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Ifta Firdausa Nuzula (Indonesia), Lilik Wahyudi (Indonesia)

EFFECTS OF BRAND ATTITUDE,
PERCEIVED VALUE, AND SOCIAL
WoM ON PURCHASE
INTENTIONS IN LUXURY
PRODUCT MARKETING

Abstract

During the COVID-19 pandemic, there has been a significant change in customer be-
havior, including in the luxury product business. One crucial part of customer behav-
ior is purchase intention. Understanding purchase intention is an essential basis for
developing various marketing innovations. This study aimed to establish a model of
the interaction of factors that influence purchase intention in luxury products today,
especially in Indonesia. The study used a cross-sectional study approach. This study’s
respondents were social media users who would buy luxury products. The research
sample size was 381 users. The Lime Survey was applied to collect data and was ac-
cessed online. The questionnaire statement items used a Likert scale from 1 (Strongly
Disagree) to 5 (Strongly Agree), including Perceived Value (9 items), Social WoM (3
items), Brand Attitude (3 items), and Purchase Intention (3 items). The model vali-
dation was analyzed using bootstrapping to process the Structural Equation Model
(SEM) under Smart-PLS software. The analysis results show that the three variables si-
multaneously (R-square = 0.419) moderately can be used to explain Purchase Intention.
However, the factors that affect Purchase Intention are only Perceived Value (p-value
= 0.000) and Brand Attitude (p-value = 0.000), but not Social WoM (p-value = 0.203).
This study concludes that marketing innovation is critical to focus on the prestige of
luxury product users through perceived value and brand attitude. Information from
other users is not reliable enough to build purchase intention because luxury product
users tend not to trust products from other users. Still, they believe more in the per-
ceived prestige.

Keywords brand attitude, Indonesia, innovative marketing,
luxury product, perceived value, social WoM, purchase
intention

JEL Classification M31, 033

INTRODUCTION

The era of globalization provides changes in all aspects. This era is syn-
onymous with modern society and technological developments that
allow a world without boundaries (Abdi, 2020). Globalization is driv-
ing the transformation of the luxury industry and the rise of emerg-
ing markets. One of the indicators of the effect of this technology is
the increasing number of people accessing the internet. This situation
has led to a growing middle class with disposable income. Luxury
product retailers are changing their strategies by offering previous-
ly inaccessible products to publicly available products (Shukla et al.,
2022). Luxury products need to meet specific groups. However, people
spend tens to hundreds of millions for prestige and personal satisfac-
tion. The impact is the high consumer purchasing power that is in
line with the increase in the middle to upper-class society (Andhika,
2020). The growth of the upper-middle class in Indonesia has resulted
in the emergence of branded goods and luxury products in Indonesia.
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According to economic observers from the Indonesian Research Institute of Sciences, the people who
love high-end brands in Asia are experiencing the fastest development. Especially in Indonesia, luxu-
ry products have a stable business environment. The tendency of Indonesian consumers to buy luxury
goods is 44% (Koransindo, 2020).

Amid the difficulty of running a business during the COVID-19 pandemic, luxury goods manufactur-
ers have risen and dominated Indonesia’s market. One of the areas that experienced growth in 2020
was e-commerce. People spend more time indoors, work from home, etc. It also encourages an increase
in retail purchases (Highland, 2021). Public demand for prestige brands (blue-chip brands) through
e-commerce has increased (Soehandoko, 2021). In addition, boredom experienced by rich people while
at home triggers a new phenomenon. They feel bored with the condition of not going anywhere and
limited to doing anything. This feeling is then vented by online shopping. A person’s buying behavior
begins with purchase intentions in him or her. Consumer purchase intention is the tendency to plan
or be willing to buy a product in the future. Retail companies need to identify and study consumer be-
havior to maintain their existence because consumers are the target of the marketing mix. Therefore,
retailers need to understand consumer behavior. Identifying and evaluating factors that influence con-
sumer buying behavior on purchase intention will enable retailers to introduce more compatible prod-
ucts through innovative marketing (Salehzadeh & Pool, 2017). If consumers have been affected by the
quantity and quality of a product, product information, how to buy, weaknesses and advantages, it can
encourage buying interest.

Through the background described above, the emergence of COVID-19 has brought changes to all sec-
tors. One of these changes is in businesses that are transforming oftline to online. The government’s
lock-down policy has reduced visitors. These conditions cause consumers and companies to adapt to
a new way of life, and their views on luxury products may change. Previous studies have related con-
sumer behavior toward luxury products; however, the retail market still needs adequate information in
optimizing strategies and analyzing consumer attitudes towards branded goods. It is essential to under-
stand the factors that encourage consumers to purchase branded goods. Further research is required to
establish the customer behavior model to support innovative marketing of luxury products, especially
the purchase intention.

1. LITERATURE REVIEW

ceive from luxury products, they will recommend

AND HYPOTHESES

From an economic point of view, consumers will
consider the perceived value concerning the price
they pay for the product and receive it (Park et
al., 2021). Perceived value is a consumer’s per-
ception regarding a product whether it can meet
their needs and expectations or not. In connec-
tion with the consumption of luxury goods, real-
izing this value evokes the owner’s prestige (Wen
& Huang, 2021). Consumers buy luxury products
to exchange value in balance with the value that
meets their needs and wants. Luxury products are
conceptualized in product-related characteristics
and the personal and social benefits retailers pro-
vide to consumers. They can provide intangible
benefits like status, prestige, etc. (Loureiro et al.,
2020). When consumers feel the benefits they re-

2

the value they get from these products to others on
social media. Therefore, consumers have a social
involvement in Word of Mouth (WoM) and offer
recommendations based on social, personal, and
functional values.

Luxury companies can reach and initiate their cus-
tomers into luxury brand marketing activities in
social communities with social media. This infor-
mation creates opportunities for several users to in-
teract and share information. Visual presentations
such as pictures, videos, and designs can fulfill their
personality. Information shared by consumers on
social media can have the influence to be wide-
ly known and shape consumer intentions (Park
et al, 2021). Instagram is one example of social
media used by luxury brands to inspire consum-
ers. Instagram has more than 60 million users in

http://dx.doi.org/10.21511/im.18(3).2022.01



Indonesia by providing audio-visual features (Iman,
2020). It gives users a space to present themselves to
others by sharing photos. Social media offer leisure
time for the middle class by sharing consumer ac-
tivities and showing off within the scope of a net-
work society, and, as a result, using content through
social media influences future luxury shopping be-
havioral intentions (Casald et al., 2020). Luxury
consumers often engage in WoM behavior and ex-
press spending wealth and luxury to enhance their
social status (Chang & Ko, 2017).

