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Abstract

The aim of this study was to examine the nexus of relationships between perceived
customer value, customer satisfaction and repurchase intention. For the purposes of
the study, both quantitative and qualitative research were carried out. The quantitative
research was held in the form of a survey with questionnaires, which were personally
administered to 422 randomly chosen consumers (N=422). As far as qualitative
research is concerned, this was held in the form of semi-structured interviews with a
sample of convenience comprising of 8 participants (N=8). Based on the findings of
quantitative research first, research participants were not found to purchase luxury
products and brands to such a frequent extent. Regarding the factors of luxury products
and brands that participants emphasized on, designh, brand name and durability were
found to be at the forefront, while their primary influence in purchasing such brands are
their social and working environment. Luxury brands offer them good value, they
characterized them as prestigious, but not reflecting a more modern way of life. The
social and environmental values of luxury brands were not exactly identified through
the results of quantitative research. Financial value was also not highly identified by
research participants, with the majority of respondents doubting about whether it is
worth paying such high prices, in order to purchase a luxury product — brand. Despite
the above, survey participants expressed a high level of satisfaction with luxury brands
being willing to purchase the same luxury brands in the future. Participants
acknowledged the fact that luxury brands are of high quality and superior to other
brands, most of them expressing a moderate satisfaction with the relationship they
have built with the luxury brands of their choice. Survey participants were also found to
be rational decision makers, seeking for information and comparing alternatives, before
they make their decisions about luxury brands, without being significantly influenced by
celebrities or advertising. Customer satisfaction fully mediates the relationship
between perceived customer value and repurchase intention.

As far as the results of qualitative research are concerned, research participants also
varied in their responses regarding their frequency of purchasing luxury brands, while in
principle they revealed that they seek for information, when purchasing luxury brands.
Product, design, packaging, quality and price were the most important characteristics
for them, when evaluating luxury products and brands, being mainly influenced by their
social environment, as well as advertising and celebrities. Price was perceived as a
majorly indicative attribute of luxury brands, but some participants perceived some
luxury brands as over-priced. Participants also named certain values as those
associated with luxury brands, with elegant and expensive lifestyle, as well as higher
social status, being at the forefront. Experience with luxury brands was something that
research participants valued to a big extent, indicating that purchasing a luxury brand is
more than just purchasing a product. They also admitted that they would purchase
luxury brands and actually the same brands in the future, while the feeling and intention
of being loyal to certain brands were not highly identified in the context of qualitative-
research findings.



Traders of luxury brands shall pay huge attention to not sacrificing or undermining the
quality of their products for any reason, if they wish their target consumers to continue
purchasing their brands. If they want to pay attention to certain product attributes,
these would be product attributes, such as product design, packaging and durability.
Also, price is a considerable factor that consumers take into consideration. Given the
high connection between perceived customer value and satisfaction, it is very
important for luxury-brand designers and traders to focus on their cost structure, as a
means of being able to better justify premium pricing through quality, durability and
craftsmanship for their products and brands, in order to maintain the satisfaction of
their customers. This is very important, if traders wish to increase the loyalty of their
customers, which remains at relatively lower levels. Designers and traders of luxury
brands shall also pay a lot of attention to the maintenance of the social value of their
brands, paying attention to modernizing some features of their products and brands, as
a means of constituting their offerings as more up to date. At the same time, they also
need to emphasize on and promote their sustainability features to a bigger extent, using
more sustainable materials and production processes, as well as effectively and more
clearly communicating them to their target audiences. Future researchers could
conduct larger-scale research, as a means of increasing the reliability of findings.

