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Abstract.

This study explored the relationship between product quality, perception of luxury,
brand attitude, and purchase intent for luxury brands. Data was collected from social
media users in Indonesia using a quantitative cross-sectional design with a causal
approach. Partial least square path modeling (PLS-SEM) in structural equation modeling
(SEM) was used for analysis. The study found that the quality of luxury products
did not influence purchase intention in Indonesian society, indicating the need for
further research on this topic. The study also confirmed that perceived value positively
impacted brand attitude, perception of luxury improved consumer attitude towards
luxury products, and perceived value significantly influenced purchase intention.
Companies need to consider the perceived value in the functional, social, personal,
and social value aspects when developing marketing strategies to increase purchase
intention among consumers. These findings provide important insights into luxury
brand marketing strategies and highlight the need for further research in different
cultural contexts.

Product Quality, Luxuriousness Perception, Brand Attitude, Purchase
Intention, Social Media Users

In today’s digital era, producing high-quality luxury products has become the key to
success for luxury brands in the global market. Luxury brands must ensure that their
products meet high standards and promote their product quality through appropriate
marketing strategies [1], [2]. By doing so, luxury brands can build consumer trust,
expand their customer base, and maintain their brand relevance in an increasingly
competitive global market. Smart and constantly connected online consumers have

greater access to information about luxury brands and products available in the market
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[3]. Consumers who are connected to social media and online news tend to pay more
attention to product reviews and testimonials before deciding to buy them [4], [5]. High-
quality luxury products can also attract potential customers’ attention and help brands
build a positive and well-known brand image [6]. The attribute of luxury can influence
consumers’ perceptions of the brand and product, as well as increase the brand’s value

in consumers’ minds [7], [8]. Luxury is considered a symbol of social status and prestige.

Brand attitude is an important factor in influencing consumers’ purchase intention
in the luxury product market. Consumers tend to prefer brands that have high-quality
products and have desired luxury attributes because it can improve the brand’s image
in consumers’ minds [9]. Purchase intention is greatly influenced by product quality,
luxury, and brand attitude. Brand attitude is also an important factor in influencing
consumers’ purchase intention [10]. Consumers tend to choose brands that have a
positive brand image and meet their expectations [11], [12]. Therefore, luxury brands
must build a positive brand image and maintain product quality and luxury attributes
to build a positive brand attitude among consumers [13], [14]. To increase purchase
intention, manufacturers and marketers must pay attention to these factors and ensure
that their products have good quality, have a luxurious reputation, and have a positive
brand attitude among consumers [8],[15]. Consumers’ perceptions of the quality of luxury
products are not always in line with reality. Some luxury products may be considered
high quality simply because of their famous brand, even though the quality of the
product may not meet consumers’ expectations. The aim of this study is to explore the
relationship between product quality, luxury, brand attitude, and purchase intention for
luxury products, and how social factors and pricing influence consumer perceptions of

luxury brands.

This study is a quantitative cross-sectional research with a causal approach to test
the cause-and-effect relationship between variables. The data were collected from a
sample of social media users and analyzed statistically to identify patterns of variable
relationships. The research subject is social media users (Instagram or WhatsApp) in
Indonesia who are the subjects of a questionnaire to further understand the relationship
to consumer behavior. From the study, a conceptual model was obtained as shown in

Figure 2. Based on the figure, the research hypotheses are:
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H1: There is an Effect of Product Quality on Brand Attitude

H2: There is an Effect of Product Quality on Purchase Intention

H3: There is an Effect of Perceived Luxuriousness Value on Brand Attitude

H4: There is an Effect of Perceived Luxuriousness Value on Purchase Intention

H5: There is an Effect of Brand Attitude on Purchase Intention.

Brand Attitude

Product HS

Quality

Purchase
Intention

Personal Value
Social Value
Functional
Value

Perceived
value
(luxuriousness)

Figure 1: Conceptual Model.