Perceived value is a criterion for customers when
performing preference values. Customers have
expectations when they make purchases and con-
sume products. This study explains the direct in-
fluence of perceived value on purchase intention.
In addition, the study demonstrates that attitudes
toward social values, personal values and function-
al values influence positive behavior in purchases
(Salehzadeh & Pool, 2017; Lacroix & Joilbert, 2017).
Other researchers who discuss the context of lux-
ury products in India explain the perceived value
results with dimensions of hedonic value, social
value, quality value, and uniqueness value related
to purchasing intention. Perceived value becomes
an aspect when customers are evaluating the whole
effectiveness of a product. A lot of previous studies
try to identify the dimensions of luxury products
(Kapferer, 1997; Wiedmann, 2009). The studies
explain dimensions of perceived value, including
social value, individual value, financial value, and
functional value. For a luxury product, functional
value is obtained after one’s objectives are achieved
while hedonic affection is private. Consumers are
motivated to get products from luxury brands to
impress others. Subjective norms are the main
predictors of purchasing luxury products (Jain &
Mishra, 2018; Huang et al., 2019; Yang, et al., 2018).
These results align with researchers (Arruda Filho
et al., 2020; Li & Kambele, 2012), who explain
that luxury products’ perceived value influences
purchase intention. The hedonic dimension has
a more substantial effect than the practical value.
Pleasure, escape, or consumer feelings become the
basis of hedonism. Luxury product attributes help
meet consumer expectations when seeking fun.
Besides, social value influences assessment in the
buying process. Luxury brands involve exclusivity
and awareness of a brand. The studies explain that
the perceived value has a very crucial relationship

http://dx.doi.org/10.21511/im.18(3).2022.01
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for the consumer in deciding to consume luxury
products because high expectations and excellent
treatment can be personalized from luxury prod-
ucts (Keller, 2017; Petraviciute et al., 2020).

In studies conducted by Arruda Filho etal. (2020),
Park et al. (2021), and Rouibah et al. (2021), per-
ceived value has a positive relationship and a sig-
nificant effect. The latest studies explain that so-
cial-commerce adoption is driven by perceived
value factors: utilitarian and hedonic factors.
Consumers find it essential to recommend the
excellent deal they have earned to their social
media community. Consumers’ perceived value
regarding luxury product brands has involve-
ment in social media. Consumers tend to express
interest by commenting on luxury brands and
discussing status in their social circles. This ac-
tion allows them to connect themselves with the
community to express themselves. Other stud-
ies (Mayr & Zins, 2012; Shaikh et al., 2018) also
explain that perceived value influences E-WoM
(Electronic Word of Mouth). The studies demon-
strate that perceived value combines utilitari-
an, hedonic and social values. Consumers’ per-
ceived value can predict E-WoM and the search
for a lack of alternatives. E-WoM is a positive
and negative statement of a product made by a
customer for a product. The higher the perceived
value, the more someone commits to the brand
and recommends it to others. Some studies sup-
port a positive relationship between perceived
value and E-WoM (Mukerjee, 2018; Choi et al,,
2017; Gan & Wang, 2017). Perceived value in-
fluences customer behavioral intentions, espe-
cially on the WoM. Consumers will provide rec-
ommendations based on the value they receive.
The higher the value consumers feel for a prod-
uct, the more they recommend it. Reputation via
E-WoM has a crucial role in consumers’ consid-
eration to buy. The better consumer perceived
value will affect increasing positive WoM. Risk
perceived by consumers influences the desire for
buying and the credibility of E-WoM. Advanced
technology allows the consumer to share and
earn information wherever and whenever. A
strong E-WoM bond gives credible information
to consumers related to a product. Perceived val-
ue becomes determinant in sharing information
on social media or Social- WoM (Hsu et al., 2017;
Nam et al., 2020; Wang et al., 2018).
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Word of Mouth or WoM, in the form of social
media, is a new form of digital communication
that plays an essential role in sharing informa-
tion. Not a few people share their experiences us-
ing luxury products through social media. Users
accelerate WoM through Social WoM. The occur-
rence of E-WoM could not be separated from the
consumers’ experiences of the goods they con-
sume. Social media users play a necessary part
in leading opinions. Social WoM has a positive
relationship with and significantly affects pur-
chase intention. When swapping information via
Social WoM, consumers will continue evaluating
the product. E-WoM could positively persuade
consumers to recommend a product and influ-
ence purchase intention (Martin-Consuegra et
al., 2018; Wang et al., 2018; Tien et al., 2019; Park
et al., 2021; Zhang et al., 2010). Sources of infor-
mation affect purchase intention. Consumers
construct perceived value to generate purchase
intentions and decisions about final buying be-
havior. The existence of digital WoM encourages
consumer interest to more easily influence pur-
chase intentions. In addition, E-WoM can im-
prove a company’s image. E-WoM has a positive
relationship with purchase intention. However,
if E-WoM with a weak bond has a different view
with E-WoM with a strong bond, consumers
will follow E-WoM with a strong bond that is
considered more credible (Liao et al., 2021; De
Canniere et al., 2010; Siqueira et al., 2019). Other
studies show that the use of electronic media
does not affect purchase intention. The previous
studies explain E-WoM’s influence on purchase
intention. However, not all E-WoM influenc-
es purchase intentions. Social WoM, based on
a customer’s review, fails to influence purchase
intention because of distrust in information.
Information provided by other customers is still
not trustworthy enough (Badir & Andjarwati,
2020; Dwidienawati et al., 2020; Yusuf & Busalim,
2018). Online communities, namely social media,
allow users to obtain information through inter-
actions with relatives. This interaction can cre-
ate an emotional response. In social media, indi-
viduals will likely receive informational support.
Especially in online social media, consumers will
feel cared for and need to share experiences. This
study emphasizes that social media does not af-
fect engagement in WoM (Chevalier & Mayzlin,
2006; Yan et al., 2016).

