the authors eynible mixture clustering model allowing
a particular consumer to be split between two orenotusters. This model was chosen based on
the need to recognize that some consumers may ¢@veadictory attitudes towards luxury,
which emerged in the first part of the study. Aesult, three types of attitudes were revealed:
elitism, democratization, and distance.

In the concluding part of the work, the authoospout several new directions for more
focused enquiry on specific dimensions of luxurggmely personal history, polysensuality, and

scarcity, which seem to play essential roles irsoamer attitudes.
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3 M ethodology
We based the methodology of the research on a bténd -

o o _ Literature
qualitative and quantitative market research tegies: focus review
group and survey. The focus group was organizextder to get v
an insight into what different opinions a fairly rhogeneous Focus group

group of people might have about luxury goods aruatw

A4

Questionnaire
were later used to construct a questionnaire sumdych was survey

attributes they associate with luxury. The resoftshe session

needed to show wider tendencies as well as to geostiatistical

significance. Figure 2 clearly shows the successiages of the Analysisand
conclusions

thesis-writing process.

Figure 2: M ethodology
Source: Sel-develope

3.1 Focus Group

Firstly, a focus group session was conducted. ligpgse was to get an insight into what
Lithuanian consumers think is luxury, what branggarticular they associate with luxury, and
what attributes they consider make brands luxuridbe most important reason for us to employ
this method was that it gave the opportunity tadgtthe ways in which people collectively

discuss what luxury is, then construct its atte@sutand give examples. The focus group
interview was also chosen because it enables arousages interaction between participants.
As “consumption is not something done in gloricg®ation but is contextualized by place, time
and social comparison” (Szmigin, 2003, 134), it wagial to include the factor of interaction in

research concerning consumption. The possibilitybeing challenged by other participants
reduces the probability of participants giving insstent potentially wrong claims. Another

reason for applying this technique was that it gig@re control than a survey but still provides
more flexibility than a structured interview (Kruerg 1994, 25).

The sample for the focus group session was drawmg usonvenience sampling and
consisted of 6 members (4 females and 2 maleshtéth 17 people were contacted and ten of
them were supposed to turn up during the focusmsassion (5 male and 5 female). However,
due to personal reasons, four respondents couldttestd the session and only six people turned

up. The literature suggests that an optimal nunabgrarticipants varies from four to twelve;
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therefore, we believe that six is reasonalileleger (1994, 57) suggests that the people selecte
should be as homogeneous as possible in term<ef ethnicity, language, literacy level, and
income. Thus, we chose young professionals fromi¥sl who have recently graduated from
universities and who occupy job positions of alyasimilar level in several different fields:
telecommunications, consulting, law, and retail. W&l an opportunity of capturing different
opinions about both current consumption of the sadpnts and visions they have about “the
affluent life”.

Although market research literature (Krueger, 1%8), recommends organizing a series
of focus groups, we limited ourselves to only omssson due to constraints of time and
resources. We had not rejected the possibilityrgéizing a repeat session in case the first one
had not provided results of expected quality. Haevethe discussion went smoothly as all
participants expressed their opinions eagerly dsagecriticizing statements of their colleagues.
Both authors acted as mediators during the session.

All discussion was tape-recorded so that no imporiiaformation would be missed or
forgotten. Next day, the recording was transcribad later analysis was carried out using the
transcribed materials as well as notes made duhegession by the authors including all the

relevant observations made.

3.2 Survey

Dillman suggests that electronic survey methode®dielp to reduce the time required for
survey implementation from weeks to days or evear$oas well as the cost associated with
survey implementation (2000, 352). However, eleutrosurveys imply a bias of all the
respondents being computer literate and in our baseng internet connection. Although over
650,000 inhabitants of Lithuania were reportedeaibing internet at least once a week in spring
of the year 2005 (Ad.net, 2005), it still implieim$® on the research sample. In order to avoid this
bias and include more diverse people into our sayjwpe decided to conduct our research in the
following ways: to use the snowball sampling metlaa get one hundred respondents for
electronic survey, as well as to sample fifty peapl shopping centres in Vilnius and Kaunas at
random and distribute paper copies of the sametiquesire.

The research question implies that the target @dioul of our study are all the people

currently living in Lithuania. Due to lack of timand resources, we delimited our sample to
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people living in the three biggest cities of Lithia Vilnius, Kaunas, and Klatda. We think
that the three biggest cities in Lithuania représbe most significant consumption patterns.
Snowball sampling is recommended in cases whestaolinames of sample would be both
difficult and impractical to obtain (Fink, 1995, 19This was the major reason for us to use
snowball sampling for distributing the electrosigvey. E-mails with a link to the questionnaire
were sent to people working and studying in diffirmstitutions and cities with a request to
forward the same email to a few of their colleaguBse recipients’ email addresses were
randomly chosen from wide contact lists of two L#hian companies and included people
working in banking, consulting, retail, manufachgj travel, education, telecommunications,
governmental institutions as well as to studentsmfruniversities in Vilnius, Kaunas, and
Klaipéda. A car rental company and a tourism companyeagte let us use their mailing lists
which are used for distribution of newsletters wahecial seasonal offers for their clients in
various Lithuanian and foreign companies and iatihs; randomly chosen emails from the
Lithuanian part of the list were used. The papgrie® of the questionnaire were distributed in
shopping centres “Akropolis” in Vilnius and “Maxin2az” in Kaunas. “Akropolis” in Vilnius