Keywords: Perceived customer value, customer satisfaction, repurchase intentions,
customer loyalty, luxury brand management



MepiAnyn

2KOTIOG TNE SUMAWHATIKAG AUTAG epyaciag Atav va €EETACEL TO TIAEYUA TWV OXECEWV
peTtaél tng aviAnmrAg afiag tou TEeAATN, NG KAvoToinong Twv TEAATWY KAl TNG
TpoBeonc emavayopdc. MNa Toug oKoToug TNG HEAETNG dlevepynOnke TOCO TIOCOTIKN,
000 KAl TIOLOTIKA €peuva. H ToooTlk €peuva Tmpaydatomoldnke pe tn popdn
ONUOOCKOTINONG HE EPWTNHATOAOYLA, TA OTtoia Xopnynodnkav mpoowTilkad o 422 tuxaia
eTiAeypévoug KatavaAwtée (N=422). Oocov adopd TNV TOLOTIKA €Peuvd, aAUTA
Tpaypatomolionke Ye tn popdn NUI-dopunNUEVWY cuvevteLEEWYV e Eva deiypa eukoAiag
TTou amnotéAsoayv 8 cuppetexoviec (N=8). Me BAon ta eupruaAta TNG TTOCOTIKAC EPELVAC
TIPWTA, Ol CUPHETEXOVTEC OeV BPEONKAV va ayopdalouV Tipoiovia Kal HApKeC TIoAuteAsiag
oe 1600 ouxvnl Bdon. Ocov agopd TOUC TAPAYOVIEC TIOAUTEAWYV TIPOIOVTIWYV Kal
EMWVUHLWY OToUC oToioug €dwoav €udacn ol CUHPETEXOVIEG, O OXEDOLAOHOC, N
EMWVLHia Kalt n avBektikotnTa BpebnKav va Bpiokovtal otnv TPWTN YPAUUN, EVW N
KUpLa ETILPPON TOUC OTNV AYoPd TETOLWYV ETTWVUHLWY €ival TO KOWWVIKO KAl EPYACLAKO
TouG TePIBAMOV. Ot pdpkeg TtoAuTeAsiag Toug TpoohEPouV KAAn a&ia, T xapaktnploayv
WC HAPKEC PE KUPOC, AAA Kal W HAPKEC TTou dev avTikatomtpidouy Evav o cUyXPOovo
TPOTo {WNC. H KowvwvikA Kat TtePRAAOVTIKH a&ia TwV EUTIOPIKWY CNUATWY TIOAUTEAEIQG
Oev mpocdlopiotnkav oe PeyAAO BABUO PHECW TWV ATIOTEAECHUATWY TNC TIOCOTIKNAG
gpeuvac. H owkovoulkp aia emiong dev avayvwpiotnke dlaitepa amod ToOUG
CUMHETEXOVTEG OTNV €PELVA, PE TNV TIAELOVOTNTA TWV £PWTNOEVTIWY va apdBAMAeL ya
To av agidel va mAnpwvouv TOCOo UWNAEC TIMEG, TIPOKELUEVOU va ayopdoouv &eva
TIOAUTEAEG TIPOIOV 1 pla TToAUTEAR emtwvupia. Mapd ta mapamdvw, Ol CUPPETEXOVTEG
e&edppacav uPnAo emimedo KavoToinong yla TIC HAPKEC ToOAuTeAeiag, svw eival
TpoBupol va ayopdcouv TI¢ idleg HApKeg TtoAuTeAeiag oto PHEAOV. Ol CUPHETEXOVTEG
avayvwploav To yeyovog OtL ol pApkeg ToAuteAeiag eivat vPnAng mowotnTag Kat
avwtepeg amod AMeC PAPKEC, ME TOUC TEPLOCOTEPOUC va ekPppdalouv pla HETPLA
lKavoTtoinon yla Tn oX€on Tou €XOUV JNULOUPYNOCEL PE TIC PAPKEC ToAuTEAslag tng
eTiAoyng toug. OL CUUPETEXOVTEG OTNV €peuva BpeBnKav Ttiong va sivat Aoylkoi AQTTeg
armoddcewy, avalntwvtac TAnpodopiec Kal cuykpivovtag eVAMAKTIIKEG AUCELG, TIPLV
AdBouv TIC amodAceEl TOUCG VA TIC HAPKEC TOAUTEAEiag, Xwpic va emnpeactouv
onuaviika amo dlacnuotnteg n dadnuioelg. H kavotmoinon tou meAdtn pecoAaBei
TMANPWCG 0T oxeon HeTady tng avuldapBavopevng agiag tou meAdtn Kat Tng mpobeonc
emavayopdag.