4

A brand attitude develops from brand exposure
knowledge related to functional and symbolic
brand attributes formed by consumers through a
marketing experience (McClure & Seock, 2020).
Brand attitude is the consumers’ expression of
evaluation at a brand; attitude manifested in con-
sumers’ choice. Brand attitude positively influ-
ences purchase intention. Intention behavior of a
consumer at a brand functionally has a connec-
tion with perception and evaluation of the brand.
It shows that one’s intention behavior depends on
his or her attitude, so purchase intention is a re-
sult held by consumers about the brand (Wang
et al., 2019; Liu et al., 2017; Paradhan et al., 2016).
Attitude is the primary determinant in carrying
out certain behaviors. An individual’s social be-
havior is motivated by his or her attitude towards
that behavior. Individuals involved with the prod-
uct have strong attitudes that, in line with previ-
ous studies, the relationship between brand atti-
tudes and purchase intentions is positive and sig-
nificant. The more positive the brand attitude, the
more likely you are to buy the product (Chin et al.,
2020; Paradhan et al., 2016; Medina-Molina et al.,
2021). Therefore, high engagement could increase
behavior consistency. Consumers who have a high
level of consumer knowledge allow for strong con-
fidence in purchase decisions (Lee et al., 2017).
Other studies explain that consumer attitudes to-
ward a brand positively correlate with purchase
intention and readiness to pay for it. Comfortable
Feeling with a particular brand makes consumers
want to pay premium prices even if the available
alternative is cheaper (Kudeshia & Kumar, 2017;
Salem & Chaici, 2018). The brand attitude be-
comes intentional behavior. Brand awareness and
consumer perceptions can, directly and indirect-
ly, influence consumers’ purchase intentions. It is
in line with the Theory of Reasoned Action which
supports the paradigm that brand attitude leads to
purchase intention behavior (Kudeshia & Kumar,
2017; Ajzen, 1991).

Based on this literature review, the conceptu-
al model as the research framework relating the
Perceived Value, Brand Attitude, and Social WoM
is shown in Figure 1. This study aimed to estab-
lish a model of the interaction of factors (Perceived
Value, Brand Attitude, and Social WoM) influenc-
ing purchase intention today for luxury product
marketing in Indonesia.

http://dx.doi.org/10.21511/im.18(3).2022.01
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Figure 1. Conceptual model

Following the literature review and the aims of the
study, the hypothesis formulation based on the re-
search framework is as follows:

H: Perceived Value Purchase
Intention.

influences
H : Hedonic Value is accurate as a formative
component of Perceived Value.

H : Social Value is accurate as a formative com-
ponent of Perceived Value.

H : Effect of Functional Value is accurate as a
formative component of Perceived Value.

H:  Perceived Value influences Social WoM.

H: Social WoM Value influences Purchase
Intention.

H_:  Brand Attitude affects Purchase Intention.

2. METHODS

Social media users in Indonesia were the subject
of this study. Those who do not intend to buy lux-
ury products were excluded. This study only ob-
served one condition. Therefore, future results in
different countries should consider current needs
and require multiple treatments. According to the
time dimension, a cross-sectional study was used
to collect data once or only once in a certain pe-
riod. This study used a quantitative type. It also

http://dx.doi.org/10.21511/im.18(3).2022.01

used the Smart-PLS application in processing the
data. The primary data sources were respondents
who used Instagram and WhatsApp and would
buy luxury products.

The research sample size referred to Hair et al.
(2010) is 180 participants. The convenience sam-
pling method was used. The respondents were
385 (381 complete survey data and four incom-
plete survey data). The Lime Survey was a tool in
this study to collect the data accessed online. This
study measured the answers to the questionnaire
statement items using a Likert scale. The variables
in the study were measured using five weight in-
tervals from 1 (Strongly Disagree) to 5 (Strongly
Agree). The Perceived Value variable was adopt-
ed from Shukla and Purani (2012), including
nine items consisting of Social Value (5 items),
Hedonic Value (2 items), and Functional Value (2
items). Social WoM (3 items), Purchase Intention
(3 items), and Brand Attitude (3 items) were adopt-
ed from other valid instruments (Park et al., 2021;
Hung et al., 2011; Salehzadeh & Pool, 2017).

This study used bootstrapping to process SEM.
Bootstrapping is a method that uses original sam-
ples for resampling (Ghozali & Latan, 2015). The
following is an analysis of Smart-PLS carried out
in two stages: Outer Model Analysis and Inner
Model Analysis. The CFA testing of this study
used the second order. This research model was
a reflective and formative model. The approach of
this study in analyzing the second-order CFA used
the repeated indicator approach or Hierarchical
Component Model. The inner or structural model

5
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describes the causality between the research var-
iables or the research hypothesis (Hartono, 2011).
In evaluating the structural model, it can be ex-
plained by several things, which include the fol-
lowing: Inner Variance Inflated Factor (VIF),
Hypothesis Testing, and Model Quality.

3. RESULTS

Aiming to examine the influence of public atti-
tudes on the intention to consume luxury prod-
ucts, this research with social media users who like
luxury involved 381 respondents. Characteristics
of respondents show that people willing to fill out
questionnaires who have the intention to purchase
luxury spread across Indonesia. Based on the re-
sults of the survey conducted, Table 1 shows the
respondent distribution.

Table 1. Respondents criteria

Age Group Frequency
Lessthan2Syearsold .. BT
25-35 years old 118
35ASyearsold A5
OVETASYEATS e S
Total 381
Gender Frequency
Woman 234
Man R LM
Total 381
Domicile i Frequency
AN B
BangkaBelitung D
Central Java 48
astKalimantan M
Central Sulawesi 23
T e
Rau e 20
SouthSUmatra SR S
Westava e R
NI 16
West Sumatra 3
DY R 165,
Total 381
Profession Frequency
Student/SWUdent s R S
Governmentemployees . SR S
Private employees 155
Entrepreneur e 83
Total 381
Income per month Frequency

Less than Rp. 2,500,000 .99

'IDR 2,500,000 IDR 5,000,000 115

Income per month : Frequency
IDR 5,000,000- IDR 7,500,000 : 92
DR7,500,00011DR 10000000 . . 46
More than IDR 10,000,000 29
R e
Products to buy : Frequency
Automotive : 95
1O e D
(Flectronic L2090
Total 381

According to Table 1, the distribution of people
who love luxury products is dominated by people
aged less than 25 years and 25-35 years. At that
age, one is looking for their identity and builds it
through status symbols. Based on gender, women
are more likely to go shopping than men, especial-
ly when buying luxury products. Women domi-
nate in shopping intentions to seek happiness and
self-satisfaction. The data shows that through a
distributed survey, most of the respondents who
have the intention to buy luxury products are
from the DIY province. The occupations of people
who buy luxury products tend to be private em-
ployees and are followed by students based on in-
come, IDR 2,500,000-IDR 5,000,000, included in
the middle-class, buy luxury products.