This research used non-probability sampling techniques with purposive sampling
method, and the minimum criteria for respondent age is 17 years old. Data were collected
using an online questionnaire and measured using a Likert scale with a weight of
5 intervals. Respondents answered statements in the questionnaire provided by the
researcher. The statements in the questionnaire can measure attitudes, opinions, and
perceptions of respondents related to the research subject. The sample size in this
study was 357 respondents.

This research used partial least square path modeling (PLS-SEM) in structural equation
modeling (SEM). The analysis is conducted in three stages: the outer model analysis
(measurement model evaluation), the inner model analysis (structural model evaluation),
and the predictive relevance analysis. The study begins with a second-order Confirma-
tory Factor Analysis (CFA) of latent constructs, evaluating their validity and reliability,
followed by a convergent validity analysis and discriminant validity analysis. The study

uses Fornell’s criterion to examine discriminant validity.
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3.1. Respondents Characteristics

The results of a survey conducted to determine the characteristics of respondents who
have an intention to purchase luxury products in Indonesia. The descriptive analysis was
performed to understand the distribution of respondents. The survey was distributed
across various regions of Indonesia and collected data on respondents’ gender, age,
occupation, income, and their intention to purchase luxury products. The majority of
respondents were women, and most of them were under 35 years old. The province with
the highest number of respondents was Daerah Istimewa Yogyakarta (DIY), Indonesia.
Most respondents were private sector employees, followed by students or those in the
education sector. The highest number of respondents had a monthly income between

Rp. 2,500,000 to Rp. 5,000,000.

3.2. Confirmatory Factor Analysis

The model is both reflective and formative, and the analysis involves two levels of
testing. In the first level, the outer model is tested using reflective indicators, and the
convergent validity, discriminant validity, and reliability are evaluated. The study finds
that the indicators used in this research meet the criteria for convergent validity, with
all loading factor values above 0.7 and AVE values above 0.5. The study also finds
good discriminant validity and reliability, indicating that the model used is suitable for
the research objectives. In the second level of analysis, the study evaluates the latent
construct to its dimensions, comparing the loading factor of the perception of value
construct and observing the outer variance inflation factor (VIF). The study finds that the
functional, social, and personal values have loading factors above 0.7 and that there
is no multicollinearity among the construct’s indicators, with none of the VIF values

exceeding 5. See Figure ?77?.

3.3. Model Quality

Out of five hypotheses proposed, four hypotheses were accepted because they had p-
values lesst than 0.05. The hypotheses accepted were H1, H3, H4, and H5. The t-value
was also used to assess the significance of the independent variables’ influence on the

dependent variable. See Table 1.
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Figure 2: The Result of Structural Model.

TABLE 1: Hypothesis Analysis.

@) M STDEV |O/STDEVI P Values Hypothesis
Product Quality Brand 0,541 0,535 0,052 10,390 0,000 H1:
Attitude Accpeted
Product Quality 0,121 0OM6 0,069 1,747 0,081 H2: Rejected

Purchase Intention
Percevied Value Brand 0,128 0,126 0,038 3,326 0,001 H3:

Attitude Accpeted
Percevied Value Pur- 0,438 0,443 0,057 7,722 0,000 H4:
chase Intention Accpeted
Brand Attitude 0,353 0,357 0,077 4,616 0,000 H5:
Purchase Intention Accpeted

The findings suggest that perceived value, product quality, and brand attitude have a
significant effect on purchase intention and brand attitude. The study’s limitation is that
it did not consider other variables that could influence purchase intention and brand
attitude. Moreover, the study’s sample size was not mentioned, which could impact the

generalizability of the findings.