is one of the biggest shopping malls and entertamoentres in Lithuania. It attracts thousands
of people of diverse social backgrounds, which lig/we decided to distribute paper copies of
the questionnaire there. As at the time when teeareh was conducted, there was no place of
this kind in Kaunas, we chose “Maxima B&zlt is a big shopping centre and although its
popularity is of a much smaller dimension, it idl gtidely visited by citizens of the city.

The questionnaire (Appendix 2) consisted of sewsgstions, two of which were open-
ended questions asking for a product which is aatmtwith the word “luxury” and an example
of a luxury good trademark or trademarks (questiamber 5 “What is the first product that
comes to your mind when you hear the word “luxutyd@d question number 6 “What is (are)
brand name (names) that you mostly associate wxiry?”). The answers to the fifth question
were clustered into thirteen different product gatees, whereas the answers to the sixth
guestion were analyzed on their own. Question nurséeen asked the respondents to evaluate
on an interval scale how important the differentiladtes of luxury goods are; in total, sixteen
attributes were given for evaluation. The list tifiautes was constructed based on the work of
Vigneron and Johnson (2004) and later adapted diogpito the results of the focus group

session. The results were analysed using statiStiR&S software.
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4 Resultsand Analysis

4.1 Results of the Focus Group

A luxury good was described as a quality produstiigaa considerable price margin. It might
be used by famous people, which in a way wouldeiase its value. Another point was that it
should provide some kind of comfort relative toestiproducts of the same range. Here, two
different opinions appeared. One participant stétad the quality of a luxury good must match
its price, while another claimed that sometimesniaegin simply stands for a well-known brand
name.

After being asked to point out some examples otityxgoods, the participants mostly
focused on clothing, automobiles, and accessokksvever, as the discussion proceeded
involving more diverse aspects, more original #oies appeared. For instance, a flat in the Old
Town, an opening night of a theatre play, and atirly expensive brand of yogurt were
mentioned throughout the session.

The respondents agreed that expensive brand nzanesssure a higher status in society
and therefore are often used to parade one’s weattdste. Mercedes, Rolex, Escada, and Dolce
& Gabbana were among the brands mentioned mosudrngly. Besides, according to the
participants, people who use brand names to shéwsofally choose products containing an
explicitly stated logo.

One of the topics that raised hot discussionwiasther luxury is more related to fashion
and aesthetics or to functionality and convenietere, we should note that female and male
participants supported different sides. One of flmale respondents stated: “As far as |
understand, it is all about fashion. <...> If | puask a Mercedes when it's not fashionable,
everyone will think | need it only for convenienparposes. No one will see it as an item of
luxury.” The main argument that females were badimgr opinion on was that luxury is
something that is acquired after all the basic aggdch as convenience, are satisfied.

Another dilemma that came up during the sessias whether luxury is always related
to price. However, in short the participants agrided cheap items can never be considered as
luxurious. Rather, luxury is something expensivattban only be afforded by the affluent

classes.
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When the authors raised the phenomenon of ecanmoydn some products and trading
up on others, several participants claimed it tabsolutely normal and admitted practicing it.
They stated that purchasing a more expensive amgkfhlly, higher-quality product can be
considered as economizing as well. For instancegenwhuying jeans in Vero Moda (a
moderately-priced European fashion clothing chaimme takes the risk of having them
unstitched after the first laundry. Meanwhile, jean Aprangos Galerija (a fashion clothing
chain selling more expensive brands) would costisgttimes more but they would definitely be
high-quality and could be worn for a much longerigk This estimation was approved as quite
reasonable. The participants agreed that “the justarts” when expensive items are bought to
show off rather than simply to get higher quality.

One of the participants noted that purchasingudyxitems can deteriorate into
tastelessness. For instance, sometimes wealthyigpappolster their homes in a really “wild”
manner: one of the participants mentioned seeily @arogramme about the flat of Lithuanian
“pop king” Rytis Cicinas, where many expensive iite details such as marble and antique
furniture have been used. However, afterwards #régpants agreed that luxury as such does
not lead to bad taste.

After we asked what luxury goods in the respotidesonsumption are, everyone with
one voice answered that they do not purchase lukems. After a short discussion, the
participants agreed that they consider luxury tedmething that they do not own and basically
cannot afford. When we introduced the idea of thew luxury”, the participants claimed that
their perceptions of luxury are totally differe®ccording to the “new luxury” theory, all of
them live quite luxurious lives. However, the pagants did not feel like that. If they had a
constant income of 10,000 Litas (~ €2,850) or aballeof the participants would travel more or

enhance their leisure time in other ways.