‘Ocov adopd ta amoteAéopata TNE TOLOTIKAC €Peuvag, Ol CUPHETEXOVTIEG dlEdhepav
EMIONG OTIC ATIAVTINOELG TOUC OXETIKA PE TN oUXVOTNTA AYOPWYV TIOAUTEAWYV EUTIOPLKWV
onudtwy, evw Kat' apxnv amokaAvyav ottt avalntolv mAnpodopieg, otav ayopalouv
HAapkeg ToAuteAeiag. To poidv, 0 OoXedLACHOG, N CUCKELAGCIA, N TOLOTNTA KAl N TN
ATav TA TIO CNHAVTIKA XAPAKTINPLOTIKA yla autoug, otav agloAoyouoav mpoldvia Kal
EMWVUHiEC TTOAUTEAEIOG, ETNPEACHEVOL KUPIWGE aTtd TO KOWWVIKO TOoug TeplBAarlov,
KaBwg kat armd tn dadnuion Kat tig dacnuotnteg. H tn Bswpnbnke to TAEOV
EVOELKTIKO XOPOKINPLOTIKO TWV EUTIOPIKWY ONUATWY ToAuteAeiag, aAAd oplopEvol
OUHMETEXOVTEC XOPAKTINPLOAV OPLOHEVEC MAPKEC ToAUTEAEiag wg utepTIunUéEveg. Ot
OUHMETEXOVTEC ovopaoav eTiong oplopeveg aieg wg ekelveg TTOU cuvdEovTal PE TIG
pdpkec toAuteAeiag, e Tov Koo Kal akplBo tpomo wng, KaBwce Kat TtTnv vPnAotepn
KOWWVLKN B€on, va Bpiokovtal otnv mpwtn ypapun. H epmelpia pe papkeg toAuteAesiag



ATav KATL TIOU Ol OUMPETEXOVIEC OTNV E€peuva eKTiynoav o€ peydlo Babuo,
UTTIOOELKVUOVTAC OTL N ayopd pLlacg TTOAUTEAOUC ETTWVLHIAC eival KATL TTEPLOCOTEPO ATIO
TNV amAn ayopd evog mpoioviog. Mapadéxtnkav emiong otL 6a ayopalav HAPKEC
TTOAUTEAEIOG KAl yla TNV akpifela TIg idleg HAPKEC OTO HPEANOV, VW TO aicOnua kat n
IpoBeon va eival ToTol o 0pLOPEVEG HAPKEC OeV evioTioTNKAV Jlaitepa oTo TAAICLO
TWV EUPNHUATWY TIOLOTIKAG EPELVAC.