Products that tend to be in demand by the pub-
lic are the types of electronics. Table 2 shows the
detail of luxury product demand. According to
Table 2, the luxury products that are still in high
demand are Mobile phones (196).

Table 2. Types and brands of products

Criteria.  Type Brand Name ‘Frequency
% Car THooy:cE:, Pajero, Mercedes, 36
§  Motorcycle  Kawasaki Honda . 6
L3 Bicycle Brompton 3
E Sandals Charles and Keith, Nike, 20
s  Sketcher . ‘
& Bag Guess, ToryBurch 6. ..
Wristwatch Alexander Christie, Fossil 7
o Vel Buttonscarves B .
2 | Mobile phone  Samsung, Apple, Oppo | 196
£ Camera sony, Fuil ...
&

Laptop Dell, Asus 8

g
9
N

From the collected data in terms of Perceived
Value, Brand Attitude, Social WoM and Purchase

http://dx.doi.org/10.21511/im.18(3).2022.01
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Factor Cronbach Composite
Instrument Items Loading Alpha AVE Reliability
Perceived Value
“Social Value : 089 . 0707 . 0923

Owning | quury goods |nd|cates a symbol of achlevement
Owning luxury goods |nd|cates a symbol of wealth

Luxury goods are essential for me because they make me feel acceptedinmy

work circle.

:Hedonlc Value

Itis important to me to own reaIIy nice thmgs

Buying luxury accessories gives me a Iot of pleasure

:In my opinion buying a luxury product is really useful.

I consider my purchase of a luxury product to be pract‘lcal

I m likely to post status/photos/comments about the luxury items | possess on :

my social network.

If my riends were looking for a new item, | would tell them to try
items | have used.

A [Brand] brand is very desirable.

1find [Brand] products very attractive,

i I|ke the brand [Brand] very much.

I have asolid possibility to purchase quury |tems
I'm Ilkely to purchase luxury items.

| have a h|gh intention to purchase quury |tems

,,,,,,,, LA NN SN S
0.613 0711 0.830

o Loe1s L OsiL n 0830 .

,,,,,,,, A U SRR S S

L7 0818 089

097

0883 o080

""""" L0728 0647 . 0845

Intention, Table 3 shows the reliability and the va-
lidity of items.

Convergent validity describes the indicators used to
measure the magnitude of the correlation between
constructs and latent variables. The rule of thumb
for convergent validity is the factor loading value
> 0.7 (2nd Column) and the AVE value > 0.5 (4th
Column). According to Table 3, all items are valid
based on factor loading and AVE value. The relia-
bility of the variables was measured by Cronbach’s
alpha and composite reliability (CR). Criteria for a
construct are reliable if the value is higher than 0.6.

Table 4. Discriminant validity

Discriminant Validity explains the different con-
struct measurement. Table 4 shows this result, so it
should not be highly correlated. If the square root
value of AVE has a higher value than the corre-
lation value between constructs, it means that it
meets discriminant validity.

Table 4 shows the square root of the AVE by look-
ing through each latent variable that has a high-
er value than the correlation value between a la-
tent variable and other latent variables. This result
shows that the questionnaire instrument com-
piled has good discriminant validity by measur-

Factors Brand Functional Hedonic Purchase Social social WoM
Attitude Value Value Intention Value
Brand Attitude ..0:900 S
Functional Value 0.527 0.902
Hedonic Value LLOSEL 0877 0
Purchase Intention 0.549 : 0.534 : . 0.804 :
Social Value L0282 084 0 0395 084 L ..
Social WoM 0.341 : 0.540 : 0.502 0.444 0.688 0.853

http://dx.doi.org/10.21511/im.18(3).2022.01
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Table 5. Outer weight

Factors Weight Sample Mean (M) Standard Deviation T Stat. (]|O/ STDEV|) . p-value
[FunctionalValue - 0172 L 0.008 21802 0000
Hedonicvalue ~~  : 0140 L0240 0.008 LAee22 o ..0..0000

Social Value 0.411 0.412 0.014 30,136 0.000

ing it through the Fornell-Larcker approach. It
means that the construct is different from other
constructs.

Table 5 shows the measurement of the weight sig-
nificance. It shows that all formative components
of Perceived Value have a p-value less than 0.05.
Therefore, these three factors explain the Perceived
Value variable.

Inner VIF determines the multicollinearity be-
tween variables that influence endogenous varia-
bles (see Table 6). According to Table 6, the VIF
value of each variable was less than 5. It implies
that the multicollinearity symptom does not exist,
and the next step is to test the research hypothesis.

Table 6. Variance inflated factor (VIF)

Factors Perceived Purch?se Social
Value : Intention | WoM
Brand Attitude G b 3252
Perceived Value © 2399 ¢ 1.000
SocialValue 2234
(Functional Value 2258
Hedonic Value 2.062
i

The value of R-square is used to determine the varia-
tion of changes in the independent variable. R-square
value criteria are 0.67 (high), 0.33 (moderate), and
0.19 (weak). Table 7 shows the R-square result.

Table 7. R-square

Factors R-square : R-square Adjusted
_Purchase Intention 0419 . .....0m4 .
Social-WoM 0.539 0.538

Table 8. Hypothesis testing

According to Table 7, the R-square value of
Purchase Intention is 0.419. The joint influence of
Social WoM, Perceived Value, and Brand Attitude
on Purchase Intention is 41.9%. Other varia-
bles influence the remaining 58.1%. The value of
R-square can be said to be moderate to high.

Smart-PLS has issued a p-value to perform each
evaluation and compare it with a predetermined
alpha (0.05). If the output has a p-value <0.05, the
hypothesis is said to be significant. Table 8 shows
the decision of the hypotheses.