Product quality is an essential component of brand value. This study shows that the
impact of product quality on brand attitude has a value of 0.000, which is significant. The
result explains that there is an influence of product quality on brand attitude. Companies
that provide high-quality products have a competitive advantage and may be more
profitable. High-quality products can improve consumers’ attitudes towards the brand.
Product quality can motivate consumers to buy specific products by differentiating the
brand from its competitors. In turn, product quality can encourage purchasing decisions

[16].
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Luxury brand products’ quality meets user expectations free from damage or defects.
Therefore, the product’s quality is suitable for meeting consumer needs [17], [18]. Quality
is a subjective evaluation of a product or the excellence that exists in the product by
consumers. Consumer attitudes are an important factor for retailers to consider as
attitudes have a relationship with consumer behavior. If consumers are attracted to
luxury products, they are more likely to have a strong desire to purchase the product
they like. Conversely, if consumers do not have an attraction to the product’s quality, they
tend not to choose it. Thus, high brand quality is a determinant of consumer attitude in
deciding which product to choose and even buy. This is consistent with [19] research,
which explains that product quality has a positive impact on consumer attitudes.

The quality of a luxury brand’s product does not affect purchase intention. The good
quality of luxury products does not increase or decrease consumer purchase intention
[20]. Luxury products generally have the same function, but the most important aspect
is their durability and low risk when purchasing them [21]. In addition, the quality of
features and durability of a product is not an essential aspect of purchase intention for
luxury products in Indonesian society. This is because Indonesian consumers have a
different perspective on purchasing luxury products, and luxury products come with a
warranty in case of damage [12], [17], which does not affect the aesthetic or functional
aspects of the product. Therefore, consumers do not prioritize product quality when
purchasing luxury products. This suggests that better quality luxury products do not
necessarily lead to an increase in purchase intention. However, this research does not
support previous studies [18]. This research also does not specify the luxury brand of

the product, which may lead to respondent bias.

This study shows that perceived value has an influence on brand attitude. The results
indicate a positive relationship between luxuriousness perception and brand attitude,
with an increase in perceived value of luxury products resulting in an increase in
consumer attitude towards luxury products. This study is in line with [22], [23] finding that
perceived value has a direct and significant influence on brand attitude and consumer
behavior towards luxury products is manifested and manifested in perceived value by
consumers. Ref. [24] explain that brand attitude is a network of beliefs that is interrelated
with long-lasting opinions about a brand. In turn, this brand attitude will affect consumer
perception of the value of luxury products. When positive perceived value is in the minds
of consumers, it will support a high degree of brand credibility. Consumer perceptions

of luxury goods need to consider the functional, personal, and social value they feel.
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Perceived value that shows uniqueness, price, and quality in building their identity and
making them interested or wanting to have it. Thus, their positive attitude will encourage

a higher perceived value of luxury goods [23], [25].

This study shows that perceived value has a significant influence on purchase inten-
tion. This is consistent with previous research that explains that the higher perceived
value, the higher the purchase intention. Consumers tend to behave according to
perceived values, such as social, personal, and functional aspects [25]. Marketers in
increasing the value of purchase need to consider the perceived value in terms of
functional, social, personal, and social value aspects. Consumers show consumption
value in purchasing luxury branded products. Consumers will pay more to get these
premium products [1], [26]. There is a significant relationship between perceived value
and purchase intention [6], [18], [27]. For consumers who are fond of luxury products,
the social value aspect can influence lifestyle and encourage purchase intention. The
trend of Indonesian consumers expressing their personality by owning luxury products
[28]. Consumers feel recognized by their social environment to gain high prestige in

the eyes of others.

Based on the research results, brand attitude has an influence on purchase intention.
These results are supported by previous research [10], [29], purchase intention arises
as a result of the attitude formed towards the brand. Brand attitude can increase
an individual’s motivation to purchase a brand. This attitude becomes consistent for
consumers in stating how satisfied they are with their choice of luxury products. The
attributes and advantages of luxury brands compared to similar products in general
will increase consumer purchase intention [8], [22]. Thus, changes in brand attitude in
consumers can bring about changes in their purchase intention because it is an internal
individual evaluation of the brand. An increase in brand attitude, such as consumer
interest in luxury brands as premium products, becomes a determinant of purchase

intention [15], [16], [30].