Ol EuTtoPOL TIOAUTEAWY EPTIOPIKWY CNUATWY TIPETEL va divouv PeYAAn TIPpoooxr oTo va
pnv Buotddouv N va UTtoVOREVUOULY TNV TIOLOTNTA TWYV TIPOLOVTWY TOUC VLA OTIOLOVOATIOTE
AOyo, €dv emBupoOUV Ol KATAVOAWTEG-OTOXOL TOUC va cuvexioouv va ayopdalouv ta
EUTIOPIKA onpata toug. Eav B€Aouv va dwoouv TIPOCOoX O OPLOUEVA XOPAKINPLOTIKA
TOU TPOIOVTOoC, autd Oa ival XapakTnPLoOTIKA OTIWC 0 oXeOLAOHOC, N cUCKeuaaoia Kat n
avBeKTlkOTNTA TOU Tipoiovtoc. Emiong, n T eival €évag onuavilkog mapdyoviag mou
AauBavouv umoyn ot katavaAwteg. Aedopevng Tng vdnAng oxéong MeTagy ng
avtiAnmTng a&lag Tou TEAATN KAl TNG LKavoToinong, €ivat oAU onpavtikd yla Toug
OXEDLAOTEC KAL TOUC EPTIOPOUC TIOAUTEAWY ETTWVUHLWY VA ETIKEVTPWOOUV 0Tn KAAUTEPN
atrtioAoynon tng dopNAC TOU KOOTOUC TOUG, HECW TOU O0XEOLACHOU KAl TNG avOEKTIKOTNTAG
TWV TIPOLOVIWYV TOUG, TIPOKELHMEVOU va dlatneroouV TO LKavoToinon Twv TTEAATWY TOUC.
AUTO elval TTOAU GnNUAvTIKO, €AV OL EUTIoPOL ETIIBUHOLY va auvgnoouv tTnv adpoaciwon Twv
TIEAATWY TOUG, N oTtola TTapapeEveL o€ OXETIKA XapnAdtepa eminteda. Ol oxedlaoTEG Kal oL
EUTIOPOL EUTIOPLKWYV onPATtwy TtoAuteAeiag Ba mpemel divouv emiong PeyAAn tpocoxn
otn dlatnPNOoN TNE KOWWVIKAC a&lag Twy EPTIOPIKWY CnNUATWY Toug, divovtag tpocoxn
OTOV EKOUYXPOVIOHO OPLOUEVWYV XAPAKTNPLOTIKWY TWV TIPOIOVIWY KAl TWV EUTIOPIKWY
ONUATWY TOUC, WC HECO yla va dlapopduwoouV TIC TTPOooPOPEC TOUC WC TILO ETTKALPEC.
Tautoxpova, TPETEL €TTioNG va dwWoouv €udacn Kal va TteowbroouV Ta XapaKInpLoTKA
aslpopiac toug oe pPeyaAUTEPO PaABPO, XPNOLHOTIOWWVTAC TIO BlWolPa UAIKA Kal
dladlkaoieg mapaywyng, Kabwge Kat va ta €MKOWVWVHOOUV ATOTEAEGUATIKA OTO KOWO-
OTOX0 TouCg. MeMovTikoi epeuvnteg Ba pmopovoav va dle€dyouv €psuva PeYaAlTEPNCG
KAlpaKag, we HEco avénong TNC a&loTILoTIAC TWV EPEVLVNTIKWY EVPNUATWYV.

NE&erg-kKAedLa: AvtanTth aéia meAdtn, (kavotoinon meAatwy, PoOEcelg eTtavayopdc,
adooiwon meAatwy, dlaxeiplon ToAUTEAOUCG ETTWVU HIAG
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1. Introduction

1.1. Research Aim and Objectives

The aim of this study is to examine the nexus of relationships between perceived
customer value, customer satisfaction and repurchase intention. In fact, the study is
focused on the case of luxury brands. More specifically, the study has the following

objectives:

» To analyse in-depth the concepts of perceived customer value, customer
satisfaction and repurchase intention

» To identify whether there is a direct and positive relationship between customer
value and customer satisfaction in luxury brands.

» To examine whether customer Satisfaction has an impact on the repurchase
intentions of the same luxury brand.

» To analyse whether customer value, in combination with customer satisfaction,
is leading to the repurchase intention of the same luxury brand

» To provide implications of luxury brand managers regarding how they shall
manage their brands and what elements they shall take into account, as a
means of increasing perceived customer value and satisfaction, thereby - in turn

—also enhancing their repurchase intentions

1.2. Research Background

The luxury goods market contributes enormously to the overall global economy, ready
for sustained growth in the following decade (Bahri-Ammari et al., 2020). Luxury sales
range between 360 billion and 380 billion euros in 2023, mirroring a 5 to 12 percent of
increase in comparison to previous year (i.e., 2022). Furthermore, it is foreseen that the
luxury market will grow to €530-570 billion until 2030 (D'Arpizio et al., 2023). Luxury
branding is gaining market share not only in developed markets, but also in emerging

economies and will continue gaining market share in the following decades (Bahri-
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Ammari et al., 2020). The emergence of many sources of luxury brands worldwide have
created demand for such brands, which has further boosted, as a result of the modern
communication technologies that have developed over time. In the same context,
Andronic (2021) suggests that globalization, especially in periods of crises, like the
COVID-19 pandemic, has led to increasing demand for luxury products and brands
from a wider audience, showing signs of mass consumption, especially as far as

fashion items and brands are concerned.