Path coeflicient among the constructs examined
the hypothesis test and path statical significance.
All the path coeflicients are significant except H3.
First, the effect of Perceived Value on Purchase
Intention (p-value = 0.000) is statistically signif-
icant. Second, the influence of Hedonic Value
as a formative component of Perceived Value
(p-value = 0.000) is statistically significant.
Third, the influence of Social Value as a form-
ative component of Perceived Value (p-value =
0.000) is statistically significant. Fourth, the
effect of Functional Value as a formative com-
ponent of Perceived Value (p-value = 0.000) is
statistically significant. At the same time, the ef-
fect of Perceived Value on Social WoM (p-value
= 0.000) is statistically significant. The impact
of Social WoM on Purchase Intention (p-val-
ue = 0.203) is statistically insignificant. Finally,
Brand Attitude’s effect on Purchase Intention
was statistically substantial (p-value = 0.000).
Figure 2 shows hypothesis testing of the concep-
tual model with a path coefficient.

Hypothesis Path Coefficient T Stat. (|O/ STDEV|) p-value Description
Hl 0.320 4788 0.000 Accepted
M 072 21902 10000 Accepted
H4 0.378 6.263 0.000 Accepted
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Figure 2. SEM analysis result for hypothesis testing

4. DISCUSSION

This result shows that the higher the perceived val-
ue of a person, the higher the purchase intention.
These results are in line with the study by Jain and
Mishra (2018). In increasing consumer purchase
intention, companies need to provide more value.
The marketing of luxury products requires balanc-
ing to meet global market demands and protect
brands from counterfeiting (Lacroix & Joilbert,
2017). In enhancing the competitive position of
luxury brands, companies need to focus on the
customer and design and develop attractive and
high-quality products so that the perceived value
affects the purchase decision (Liu et al., 2017).

Functional value, hedonic value, and social val-
ue are relevant dimensions of perceived value.
Marketers in increasing purchase intention need
to pay attention to aspects of hedonic value, func-
tional value and social value in considering per-
ceived value. This finding also shows that con-
sumers with higher priority pay for luxury brands
(Salem & Chaici, 2018). Consumers display the
value of consumption in the buying behavior of
their luxury brand products. They understand
and pursue total values associated with luxury
products (Huang et al., 2019; Yang et al., 2018).

http://dx.doi.org/10.21511/im.18(3).2022.01

Marketers need to consider emphasizing intrin-
sic value to customers in their marketing strate-
gies. For consumers only having luxury products,
perceived social value and lifestyle interactions af-
fect willingness to buy (Petraviciute et al., 2020).
Trend of Indonesian consumers to convey person-
ality by owning goods brands from the lifestyle
of global and national luxury products deciphers
attention-seeking status on the side of Indonesian
consumers. They, by collective share, become two
behaviors because consumption of flashy global
luxury or national luxury products is also as show
off event (McClure & Seock, 2020).

Consumption of luxury products and social media
use keep increasing, and the relationship between
consumption of luxury goods and digital use have
a future orientation (Tien et al., 2019; Paradhan
et al., 2016). Consumers who perceive the value of
luxury products, brands and services show higher
engagement in Social WoM. In social media, the
perceived value of luxury encourages consumers
to post statuses to friends, family, and relatives,
encourages comments about luxury brands and
provides recommendations. WoM communica-
tion plays an essential role in influencing buyer be-
havior decisions (Wang et al., 2018). Besides, the
development of WOM in the online realm has also

Q
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received attention for luxury products. In addition,
consumers tend to evaluate the value of luxury as
a whole, which sincerely reflects the perception of
the value of personal luxury. The perceived value
certainly affects the unique involvement of Social
WoM. Consumers feel important in recommend-
ing the excellent value they get in their social
group. Even though the proposed effect is noth-
ing new, some previous studies have confirmed
that WoM on social media will push involvement
in sharing information about luxury (Park et al.,
2021; Zhang et al., 2010).

In this study, Social WoM did not significant-
ly affect purchase intention. This result might
be caused by the rejection of the information re-
ceived (Dwidienawati et al., 2020). Social WoM is
done through online media to trigger the credi-
bility of the doubtful informants. However, digital
has an essential role in exchanging information
among social media users. The results show that
their various experiences of luxury products on
shared channels for self-expression are not sup-
ported. Social WoM has a positive relationship
with purchase intention. Increasing Social WoM
on various social media sites related to luxury
products will encourage increased purchase in-
tention. Conversely, if Social WoM is low, it will
reduce purchase intention. This study aligns with
other studies (Badir & Andjarwati, 2020; Yusuf &
Busalim, 2018; Tjhin & Aini, 2019).

This study shows that brand attitude has a significant
positive effect on consumer purchase intention. This
finding aligns with Tjhin and Aini (2019) and Chin
et al. (2020) that customer attitudes towards a brand
strongly influence purchase intention. Purchase in-
tention arises as a result of the attitude formed to-
wards a brand. Brand attitude can increase a person’s
motivation to encourage purchase intention towards
a brand (Lee et al., 2017). Positive consumer percep-
tions of a brand’s superiority can increase purchase
intention on luxury products. The higher the brand
attitude toward a consequence, the higher the con-

sumer’s purchase intention. On the contrary, if the
brand attitude of a luxury product is low, it can
lead to a lack of purchase intention of consumers
(Salehzadeh & Pool, 2017).

This study provides insight for managers and mar-
keters in luxury products both locally and inter-
nationally in understanding consumer behavior
when choosing a product. In addition, this study
shows that perceived value plays a role in Social
WoM and brand attitude. Companies need to en-
sure their products are compatible with social me-
dia sites. Besides, companies also need to provide
media as attractive as possible and encourage pur-
chase intention. In achieving a competitive differ-
ential advantage, it is crucial to maintain a pos-
itive image on the internet and social media be-
cause perception plays a vital role in the consum-
er’s willingness to buy, and also to focus most on
passive consumer behavior in using Social WoM
on their purchase intentions. Consumers only
seek information and the opinions of others. In
addition, according to this study, companies need
to pay attention to marketing strategies in encour-
aging consumers to engage in Social WoM based
on consumers’ perceptions of luxury.

This study examined social value, hedonic value
and functional value simultaneously in the di-
mension of perceived value. Researchers did not
read the effect of each, and the product brands
emphasized in this study follow those chosen by
the respondents. Future research needs to focus
on specific products and respondents’ quotas in
each region. Besides, there is also a need for ad-
ditional information related to social media fre-
quently used in recommending luxury goods. It is
because of the continuous luxury market develop-
ment and heterogeneity. This study only examined
several factors that influence the purchase inten-
tion of luxury products. Further researchers need
to identify other variables that affect the purchase
intention of luxury products, especially during
this digital era.