4.2 Analysisof the Focus Group

From the focus group discussion, it became evitlattthe participants consider high price to be

the key feature of luxury goods. The items migkbdbe of remarkable quality, match the latest

fashion trends, or provide different experiencesweler, price is what turns them into a luxury.
Another point worth mentioning is that nearly plrticipants agreed on luxury being

something inaccessible. In fact, this was explic#fated many times: “For me, luxury is not
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something that | have”, “Luxury is what you onlyese the distance”, “It is a vision; it is more
than you can afford”. This point of view remaindéeé same even after we attempted to introduce
the idea of lower-range luxury: according to thetipgants, luxury cannot be something that
can be purchased easily. After such a firm opimas expressed collectively, we decided to add
inaccessibility to the list of luxury attributestime questionnaire.

As luxury was decided to be something unattamaahother conclusion emerged: the
very notion of luxury depends on individual undarsting, values, and income level. For
instance, if one person owns a flat in the Old Tovirnthe capital, it seems natural to that
individual. However, for a person living in a mestiorey house in a less prestigious part of the
city, it is luxury indeed, especially if that indial works in the centre. As a result, the concept
of luxury becomes blurred. In fact, even the idédugury provided by consumer behaviour
theory (something above plain necessities) losesoinprehensibility as each consumer has their
own understanding of necessities.

One more point is that four out of six particitmeaw luxury as something negative and
mostly associated it with vanity. They provided mydes that could be seen both as luxury and
vain arrogance, such as purchasing superfluousitergoing to an opening night of a play by a

fashionable director just to be noticed there.

4.3 Results of the Survey

Appendix 3 contains descriptive statistics of tlaenple. The total sample consisted of 150
people aged from fifteen to sixty years old. Ffitye percent of the respondents were female and
forty-five percent male. Fifty-three percent of ttespondents had a university education. Forty-
three percent of the respondents have a monthgymeaof up to 1200 Litas (~ €350) per month,
while the other fifty-seven percent have a highenthly income. The average after-tax salary
during the last quarter of 2004 was 1030.1 Litas€800) (Department of Statistics of the
Government of the Republic of Lithuania, 2005).iAdxtowards higher income of respondents is
the fact that most respondents are from urbandratian rural) areas of the country where the
income is higher. Therefore, we consider our sartgpteuly reflect the population with regard to
monthly income.

The most widely claimed luxury good turned out ® & car (27% of respondents)
followed by a house or a flat (11.3% of respondertsd jewellery products (10.7% of
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respondents). This turned out after analysis atelin groups that were formed as a result of
coding the 5 question. If we analyze the brands mentioned iestion number 6, we find that
respondents gave 176 examples in total, out of wRBi¢ (49%) were fashion brands and 50
(28%) were car brands. The significantly higher bamof responses related to fashion items in
the sixth question (to compare with the fifth qumst where cars were mentioned most
frequently) arises because male respondents tetmledgive one answer whereas female
respondents more frequently gave several. Despiteggbmentioned second or third, all the brand
names mentioned were entered into our databasegudestion six. The most frequently
mentioned brand names were Gucci (9%), Dolce & @abl{8%), Mercedes (7%), and Ferrari
(7%). The authors tried to code the brand namesveds and entered them into the SPSS
database; however, due to the high number of breardes being mentioned and the high
concordance between the answers to questions ndiméend six, only the answers to question
number five have been used for later data analysiSPSS. The most important attributes
associated with luxury goods on the whole are igelnte, high price, best quality, preciousness,
sophistication, fashion, and beauty. These atefutere assigned the highest assessment around
the whole sample. Factor analysis was carried marder to group some of the attributes into

single variables. However, the results revealetirtbaignificant factors can be compounded.

4.4 Analysisof the Survey

The more educated the respondent, the less indulgemry goods seem to be and the more
relevant becomes the value of the history theyyc@rorrelation coefficients -0.145 and .151
respectively; both significant at 8% significancavdl). A similar correlation can be seen
between level of income and historical value: theater the income of the respondent, the more
the historical attribute of luxury goods is valu@drrelation coefficient .259; significant at 1%
level of significance). Besides, the wealthier thgpondents the less they tend to consider luxury
goods being above necessity or unobtainable (ebiwal coefficient -.259; significant at 2%
significance level). The better the quality of theod and the more functional it is, the more
precious it is to respondents (correlation coeffits .257 and .187 respectively; 5% significance
level).

If female attitude is analyzed, the most frequentigntioned luxury products are
jewellery products (18% of all products), cars (33%nd clothing (12%). The older the female
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respondent, the less beautiful and less fashionkixary items seem to her (3% level of
significance). Other correlations were noticed enimg level of education. The less educated
the female respondents, the more they value lugonds for being indicators of wealth and
status (correlation coefficient -.247; significatt3% significance level). On the other hand, the
more educated females are, the more they valuehiterical attribute of luxury goods
(correlation coefficient .324; significant at 3%gsificance level). An interesting point to be
mentioned is that female respondents who emphé#sizhigh price of luxury goods tend to pay
less attention to the esthetical aspect of itemosrétation coefficient -.205; significant at 7%
level of significance).

