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Research 

The concept of luxury has been present in various forms since the beginning of civilization. Its role was just as 
important in ancient western and eastern empires as it is in modern societies. With the clear differences between social 
classes in earlier civilizations, the consumption of luxury was limited to the elite classes. It also meant the definition of 
luxury was fairly clear. Whatever the poor cannot have and the elite can was identified as luxury. With increasing 
'democratization', (Wong &Ahuvia (1998)), several new product categories were created within the luxury markets which 
were aptly called – accessible luxury or mass luxury. This kind of luxury specifically targeted the middle class (or what is 
sometimes termed as aspiring class). As luxury penetrated into the masses, defining luxury has become difficult (Shukla. 
2010).  In contemporary marketing usage, Prof. Bernard Dubois (2004) defines 'luxury' as a specific (i.e. higher-priced) tier 
of offer in almost any product or service category. However, despite the substantial body of knowledge accumulated during 
the past decades, researchers still haven't arrived on a common definition of luxury. Many other attempts have been made to 
define luxury using the price-quality dimension stating higher priced products in any category is luxury. Similarly, 
researchers have used the uniqueness aspects of luxury too. Prof. Jean-Noel Kapferer (2005) takes an experiential approach 
and defines luxury as items which provide extra pleasure by flattering all senses at once. Several other researchers focus on 
exclusivity dimension and argue that luxury evokes a sense of belonging to a certain elite group. Several manufactured 
products attain the status of "luxury goods" due to their design, quality, durability or performance that are remarkably 
superior to the comparable substitutes. Thus, virtually every category of goods available on the market today includes a 

Purpose : This study aims to find the motivations leading to the purchase behaviour of luxury brands and to find consumer 
segments by using the financial, functional, individual and social dimensions of luxury value.

Approach/Methodology : Data was collected from139respondents in Mumbai. Nine luxury factors are identified through factor 
analysis and then these factors are used for segmenting these consumers with the K-means method. 

Results : Cluster analysis of the data resulted in three different behavioural style segments namely: (I) consumers with high snob 
value and uniqueness value, (ii) consumers with high prestige value, self-identity value, quality value, uniqueness value and 
hedonic value, (iii) consumers with high quality value, hedonic value and uniqueness value. Each segment shows the importance 
of luxury value dimensions differently.

Managerial/Social Implications of Results : This study sheds light on the differences between consumers' perception about 
luxury value, which helps marketers to choose their marketing strategies more consistently with the consumers' viewpoint.

Originality: Though similar studies have been done abroad, we are trying to study the motivations leading to purchase behaviour 
of luxury brands for customers in Mumbai.

Introduction 

Cluster analysis, consumer behaviour, luxury, market segmentation 

Keywords 

Abstract
by Sandeep Bhanot

53

Luxury brands 

FIIB  Business Review. Volume 2, Issue 4, October - December 2013