The studies reviewed in this analysis provide important insights into the relationship
between product quality, luxuriousness perception, brand attitude, and purchase inten-
tion for luxury products. Product quality has a significant impact on brand attitude,

and high-quality products can differentiate the brand from its competitors and create a
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competitive advantage, leading to increased profitability. The second study shows that
the quality of luxury products does not affect purchase intention in Indonesian society,
indicating the need for further research on this topic. The third study confirms that
perceived value has a positive impact on brand attitude, and luxuriousness perception
can increase consumer attitude towards luxury products. Additionally, the fourth study
shows that perceived value has a significant influence on purchase intention, and
companies need to consider the perceived value in terms of functional, social, personal,

and social value aspects to increase consumer purchase intention.

This research was funded by the National Research and Innovation Agency (Badan Riset
dan Inovasi Nasional or BRIN), Republic of Indonesia through the BARISTA Program

grant - Research Assistance for Research and Innovation Talents in 2021.

[11 Phang GI, Adis AA, Osman Z. Antecedents to Consumer Intention to Buy Luxury
Brands. 2016;3(1):1-14.

[2] Pentina I, Guilloux V, Micu AC. Exploring Social Media Engagement Behaviors in the
Context of Luxury Brands. J Advert. 2018;47(1):55-69.

[3] Park J, Hyun H, Thavisay T. A study of antecedents and outcomes of social
media WOM towards luxury brand purchase intention. J Retailing Consum Serv.

2021;58:102272.

[4] Pang H. Identifying Associations Between Mobile Social Media Users’ Perceived
Values, Attitude, Satisfaction, and E-WoM Engagement: The Moderating Role of
Affective Factors. Telemat Inform. 2021;59(101561).

[5] Na S, Kunkel T, Doyle J. Exploring athlete brand image development on social media:
the role of signalling through source credibility. Eur Sport Manag Q. 2019;20(1):88—
108.

[6] Harsono S, Perdana S, Riyadi DB, Normasita. The Influence of Brand Image, Brand
Trust, Perceived Quality and Perceived Value on Consumer Purchase Intention at

Different Categories of Product. Adv Sci Lett. 2018;24(5):3198-207.

DOI 10.18502/kss.v8i9.13402 Page 901



E KnE Social Sciences ICASI

[7] Navitha Sulthana A, Vasantha S. WITHDRAWN: mediating role of perceived
quality between social media trust and purchase intention. Mater Today Proc.
2021;: https://doi.org/10.1016/j.matpr.2020.11.573.

[8] Wang XW, Cao YM, Park C. The relationships among community experience,
community commitment, brand attitude, and purchase intention in social media.
Int J Inf Manage. 2019;49:475-88.

[9] Kim S, Ham S, Moon H, Chua BL, Han H. Experience, brand prestige, perceived
value (functional, hedonic, social, and financial), and loyalty among GROCERANT
customers. Int J Hospit Manag. 2019;77:169-77.

[10] PetraviCiUté K, Seinauskiené B, Ritelioné A, Krukowski K. Linking Luxury Brand
Perceived Value, Brand Attachment, and Purchase Intention: The Role of Consumer
Vanity. Sustainability (Basel). 2021;13(12):6912.

[11] Yoo J, Park M. The effects of e-mass customization on consumer perceived value,
satisfaction, and loyalty toward luxury brands. J Bus Res. 2016;69(12):5775—-84.

[12] Chand VS, Fei C. Selfbrand connection and intention to purchase a counterfeit
luxury brand in emerging economies. J Consum Behav. 2020;20(2):399-411.

[13] Mrad M, Majdalani J, Cui CC, El Khansa Z. Brand addiction in the contexts of luxury
and fast-fashion brands. J Retailing Consum Serv. 2020;55:102089.