The most popular luxury products among male respotsdare cars (43%), house or flat
(16%), and travel (10%). The older the male respatg] the less indulgence they associate with
luxury goods (correlation coefficient -.205; sigo#nt at 10% level of significance). A
correlation also exists between functionality amiqueness of luxury goods from the point of
view of male respondents (correlation coefficie225; significant at 10% significance level).
Overall, male respondents associate the valuexofyutems with high quality rather than with
fashion (coefficient of correlation between valumel digh quality .362, coefficient of correlation
between high quality and fashion -.243; both sigaiit at 5% level of significance), which
supports one of the conclusions we drew after tlsed group session. Female respondents tend
to relate luxury goods with fashion trends moresiofthan males (mean difference .41 at 3%
significance level). Meanwhile, male respondentsnect luxury goods with high functionality

(mean difference .63 at 1% significance level).

45 Consumer Clusters

In order to understand behaviour and values theomdents attribute to luxury goods, benefit
segmentation has been performed. As suggested thotvia this method helps to find clusters

of homogenous people with regards to the bendfég seek (2003, 597). In this case, we have
formed four significantly different consumer clusterepresenting various attitudes towards
luxury goods and the attributes associated witmthEable 2 shows the main characteristics of

the four clusters. Appendix 4 contains descripsitagistics for all the clusters.
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Fashion Slaves | Sophisticated Pragmatic Young
Experts Drivers Individualists
Size 30 % of sample | 16 % of sample  38% of sample % 16  of
sample
Gender 38% male 33% male 56% male 42% male
62% female 67% female 44% female 58% female
Mean age 26 years 32 years 28 years 24 years
Higher education 58% 75% 56.1% 12.5%
Income  above 62.2% 91.7% 59.6% 4.2%
1,200 Litas
(~ €350)
Products Jewellery Travel Cars Cars
mentioned most Experience Apparel
frequently products
Brands Dolce&Gabbana| Ferrari Mercedes Versace
mentioned most Gucci BMW BMW
frequently Versace Ferrari
Most important] Expensive Refined Valuable Indulging
attributes Beautiful Indulging Expensive Expensive
Indulging Carrying history | Functional Expressing
individuality

Table 2: Cluster Comparison
Source: Self-developed

45.1 Fashion Saves

The cluster embraces 30% of the sample, out of wld8% are male and 62% female
respondents. This predominantly female cluster fheésmost emphasis on aesthetics and at the
same time pays the least attention to the vallexaofy items. In comparison with other clusters,
the representatives of this group care the leastitafunctionality. The respondents ascribed to
this cluster see luxury as fantasy or vision re&ji more often. The most frequently mentioned
luxury products for this sector are jewellery protdu(20%), cars (15.6%), and a flat or a house
(11.1%). The most frequently mentioned brand naaresDolce & Gabbana (12.3%), Gucci
(12.3%), Versace (11%), and Chanel (7%). Male mesbéthe cluster point out that luxury
goods are only for the affluent (coefficient of @ation between gender and “for wealthy only”
is .367; significant at 5% significance level). Télder the respondents from the cluster, the less
they associate functionality with luxury items ahé more they consider luxury goods as being
related with fantasy and vision (correlation caméints -.257 and .26;both significant at 10%
significance level). The more sophisticated luxgopds are, the more people from this cluster

associate them with the rich (correlation coeffitie257; significant at 10% significance level).
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In addition, lower quality is attributed to luxusighat are employed to show off (correlation
coefficient -.339; significant at 5% significanaveél).

According to the views expressed during the fogtmip session, the majority of the
participants belong to this cluster. They mosthpéasized the fashion brands and related luxury
to the wealthy part of society. This can explainymearly all the focus group members agreed
that luxury is something unattainable: the “fashstaves” (as we have dubbed them) tend to

view luxury as fantasy or vision rather than sonmgghhat can be purchased by ordinary people.

4.5.2 Sophisticated Experts

The cluster embraces 16% of the sample out of wbk% are female and only 33% are male
respondents. Representatives of the cluster asverage the oldest and the most educated and
have the highest income (significant at 1% sigaifice level). The representatives consider
luxury goods as being not only for the rich andyd#reir inaccessibility more than the other
clusters. This can easily be explained by the hitghes| of income that they have.

The mostly recognized luxury products for this tdusare travel (16.7%), experience
products (16.7%), jewellery products (12.5%), amddpcts belonging to the “unclassified”
category (12.5%). Here, a clear difference is appawhen compared to the first cluster, which
frequently mentioned cars and housing. Respondemtsthis cluster gave various examples of
luxury brands with only Ferrari being repeated #yiall the others are single entries, among
which one can find exclusive brands such as Vé&idiberge, Moet & Chandon, llli, and London
Business School. This group puts more emphasis ophigication of luxuries than other
clusters. They also tend to associate luxury with history that it carries more often in
comparison with other clusters (significant at 3gmgicance level).