CONCLUSION

The purpose of this study is to find out the fit model of the relationship of the factors influencing pur-
chase intention today for luxury product marketing. It provides a new understanding of marketing
innovations for luxury products from the consumer’s behavior during the pandemic. The conceptual
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model based on the literature review explained that perceived value, brand attitude, and social WoM
were the essential factors influencing purchase intention. Tests on this model described that perceived
value and brand attitude affect purchase intention, while social WoM does not. In addition, functional,
hedonic, and social values can be used as a formative component of perceived value. This implies that
in marketing practice, strengthening perceived value and brand attitude is very important even though
the existence of social WoM is still essential in increasing purchase intention.

AUTHOR CONTRIBUTIONS

Conceptualization: Ifta Firdausa Nuzula, Lilik Wahyudi.

Data curation: Ifta Firdausa Nuzula.

Formal analysis: Ifta Firdausa Nuzula, Lilik Wahyudi.

Investigation: Ifta Firdausa Nuzula.

Methodology: Ifta Firdausa Nuzula, Lilik Wahyudi.
Project administration: Ifta Firdausa Nuzula.

Supervision: Lilik Wahyudi.

Validation: Ifta Firdausa Nuzula, Lilik Wahyudi.

Visualization: Ifta Firdausa Nuzula, Lilik Wahyudi.

Writing - original draft: Ifta Firdausa Nuzula.

Writing - review & editing: Ifta Firdausa Nuzula, Lilik Wahyudi.

ACKNOWLEDGMENTS

Faculty of Economics and Business of Universitas Negeri Sebelas Maret facilitates using LIME Survey

software for this research.

REFERENCES

1.  Abdi, H. (2020). Faktor Penyebab
Globalisasi dan Dampaknya Bagi

Masyarakat [Factors Causing
Globalization and Its Impact
on Society]. (In Indonesian).
Retrieved from https://hot.
liputan6.com/read/4269071/9-

factor-mengebab-globalisasi-dan-

impaknya-for-society

2. Ajzen, I (1991). The theory of

planned behavior. Organizational

Behavior and Human Decision
Processes, 50(2), 179-211.

Retrieved from https://sphweb.
bumc.bu.edu/otlt/mph-modules/
sb/behavioralchangetheories/Be-
havioralChangeTheories3.html

Andhika. (2020). Strategi
Memanfaatkan Gengsi untuk
Meningkatkan Penjualan
[Strategies to Utilize Prestige to
Increase Sales]. (In Indonesian).
Retrieved from https://ajaib.co.id/
strategi-megunakan-gengsi-to-
meningkat-penjualan/

http://dx.doi.org/10.21511/im.18(3).2022.01

Arruda Filho, E. J. M., Simdes, J.
D. S., & De Muylder, C. E. (2020).
The low effect of perceived risk

in the relation between hedonic
values and purchase intention.
Journal of Marketing Management,
36(1-2), 128-148. http://dx.doi.org
/10.1080/0267257X.2019.1697725

Badir, M., & Andjarwati, A. L.
(2020). The Effect of E-WOM,
Ease of Use and Trust on Purchase
Decisions (Study on Tokopedia
Application Users). Journal of
Minds: Management of Ideas And
Inspiration, 7(1), 39-52. http://
dx.doi.org/10.24252/minds.
v7il.13715

Casalo, L. V,, Flavidn, C., &
Ib4fiez-Sanchez, S. (2020).
Influencers on Instagram:
Antecedents and consequences
of opinion leadership. Journal
of Business Research, 117, 510-
519. https://doi.org/10.1016/j.
jbusres.2018.07.005

Chang, Y., & Ko, Y. J. (2017).
Consumers’ perceived post-
purchase risk in luxury

services. International Journal

of Hospitality Management, 61,
94-106. https://doi.org/10.1016/j.
ijhm.2016.09.005

Chevalier, J. A., & Mayzlin, D.
(2006). The effect of word of
mouth on sales: Online book
reviews. Journal of Marketing
Research, 43(3), 345-354.
Retrieved from https://jour-
nals.sagepub.com/doi/10.1509/
jmkr.43.3.345

Chin, P. N, Isa, S. M., & Alodin,
Y. (2020). The impact of endorser
and brand credibility on
consumers purchase intention:
the mediating effect of attitude
towards brand and brand
credibility. Journal of Marketing
Communications, 26(8), 896-912.
https://doi.org/10.1080/13527266.
2019.1604561

11



Innovative Marketing, Volume 18, Issue 3, 2022

10. Choj, Y. K., Seo, Y., & Yoon,
S.(2017). E-WOM messaging
on social media: social ties,
temporal distance, and message
concreteness. Internet Research,
27(3), 495-505. Retrieved from
https://digitalcommons.bryant.
edu/mark_jou/79/

11. De Canniére, M. H., De
Pelsmacker, P., & Geuens, M.
(2010). Relationship quality
and purchase intention and
behavior: The moderating impact
of relationship strength. Journal
of Business and Psychology, 25(1),
87-98. http://dx.doi.org/10.1007/
$10869-009-9127-z

12. Dwidienawati, D., Tjahjana, D.,
Abdinagoro, S. B., & Gandasari,
D. (2020). Customer review or
influencer endorsement: which
one influences purchase intention
more? Heliyon, 6(11), e05543.

13. Gan, C., & Wang, W. (2017). The
influence of perceived value
on purchase intention in social
commerce context. Internet
Research, 27(4), 772-785. http://
dx.doi.org/10.1108/IntR-06-2016-
0164

14. Ghouzali, I., & Latan, H. (2015).
Partial Least Squares. Konsep,
Teknik dan Aplikasi Menggunakan
Program SmartPLS 3 [Partial Least
Squares: Concepts, Techniques
and Applications Using the
SmartPLS Program 3]. (In
Indonesian). Semarang: Badan
Penerbit UNDIP.

15. Hair, J. E J,, Black, W. C., Babin, B.
J., Anderson, R. E., Tatham, L., &
Ronald. (2010). Multivariate Data
Analysis: A Global Perspective.
Pearson.

16. Hartono, J. (2011). Konsep dan
aplikasi structural equation
modeling berbasis Varian Dalam
penelitian bisnis [The concept
and application of variance-based
structural equation modeling in

business research]. (In Indonesian).

Yogyakarta: UPP STIM YKPN.