The interpretation of ‘luxury’ can be exposed in continuous change, as it evolves with
time (Chan et al., 2015). For the purposes of this study, a luxury brand is defined as “a
branded product or service that consumers perceive to: be of high quality; offer
authentic value via desired benefits, whether functional or emotional; have a
prestigious image within the market built on qualities such as artisanship,
craftsmanship, or service quality; be worthy of commanding a premium price; and be
capable of inspiring a deep connection, or resonance, with the consumer" (Ko et al.,

2019).

Based on the analysis provided by Tiwari & Lohith (2023), consumers perceive luxury
goods as goods that have six essential characteristics, namely price, quality,
aesthetics, rarity, extraordinariness, and symbolism. Through the purchase of luxury
products and brands, consumers have the ability to express their needs and wants,
while also reflecting their personality and social and economic status. In the context of
Maslow’s Hierarchy of Needs Model, consumers purchase luxury products and brands,
as a means of enhancing self-actualization, mainly satisfying psychological and
emotional needs. As Akther (2014) points out, luxury is considered now as something of
higher perceived value and increased practicality, suggesting that the disappearance of
the “logo-covered product' on the market has actually come very close. The author
notes that the term "value" almost turns back to more traditional definitions where
luxury has been linked with wealth and constitutes the criterion by which consumers
evaluate one's quality of life. The element of wealth obviously plays a vital role

nowadays
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According to Berthon et al. (2009), the interpretation of luxury branding, and
consumption is made in three dimensions, the functional dimension, that defines the
physical features and the quality of a product; the experiential aspect, that indicates
the emotions, feelings, and perception of the consumer; and the symbolic dimension
representing the consumption based on phycological factors, social status, and the
demonstration of wealth (Berthon et al., 2009). According to Morhart et al. (2015), brand
authenticity is an essential attribute of luxury branding. In principle, in order for a brand
to be perceived by consumers as authentic, it has to be considered as relevant,
original, and genuine. Gupta el. (2022) highlight the need for luxury brand managers to
develop marketing tactics to ensure that consumers are highly engaged with luxury
brands and build special relationships with them. Sreejesh et al. (2016) also add the
concept of brand aspiration as a major one to enhance effective luxury brand
management. Brand aspiration is considered by the researchers as the primary motive
for luxury brand attachment. Sreejesh et al. (2016) also emphasize on the need for

luxury brand managers to charge higher premiums for their products.

Understanding customer’s value position is an essential tool for managing to improve
customer service delivery (Ravald & Gronroos, 1996; Kordupleski, 2003; Lindgreen and
Wyndstra, 2005). The value position and needs are complex and can be differentiated
based on many factors; within the literature this value varies considerably (Ismail &
Khatibi, 2004; Lin et al., 2005). Value is being described as a “trade-off” among all the
benefits gained and the sacrifices that are made by each customer (Woodall, 2003;
Lapierre, 2000; Teas & Agarwal, 2000; Flint et al., 1997; Ravald & Gronroos, 1996;
Zeithaml, 1988;). Customers benefits gained include the quality of the products and
services offered, as well as the benefits they gain from this relationship (Lindgreen &
Wyndstra, 2005). On the other hand, the sacrifices include all the monetary sacrifices,
such as acquisition and operation costs (Cannon and Homburg, 2001), and they
include non-monetary sacrifices as well as the investment of energy, time, and effort

(Ravald & Gronroos, 1996; Lapierre, 2000).
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Zeithaml (1988) has developed a typology of consumer value, which consists of four
attributes, when consumers actually ask themselves what value is for them. The first
and most common attribute is that of price. In other words, some consumers define
value as the actual price in which they can purchase a product or service. The second
attribute is the trade-off between costs and benefits, which was also described above.
The third attribute of value, according to the model of Zeithaml (1988) is the so-called
value for money. Based on this attribute, consumers perceive having higher value,
when they believe that the product they have purchased offers them considerable
benefits for the money they have spent on purchasing it. Last but not least, Zeithaml
suggests that eventually value has to do with the overall consumers’ experience, which
comprises of both quantitative and qualitative elements, either objective or subjective.
Overall, the rationale is to be able to achieve the required product at the lowest
possible costs, without lowering at all the product quality (Flint et al., 1997; Fong et al.,
2001). When customers are interacting with luxury brands, they gain both functional
and emotional values (Addis et all, 2001). In luxury brand consumption, they
particularly obtain social, and self-expressive values additionally to the practical values