Males from this cluster consider a luxury good emt functional and high-quality rather
than unique (correlation coefficients .486, .34&l atB368 respectively; significant at 10%
significance level). The older the respondents ftbm cluster, the less they think that luxury
goods are only for the rich, the less unique andnigaless history of their own the luxury things
are and less indulgence they give (correlation fmefts -.445, -.523, -.48, and -.488; all
significant at 10% significance level). As we hafeeind a significant positive correlation

between the age and income of the respondents, iglet ay that the older “sophisticated
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experts” can afford more. Following the logic pa®il in the focus group discussion, people
who can afford precious items dot not value themmash as those who cannot.

75% of the cluster members have higher educatiomweder, the bachelors and masters
of this cluster tend to see luxuries as less vdduahd less beautiful. Besides, they deny that
luxuries are meant for showing off and do not asdechem with fantasy or vision (coefficients
of correlation -.459 and -.543 respectively; sig@iht at10% significance level). However, the
wealthier members of the cluster admit that luxgmpds are actually used to demonstrate wealth
or taste (correlation coefficient .439; significaatt 5% significance level). There is also a
correlation between income and fashion that lusuaee perceived to represent as well as their

beauty (correlation coefficients .481 and .438 eefipely; significant at 5% significance level).

45.3 Pragmatic Drivers

This is the biggest cluster, embracing 38% of ta@™e, out of which 56% are male and 44%
female respondents. The representatives genersflgcate luxury goods with the rich. In

comparison with the other clusters, “pragmatic e$V score the lowest in associating luxury
with indulgence and reflection of individuality ¢siificant at 5% significance level). Overall,

luxury goods in this cluster are considered asd@tinctional. Besides, this cluster is similar to
the “fashion slaves” in the sense that its membeesluxury as something unobtainable.

Products most frequently associated with luxury agnthe respondents from this cluster
include cars (45.6%) and a flat or a house (17.3%¢. most frequently mentioned luxury brands
include Mercedes (14%), BMW (9.4%), and Ferradg).

Male respondents from this cluster consider lugwogds as reflecting individuality and
being more functional (coefficients of correlati@44 and .275 respectively; both significant at
10% significance level). The younger the resporgl&oim the cluster, the more indulgence they
associate with luxury goods (correlation coeffitie807; significant at 5% significance level).
However, this tendency is noticed not only in ttlisster: throughout the sample, younger people
tend to emphasize indulgence more. The higher ieca “pragmatic drivers” positively
correlates with the high price attributed to luesri(correlation coefficient .257, significant at
10% significance level). On the other hand, théhaighe price attributed, the less sophisticated
and beautiful luxuries seem to appear to resposdeoin the group (correlation coefficients -

239 and -.231 respectively; both significant af6l@ignificance level). Association with
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showing off correlates with the value and histottyrilautes of luxury items (correlation

coefficients .236 and .249 respectively; both digant at 10% significance level).

45.4 Young Individualists

This cluster involves 16% of the sample, out of ackhi42% are male and 58% female
respondents. Representatives of this cluster aeverage the youngest and the least educated as
well as having the smallest income (significanil@t significance level). Most of them are still
students. In general, the representatives seermppeaate luxury goods for being functional.
Products which are indicated to be luxury goodsth®y people from this cluster include cars
(25%), apparel (16.7%), perfumes (12.5%), and prtsdbelonging to the unclassified category
(12.5%). The most widely mentioned luxury brand eamwere Versace (9%), and BMW (7%).
The less educated the respondent belonging toctbger, the less he or she values
luxury goods’ beauty (coefficient of correlatiod86; significant at 5% significance level). The
lower the income of the respondent from the clystes more showing off is important and the
more unique luxury goods appear to be (coefficiemitscorrelation -.491 and .371; both
significant at 5% significance level). A signifidacorrelation between reflection of individuality
and the value of luxuries can be found (correlatmyefficient .484; significant at 5%
significance level). However, reflection of indivality negatively correlates with uniqueness of

luxury items (correlation coefficient -.438; sign#dnt at 10% significance level).

5 Discussion

After performing our research, we found it usefulcompare our findings with the results of
previous research. In the same way as VigneronJahdson (1999), we clearly noticed different
underlying values that affect respondents’ attitudewards luxury goods. Although our
respondents were not primary luxury consumersattrdbutes they found to be important show
diverse patterns, which could be related to difieralues and motivations from the framework
developed by Vigneron and Johnson. For instanaeglaster termed “fashion slaves” primarily
focused on intangible benefits provided by presiigen consumption such as beauty and
indulgence. An obvious relation exists between gh@ip and the consumers that Vigneron and
Johnson call hedonists, putting high emphasis ootiemal value. Meanwhile, our third cluster

dubbed “pragmatic drivers” find functionality anddividuality to be important features of
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luxury items. These attributes relate to the valaésiniqueness and quality mentioned by
Vigneron and Johnson as well as motivating factdrperfectionism and snobbery. Among all
the clusters, the “sophisticated experts” put nety more emphasis on the suitability of luxury
items for showing off. However, they also focussles the price of luxuries. Therefore, this
group would be likely to consume prestige brands$ as bandwagon consumers, emphasizing
the social value. “Young individualists” see luwasisimilarly to “fashion slaves”, paying
substantial attention to emotional value.

