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Influnce of Financial Value on purchase of luxury Brands With

Respect To Demographic Variables
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IX.  Conclusions
Using structural equation modelling, it was found that financial value has a significant effect on purchase of
luxury brands. Using the Wilkoxon Mann Whitney U test and Kruskal Wallis H test, it was found that there is a
significant difference in perception of financial value among people of different age groups, gender, education
levels and religions.
Hence luxury brand companies should see that their products are premium priced and are available only to a
limited section of the population.

Benefits of the study: Knowledge of all relevant aspects of consumer perceptions of luxury can be useful for
managerial practice. According to perceived values in luxury brands, different sets of luxury products and
different types of advertising strategies should be applied for people belonging to different demographics.
Strategies should be used with focus on the more important values for each group. Even if consumers buy the
same luxury goods, their perceptions about luxury values can differ, so the luxury market is heterogeneous and
the role of product characteristics plays an important role. Thus, it is the marketer’s duty to consider individual
differences in evaluating luxury values and provide them products which satisfy their requirements.
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