17. Highland, C. (2021). How is the
Luxury Goods Market Looking
After the Pandemic?. Retrieved
from https://luxuryactivist.com/
luxury/how-is-the-luxury-goods-
market-looking-after-the-pan-
demic/

12

18.

19.

20.

21.

22.

23.

24.

25.

Hsu, C. Y, Huang, Y. W,, &
Chuang, S. H. (2017, July).
Examining the relationships
among electronic word of mouth,
perceived value and risk, and
consumer purchase intention.

In International Conference on
Innovative Mobile and Internet
Services in Ubiquitous Computing
(pp- 795-801). Cham: Springer.

Huang, L. C., Gao, M., & Hsu, P.
E (2019). A study on the effect
of brand image on perceived
value and repurchase intention
in ecotourism industry. Ekoloji,
28(107), 283-287.

Hung, K. P, Chen, A. H., Peng,
N., Hackley, C., Tiwsakul,

R. A, & Chou, C. L. (2011).
Antecedents of luxury brand
purchase intention. Journal of
Product & Brand Management,
20(6), 457-467. https://doi.
org/10.1108/10610421111166603

Iman, M. (2020). Pengguna
Instagram di Indonesia Didominasi
Wanita dan Generasi Milenial
[Instagram users in Indonesia

are dominated by women and

the millennial generation]. (In
Indonesian). Retrieved from
https://www.goodnewsfromindo-
nesia.id/2020/06/14/user-insta-
gram-di-indonesia-didominated-
Wanita-dan-generation-millennial

Jain, S., & Mishra, S. (2018).
Effect of value perceptions on
luxury purchase intentions: an
Indian market perspective. The
International Review of Retail,
Distribution and Consumer
Research, 28(4), 414-435. https://
doi.org/10.1080/09593969.2018.1
490332

Kapferer, J. N. (1997). Managing
luxury brands. Journal of Brand
Management, 4(4), 251-259.

Keller, K. L. (2017). Managing
the growth tradeoft: Challenges
and opportunities in luxury
branding. In Advances in luxury
brand management (pp. 179-198).
Palgrave Macmillan, Cham.

Koransindo. (2020). Barang
Branded Laris Manis [Selling
Branded Goods]. (In Indonesian).
Retrieved from https://ekbis.
sindonews.com/read/154886/39/
barang-branded-laris-ma-

nis-15992609922_gl=1*1dmnin1*_
ga*NDZUZW5RV31zYnMzaDdyb
2] TcTFPejcwdOREbEdAMREVxal V-
5dUZyOHNQRwW2S1

26. Kudeshia, C., & Kumar, A. (2017).
Social eWOM: does it affect the
brand attitude and purchase
intention of brands? Management
Research Review, 40(3), 310-330.
https://doi.org/10.1108/ MRR-07-
2015-0161

27. Lacroix, C., & Jolibert, A. (2017).
Mediational role of perceived
personal legacy value between
consumer agentic generativity and
attitudes/buying intentions toward
luxury brands. Journal of Business
Research, 77,203-211. https://doi.
0rg/10.1016/j.jbusres.2016.12.012

28. Lee, E. B, Lee, S. G., & Yang,
C. G. (2017). The influences of
advertisement attitude and brand
attitude on purchase intention of
smartphone advertising. Industrial
Management & Data Systems.
117(6),1011-1036. https://doi.
org/10.1108/IMDS-06-2016-0229

29. Li, G, & Kambele, Z. (2012).
Luxury fashion brand consumers
in China: Perceived value, fashion
lifestyle, and willingness to pay.
Journal of Business Research,
65(10), 1516-1522. https://doi.
0rg/10.1016/j.jbusres.2011.10.019

30. Liao, S. H,, Hu, D. C,, Chung, Y.
C., & Huang, A. P. (2021). Risk
and opportunity for online
purchase intention — A moderated
mediation model investigation.
Telematics and Informatics,

62, 101621. http://dx.doi.
org/10.1016/j.tele.2021.101621

31. Liu, M. T, Wong, I. A., Tseng, T.
H., Chang, A. W. Y,, & Phau, L
(2017). Applying consumer-based
brand equity in luxury hotel
branding. Journal of Business
Research, 81, 192-202. https://doi.
org/10.1016/j.jbusres.2017.06.014

32. Loureiro, S. M. C,, Jiménez-
Barreto, J., & Romero, J. (2020).
Enhancing brand coolness
through perceived luxury values:
Insight from luxury fashion
brands. Journal of Retailing and
Consumer Services, 57, 102211.
https://doi.org/10.1016/j.jretcon-
ser.2020.102211

http://dx.doi.org/10.21511/im.18(3).2022.01



33. Martin-Consuegra, D., Faraoni,
M., Diaz, E., & Ranfagni, S.
(2018). Exploring relationships
among brand credibility, purchase
intention and social media for
fashion brands: A conditional
mediation model. Journal of
Global Fashion Marketing, 9 (3),
237-251. https://doi.org/10.1080/2
0932685.2018.1461020

34. Mayr, T., & Zins, A. H.
(2012). Extensions on the
conceptualization of customer
perceived value: insights from
the airline industry. International
Journal of Culture, Tourism
and Hospitality Research,
6(4), 356-376. http://dx.doi.
org/10.1108/17506181211265086

35. McClure, C., & Seock, Y. K.
(2020). The role of involvement:
Investigating the effect of brand’s
social media pages on consumer
purchase intention. Journal of
Retailing and Consumer Services,
53,101975.

36. Medina-Molina, C., Rey-Moreno,
M., & Peridfiez-Cristobal, R.
(2021). Analysis of the moderating
effect of front-of-pack labelling
on the relation between brand
attitude and purchasing intention.
Journal of Business Research, 122,
304-310. https://doi.org/10.1016/j.
jbusres.2020.08.062

37. Mukerjee, K. (2018). The impact
of brand experience, service
quality and perceived value on
word of mouth of retail bank
customers: Investigating the
mediating effect of loyalty. Journal
of Financial Services Marketing, 23
(1), 12-24. Retrieved from https://
link.springer.com/article/10.1057/
$41264-018-0039-8

38. Nam, K,, Baker, J., Ahmad, N.,
& Goo, J. (2020). Determinants
of writing positive and negative
electronic word-of-mouth:
Empirical evidence for two types
of expectation confirmation.
Decision Support Systems, 129,
113168. https://doi.org/10.1016/j.
dss.2019.113168

39. Park, ], Hyun, H., & Thavisay, T.
(2021). A study of antecedents and
outcomes of social media WOM
towards luxury brand purchase
intention. Journal of Retailing and

http://dx.doi.org/10.21511/im.18(3).2022.01

40.