Another work by Dubois, Laurent,and Czellar (20@&als with quite similar topics as
our paper. The authors try to identify attributiesttconsumers relate to luxury. Our respondents
found all of the six dimensions defined by Dubdiaurent, and Czellar important. However,
four out of seven attributes that had the highmgtortance attached by our respondents could be
classified as related to “aesthetics and polysditglanamely indulgence, sophistication,
fashion, and beauty. This supports the statemententy the authors about importance of
polysensuality in the consumer mindset. Meanwhiie, participants of the focus group mostly
focused on high price and superfluousness, expmgdbe attitude that Dubois, Laurent, and

Czellar would call mental reservations and exc@&ssonspicuousness.

6 Conclusons

The main purpose of our research was to investigateianian consumer perceptions about
luxury goods, and the attributes that they asseeiéh luxury items.

After the first part of the fieldwork, we camettoe conclusion that the notion of luxury
heavily depends on individual preferences, valaad,income levels. Lower-income consumers
see luxury differently than wealthy individuals, evhan afford much more. This conclusion has
been partly supported by the results of the surasythe examples of luxury items provided by
respondents often correlated with their income ducation. However, in both parts of the
fieldwork, we noticed some common trends: tradaidaxuries such as expensive automobiles,
designer clothing, and prestigious accessoriesalely recognized.

Although Silverstein and Fiske’s theory about thew luxury” goods is receiving
increasing attention in the older market econonligbpanian consumers are not yet inclined to
perceive a cup of coffee in a trendy café to beraaf luxury. Nevertheless, nearly one half of
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the survey sample strongly disagreed with the staie that luxury is something unobtainable.
Therefore, one might expect some changes in corrsatitedes in a few years time.

Considering the attributes attached to luxurydgpaa significant difference between
genders as well as different age and income graggsnoticed. While females tend to focus on
aesthetics and fashion, males consider luxury tofupetional. Younger respondents, who
usually have a lower income and cannot afford muere mostly inclined to think that luxury
provides indulgence. Naturally, wealthier indivithkiaconsider luxury to be closer than
something unobtainable. Besides, they tend to s#e sophistication and history in luxuries.

The sample was divided into four clusters acewydo the survey results. They present
significantly different attitudes towards luxurias well as their attributes. Therefore, they are
likely to react differently towards promotional cpaigns and should be targeted separately by
marketers.

7 Suggestionsfor Further Research

As almost no social research has so far been ingiged in Lithuania with regard to perceptions
and consumption of luxury goods, substantial roomste for further research. One suggestion
could be to investigate the target market of cotigeal luxury products, namely the affluent
class, and its attitudes towards premium-pricethsteMoreover, as most of our respondents
were not able to afford traditional luxury produstech as extremely expensive automobiles or
designer clothing, interviewing the affluent wowtow an insight into actual consumption of
these.

Another suggestion is to investigate more deéptyors affecting the differences among
various attitudes towards luxury goods. While fhegper is mostly focused on attitudes and only
briefly mentions factors such as gender, incomd,estucation, it would be interesting to capture
a more explicit view of how different opinions aaetually affected by factors such as area of
living (urban vs. rural), family status, or everckhground of the respondents’ parents (as in the
survey analyzed in the classic work by Bourdie8@)3.
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9 Appendices

9.1 Appendix 1

Table |

Review of factors describing lusury brands across three studies

Vigneron & Johnson
{199%)

Tterns developed in
this study

Kapferer (1998)

Dubaois, Laurent and
Czellar (2001}

Men-personal-oriented
perceptions

Persenal -oriented-
perceptions

Iterns withaut
apparent
communalities

Conspicuousness

Uniqueness

Quality

Hadonism

Extended self

Conspicuous

Elitist

Extremely expensive
Far wealchy

Wery exclusive
Precious

Rare

Linique

Crafted
Luseurious
Best quality
Sophistcated
Superior

Exquisite
Glamorous
Stunning

Leading

Wery powerful
Rewarding
Succassful

Belonging to a minority

Its price

Exclusiveness

Conspicuous

Elitist

Wery high price
Differentiate from others

Scarciy

lts uniqueness
Craftsman

Its. quality
Beauty of object
Excellence of product

Its. great creativicy
Its sensuality
lts magic

Knowing that few have one

Savair faire and cradition

International reputation

Lang history

Grown out of a creative
genius

Mever out of fashion

Forefrant of fashion

Liniqueness

Mat mass-produced
Rarher like lwoury
Excellent quality
Good taste

Pleasure
Aestherics and
pohysensuality
Makes life beautiful

Refined peopls
Reveal who you are
Pleasing

Few people own

Ancestral haritage and
personal history
Superfluaus and
nan-functional

Makes dream

Source: Vigneron, Franck, Lester Johnson. “Meagupiarceptions of Brand Luxury”. Journal of Brand
Managemenduly. 2004: 484-506. 26 Oct 2005.
<http://search.epnet.com/login.aspx?direct=true&mli&an=14072219>.
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9.2 Appendix 2