[14] Mukerjee K. The impact of brand experience, service quality and perceived value on
word of mouth of retail bank customers: investigating the mediating effect of loyalty.
J Financ Serv Mark. 2018;23(1):12-24.

[15] Shukla P, Banerjee M, Singh J. Customer commitment to luxury brands: antecedents
and consequences. J Bus Res. 2016;69(1):323-31.

[16] Liu MT, Wong IA, Tseng TH, Chang AW, Phau I. Applying consumer-based brand
equity in luxury hotel branding. J Bus Res. 2017;81:192-202.

[17] Audrin C, Brosch T, Chanal J, Sander D. When symbolism overtakes quality:
materialists consumers disregard product quality when faced with luxury brands.
J Econ Psychol. 2017;61:115-23.

[18] Konuk FA. The role of store image, perceived quality, trust and perceived value
in predicting consumers’ purchase intentions towards organic private label food. J
Retailing Consum Serv. 2018;43:304-10.

[19] Diallo MF, Seck AM. How store service quality affects attitude toward store brands
in emerging countries: effects of brand cues and the cultural context. J Bus Res.

2018;86:311-20.

DOI 10.18502/kss.v8i9.13402 Page 902



E KnE Social Sciences ICASI

[20] Hewei T, Youngsook L. Factors affecting continuous purchase intention of fashion
products on social E-commerce: SOR model and the mediating effect. Entertain
Comput. 2022;41:100474.

[21] Hidayat A. Role of Electronic Word of Mouth and Social Media Marketing on Brand
Image and Purchase Intention toward E-Commerce Cosmetic Products. Archives of
Business Research. 2021;9(10):178-91.

[22] Salehzadeh R, Pool JK. Brand Attitude and Perceived Value and Purchase Intention
toward Global Luxury Brands. J Int Consum Mark. 2016;29(2):74—-82.

[23] Balaji K, Maheswari R. Impact of Store Image Dimensions on Shopper’s Attitude,
Perceived Value, and Purchase Intention. SAGE Open. 2021;11(1):215824402199482.

[24] Nayeem T, Murshed F, Dwivedi A. “Brand experience and brand attitude: examining
a credibility-based mechanism,” Marketing Intelligence &amp. Mark Intell Plann.
2019;37(7):821-36.

[25] Jain S, Mishra S. Effect of value perceptions on luxury purchase intentions: an Indian
market perspective. Int Rev Retail Distrib Consum Res. 2018;28(4):414-35.

[26] Cheah JH, Waller D, Thaichon P, Ting H, Lim XJ. Price image and the sugrophobia
effect on luxury retail purchase intention. J Retailing Consum Serv. 2020;57:102188.

[27] Arruda Filho EJ, Simo&es JD, De Muylder CF. The low effect of perceived risk in the
relation between hedonic values and purchase intention. J Mark Manage. 2019;36(1—
2):128-48.

[28] Mayasari I, Haryanto HC. The Elements of Brand Anthropomorphism: Qualitative
Investigation Into Local Brands Amongst Young Adult Consumers. Asean Marketing
Journal. 2022;14(1): https://doi.org/10.21002/amj.v14i1.1150.

[29] Chin PN, Isa SM, Alodin Y. The impact of endorser and brand credibility on
consumers’ purchase intention: the mediating effect of attitude towards brand and
brand credibility. J Mark Commun. 2019;26(8):896—-912.

[30] Danyang L, Kim H, Park M. A study on the influence of customer engagement
on Chinese consumers’ purchase intention and brand attitude of the luxury brand

community. The Research Journal of the Costume Culture. 2020;28(5):621-38.

DOI 10.18502/kss.v8i9.13402 Page 903



	Introduction
	Methods
	Result 
	Respondents Characteristics
	Confirmatory Factor Analysis
	Model Quality

	Dicsussion
	Conclusion
	Acknowledgments
	References