41.

42.

43.

44,

45.

46.

Innovative Marketing, Volume 18, Issue 3, 2022

Consumer Services, 58, 102272.
https://doi.org/10.1016/j.jretcon-
ser.2020.102272

sy =

Petravic¢iate, K., Seinauskiené,

B., Ratelioné, A., & Krukowski,

K. (2021). Linking luxury brand
perceived value, brand attachment,
and purchase intention: the role

of consumer vanity. Sustainability,

13(12), 6912. http://dx.doi. 48.

0rg/10.3390/su13126912

Pradhan, D., Duraipandian, L.,

& Sethi, D. (2016). Celebrity
endorsement: How celebrity-
brand-user personality
congruence affects brand attitude
and purchase intention. Journal of
Marketing Communications, 22(5),
456-473.

Rouibah, K., Al-Qirim, N., Hwang,
Y., & Pouri, S. G. (2021). The
Determinants of eWoM in Social
Commerce: The Role of Perceived
Value, Perceived Enjoyment,

Trust, Risks, and Satisfaction.
Journal of Global Information
Management (JGIM), 29(3), 75-
102. http://dx.doi.org/10.4018/
JGIM.2021050104

Salehzadeh, R., & Pool, J. K.
(2017). Brand attitude and
perceived value and purchase
intention toward global luxury
brands. Journal of International
Consumer Marketing, 29(2), 74-82.
https://doi.org/10.1080/08961530.
2016.1236311

Salem, S., & Chaichi, K. (2018).
Investigating causes and
consequences of purchase
intention of luxury fashion.
Management Science Letters,
8(12), 1259-1272. http://dx.doi.
0rg/10.5267/j.msl.2018.10.001

Shaikh, A. A., Karjaluoto,

H., & Hakkinen, J. (2018).
Understanding moderating effects
in increasing share-of-wallet and
word-of-mouth: A case study of
Lidl grocery retailers. Journal of
Retailing and Consumer Services,
44, 45-53.

Shukla, P,, & Purani, K. (2012).
Comparing the importance

of luxury value perceptions in
cross-national contexts. Journal of
Business Research, 65(10), 1417-
1424. https://doi.org/10.1016/].
jbusres.2011.10.007

47.

49.

50.

51.

52.

53.

Shukla, P,, Rosendo-Rios, V., &
Khalifa, D. (2022). Is luxury
democratization impactful?

Its moderating effect between
value perceptions and consumer
purchase intentions. Journal

of Business Research, 139, 782-
793. https://doi.org/10.1016/j.
jbusres.2021.10.030

Siqueira Jr, J. R, Pefia, N. G.,
ter Horst, E., & Molina, G.
(2019). Spreading the word:
How customer experience

in a traditional retail setting
influences consumer traditional
and electronic word-of-mouth
intention. Electronic Commerce
Research and Applications, 37,
100870. https://doi.org/10.1016/].
elerap.2019.100870

Soehandoko, JG (2021). Masa
Pandemi, Transaksi di LazMall
Tetap Meningkat [During the
Pandemic, Transactions at
LazMall Keep Increasing]. (In
Indonesian). Retrieved from
https://lifestyle.bisnis.com/
read/20210922/220/1445667/ma-
sa-pandemi-transaksi-di-lazmall-
tetap-meningkat

Tien, D. H., Rivas, A. A. A., &
Liao, Y. K. (2019). Examining

the influence of customer-to-
customer electronic word-of-
mouth on purchase intention

in social networking sites. Asia
Pacific Management Review, 24(3),
238-249. https://doi.org/10.1016/j.
apmrv.2018.06.003

Tjhin, V. U, & Aini, S. R. N.
(2019). The relationships

among community experience,
community commitment, brand
attitude, and purchase intention in
social media. International Journal
of Information Management, 49,
475-488. https://doi.org/10.1016/j.
ijinfomgt.2019.07.018

Wang, J. J., Wang, L. Y., & Wang,
M. M. (2018). Understanding the
effects of eWOM social ties on
purchase intentions: A moderated
mediation investigation. Electronic
Commerce Research and
Applications, 28, 54-62. https://doi.
org/10.1016/j.elerap.2018.01.011

Wen, J., & Huang, S. S. (2021).
The effects of fashion lifestyle,
perceived value of luxury

13



Innovative Marketing, Volume 18, Issue 3, 2022

54.

55.

14

consumption, and tourist—
destination identification on visit
intention: A study of Chinese cigar
aficionados. Journal of Destination
Marketing & Management, 22,
100664. https://doi.org/10.1016/j.
jdmm.2021.100664

Wiedmann, K. P,, Hennigs,

N., & Siebels, A. (2009). Value-
based segmentation of luxury
consumption behavior. Psychology
& Marketing, 26(7), 625-651.
https://doi.org/10.1002/mar.20292

Yan, Q., Wu, S., Wang, L., Wu,
P, Chen, H., & Wei, G. (2016).

56.

E-WOM from e-commerce
websites and social media:

Which will consumers adopt?.
Electronic Commerce Research and
Applications, 17, 62-73. https://doi.
org/10.1016/j.elerap.2016.03.004

Yang, J., Ma, J., Arnold, M., &
Nuttavuthisit, K. (2018). Global
identity, perceptions of luxury
value and consumer purchase
intention: a cross-cultural
examination. Journal of Consumer
Marketing, 35(5), 533-542. https://
doi.org/10.1108/JCM-02-2017-
2081

57.

58.

Yusuf, A. S., & Busalim, A. H.
(2018). Influence of e-WOM
engagement on consumer
purchase intention in social
commerce. Journal of Services
Marketing, 32(4), 493-504. https://
doi.org/10.1108/JSM-01-2017-
0031

Zhang, J. Q., Craciun, G., & Shin,
D. (2010). When does electronic
word-of-mouth matter? A study
of consumer product reviews.
Journal of Business Research,
63(12), 1336-1341. https://doi.
0rg/10.1016/j.jbusres.2009.12.011

http://dx.doi.org/10.21511/im.18(3).2022.01



	“Effects of brand attitude, perceived value, and social WOM on purchase intentions in luxury product marketing”
	_heading=h.gjdgxs
	_heading=h.30j0zll
	_Hlk103917120