Sample Questionnaire: Luxury Goods and Their Attributes

1. Your gender: 0O male O female

2.Yourage:  ......... years

3. Your monthly income:
O up to 500 LT 01201 - 1500 LT
0501 -900 LT 0O 1501 - 2000 LT
0901 - 1200 LT O 2000 LT and more

4. What is the first product that comes to youranivhen you hear word “luxury”?

6. Do you think luxury goods are ... (please, citble most appropriate answer)?

Strongly disagree Strongly agree

Extremely expensive 1 2 3 4 5
Elitist 1 2 3 45
For wealthy only 1 2 3 4 5
For showing-off 1 2 3 4 5
Precious 1 2 3 45
Unique 1 2 3 4 5
Best quality 1 2 3 4 5
Sophisticated 1 2 3 4 5
Glamorous 1 2 3 45
Expressing one’s personality 1 2 3 4 5
Rewarding 1 2 3 4 5
Fashionable 1 2 3 4 5
Functional 1 2 3 4 5
Carrying history in them 1 2 3 4 5

Thank you for filling this questionnaire!

28
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Questionnaire Used in the Survey (Adapted after the Focus Group Session)

Prabangos prekésir jy savybés

1
2.
3

. Jis esate: O vyras O moteri
Jisy amzius:  ......... mef
. Jisy iSsilavinimas:
O vidurinis O nebaigtas aukstasis
O spec. vidurinis O auksStasis

O auksStesnysis

. Jisy ménesio pajamos:
O iki 500 LT 01201 — 2000 LT
0501 -900LT O 2000 — 5000 LT
0901 - 1200 LT O 5000 LT ir daugiau
. Koks yra pirmas produktas, ateinantis Jumalva, iSgirdus zod“prabanga”??
Koks (-ie) prekinis (-iai) zenklas (-ai) Jumbikusiai asocijuojasi su prabanga?:
. Jisu manymu, prabangos prekyra ... (apibraukite tinkamiausatsakymo varian)?
VisiSkai nesutinku Visalsutinku
Labai brangios 12 3 45
Tik turtingiesiems 1 2 3 45
Skirtos pademonstruoti 1 2 3 45
savo turg, skon ir t.t.
Vertingos 1 2 3 4 5
Unikalios 1 2 3 4 5
Geriausios kokyks 1 2 3 4 5
Rafinuotos 1 2 3 8
Grazios 1 2 3 4 5

ISreiSkiargios individualum,
Teikiantios malonum
Madingos

Funkcionalios

Turin¢ios savo istori 1 2 3 45
Auk&iau batinybés 1 2 3 4 5
Fantazija, vizija ir pan. 1 2 3 45
Kazkas nepasiekiamo 1 2 3 4 5

Dékojame, kad uzpilte anked!
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Questionnaire Used in the Survey

Luxury Goodsand Their Attributes
1. Your gender: 0O male O female

2.Yourage:  ......... years
3. Your education:

O secondary
O special secondary
O college

4. Your monthly income:
O upto500 LT
0O 501 —-900 LT
0901 - 1200 LT

30

O university in progress
O university

01201 — 1500 LT
O 1501 — 2000 LT
O 2000 LT and more

5. What is the first product that comes to youranivhen you hear word “luxury”?

7. Do you think luxury goods are... (please, cirtle most suitable option)?

Strongly disagree Strgragree
Extremely expensive 1 2 3 45
For wealthy only 1 2 3 4 5
For showing-off 1 2 3 4 5
Valuable 1 2 3 45
Unique 1 2 3 4 5
Best quality 1 2 3 4 5
Sophisticated 1 2 3 4 5
Beautiful 1 2 3 4 5
Expressing individuality 1 2 3 4 5
Indulging 1 2 3 4 5
Fashionable 1 2 3 45
Functional 1 2 3 45
Carrying history in them 1 2 3 4 5
Above necessity 1 2 3 45
Fantasy, vision etc. 1 2 3 45
Something unobtainable 1 2 3 4 5
Thank you for filling this guestionnaire!
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9.3 Appendix 3
Sample Statistics
Gender Age Education | Income Produqt Expensije For wealthy Showing{ofluaWle | Unique| Quality | Sophisticatdd Beautifpl
Valid 150 15( 15 15D 140 1%0 1p0 150 150 150 1150 150 150
N [Missing Q d [t D D D D 0 0 (o]
Mean 0.45 27.5 | 3.44 5.48 3.Y5 3p1 3j08 3.65 .40 B.67 3.54 3.44
Std. Deviat 0.50 8.13 1.3y 1.45 4.01 1.p0 1]25 1427 1.12 .21 [1.13 0.97 1.16
Minimum 0 15 1 j ] ] ! | L L 1l [l
Maximum 1 60 q 13 b b b b b 5 5
Individuality |Indulging| Fashionablg Functiongl History >Necesify nfaay Unobtainable|
Valid 150 15( 15 15D 140 1%0 1p0 10
N |Missing g q ¢ D D
Mean 3.33 4.0 3.4p 2.93 3.11 3.p9 3{15 235
Std. Deviat 1.18 1.1] 1.14 1.11 1.23 146 1]24 1433
Minimum 1 1 1 jl ] 1 ]
Maximum 5 5 5 g g 4 q
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9.4 Appendix 4
Fashion Slaves Statistics
Gender Age Education Income Produft Expensfve For weal®lyowing-off | Valuable] Unique| Quality| Sophisticated Befulti
Valid 45 49 45 4 4% 4b 45 45 45 15 15 U5 45
N Missing q d [t D D D D 0 0 0
Mean 0.38 26.24 4.3B 3.42 5.%8 3.B9 2]91 344 .16 B.42 3.73 3.40
Std. Deviation 0.49 6.7] 0.9 1.7 3.47 0.B3 133 1422 133 1.20 [1.10 1.05
Minimum 0 19 jl ] ] 2 | ! L i p [l
Maximum 1 50 g ¢ 13 L b b b 3 5 5
Individuality | Indulging | Fashionablgl Functiong History Necesity | Fantasy Unobtainabje
Valid 45 45 45 4 45 4b 45 45
N Missing q [0 [t D D
Mean 3.78 4.0 3.71L 2.36 2.2 4.p0 3|76 71
Std. Deviation 0.90 1.0 1.14 0.91 1.95 1.9 1J09 431
Minimum 2 1 1 1 1 Y. ]
Maximum 5 5 5 5 g g q
Sophisticates Expers Statistics
Gender Age Education Income Produft Expensfve For wea|®lyowing-off | Valuable] Unique| Quality | Sophisticated Behulti
Valid 24 24 24 24 24 2p P 14 4 P4 P4 P4 24
N Missing g d [t D D D D 0 0 0
Mean 0.33 32.4 4.5 4.94 8.%0 3.p8 2|38 346 4.08 B.88 3.83 4.08 54 3.
Std. Deviation 0.48 9.34 0.9 1.6 3.48 141 110 1422 (.93 1.23 1.13 0.58 3]0.9
Minimum 0 24 2 2 ] ] | p L p B p
Maximum 1 54 5 q 13 k b b b b 5 5
Individuality | Indulging | Fashionablg Functiongl History Necesity | Fantasy Unobtainabje
Valid 24 24 24 24 24 p p. ! 14
N Missing [0 [0 ¢ D D
Mean 3.63 4.44 3.2p 2.98 4.25 3.3 325 a2
Std. Deviation 1.13 0.7 0.9p 1.18 0.90 1.8 122 58
Minimum 1 3 1 1 2 ] ]
Maximum 5 5 5 5 s 9 L
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Pragmatic Drivers Statistics
Gender Age Education | Income Produc] Expensjve For weal[®howing-off | Valuable | Unique | Quality Sophisticated Behult|
Valid 57 57 574 5 5y 5F 57 97 7 b7 b7 57 57
N |Missing Qg q [t D D D D 0 0 0
Mean 0.56 27.9 4.2B 3.792 4.%3 3.8 3|46 275 91 B.12 3.75 3.40 0§ 3.
Std. Deviat 0.50 7.0 1.0} 1.13 3.49 1.p8 1J10 1421 .93 .18 .11 0.94 5]1.2
Minimum 0 20 jl ] ] ] | 4 L 4 i 1
Maximum 1 60 g ¢ 13 b b b 3 5 5
Individuality ]Indulging | Fashionabld¢ Functional History | Necesity | Fantasy Unobtainable
Valid 57| 57 57 5 5y 5[ 57 947
N [Missing q [0 ¢ D D
Mean 2.75 3.63 3.2p 3.35 2.91 2.b3 272 189
Std. Deviat 1.23 1.24 1.2L 1.t 1.17 1.p2 128 o1
Minimum 1 1] 1 jl il ] ]
Maximum 5 5 5 s g q q
Young Individualists Statistics
Gender Age Education | Income Product] Expensjve For wealf®howing-off | Valuable | Unique | Quality Sophisticated Behut|
Valid 24 24 24 24 24 2% P} 14 4 b4 P4 24 24
N |Missing Qg [0 [t D D D D 0 0 0
Mean 0.42 24.2 2.0B 1.33 5.17 3B3 2|79 279 .50 B.54 3.17 3.58 21 3.
Std. Deviat 0.50 9.7 1.61 0.76 4.21 1.p0 1]28 132 .93 .18 .17 1.02 2J1.0
Minimum 0 15 1 1 ] ] | L p L P 1
Maximum 1 5] 5 4 13 b b b b 5 5
Individuality |Indulging | Fashionabl¢ Functional History | Necesity | Fantasy Unobtainable
Valid 24 24 24 24 24 2% P} 14
N |Missing 0 q ¢ [( D D
Mean 3.58 4.3 3.6B 3.38 2.96 3.p6 292 367
Std. Deviat 1.06 0.8 1.1p 1.06 1.40 1.p8 1j02 34
Minimum 1 2) 1 1 1 J ] |