(Lee etal., 2015)

Customer satisfaction and the complaint behaviour adopted by customers have
become popular research subjects in an international context for marketing scientists
over at least the last three decades. In particular, the dominant models of customer
satisfaction identified in the global academic literature perceive the concept as a
function of customer expectations from a product and its perceived performance. As
such, if perceived performance is equal to or greater than customers’ expectations,
then customers feel satisfied. Otherwise, i.e. if actual-perceived performance is less
than expectations, then customers feel dissatisfaction (Kotler, 2000). Complaint
behavior is also a concept clearly related with customer satisfaction. It is more
precisely related to dissatisfaction, since dissatisfaction is considered as a necessary -
though not sufficient - condition to trigger complaint behavior on the part of customers.
More specifically, complaint behavior refers to reactions and consequences that relate
to forms of behavior and that are likely to be adopted by a client that is not satisfied with

a product or service (Gummesson, 2002).
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The relationship between perceived customer value and satisfaction is verified by the
findings of Lam et al. (2004), which indicate that customer value and customer
satisfaction are highly related with each other. The relationship is verified not only in
strictly marketing settings, but also educational ones. Indeed, Herman (2014) tested
the validity of the abovementioned relationship in a sample of 200 universities
undertaking face-to-face tutorials with their tutors. and found that customer value and
satisfaction were highly related with each other, calling educators and academic
institutions to focus on offering value to students, as a means of the latter to be more
satisfied, which shall have important positive effects on their educational

achievements.

Although existing literature in branding reflects repetition in purchases as key ingredient
for a business success, identifying that this phenomenon will be remaining a challenge,
especially in luxury market (Ko et al.,, 2019). According to Chan et al. (2015), the
definition of a repurchase is “an individual's judgment on buying a designated brand of
product/service from the same company again, taking into account his or her current
situation and likely circumstances.” Therefore, a repeat consumer is purchasing again
the same brand because of the different product and services it is offering to them and

is more likely to repeat the purchase after being satisfied by the previous purchase.

In the business world, repeat customers are perceived to be more profitable than new
customers (Chan et al. 2015). As a result, more and more retail companies are
measuring their success based on repurchasing their luxury goods (Chan et al. 2015).
Customers that are repurchasing the same brand are more experienced, requiring less
effort and spending for their purchase decision, and therefore reducing brand’s effort to
market the unique selling points of the brand, as well as the offerings (Chen et al.,

2016).

Achieving maximum value, and motivating consumers into a repurchase decision, is a
result of the overall customer experience and satisfaction with the brand after its
purchase (Singh, 2021). Most of modern retailers in the luxury market have emphasized

in the achievement of customer satisfaction and overall experience after the purchase
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of an item. After sales customer satisfaction can have multiple dimensions and an
important impact on consumer’s final repurchase decision (Worfel et al., 2022).
Customer involvement is very important, as the more important the product or service
is to a customer, the more likely it is to make the right repurchase decisions (Tresna et
al., 2021). Involvement is important not only as a means of determining repurchase
intentions, but also as a means of moderating the relationship between perceived
value, customer satisfaction and repurchase intentions Eskiler & Altunisik (2021). The
market itself is also a determinant of customers’ repurchase intentions and loyalty.
Indeed, the development of consumer trust lies in the market, as the opportunity and
probability of switching to an alternative supplier is high, if the number of competing
suppliers is high and few efforts are required to change. In such circumstances,
switching becomes purer (Smilansky, 2018). Another factor that is extremely important
for building trust and loyalty for a company, a product or brand is that of demographic
characteristics of customers (Jen & Hu, 2003). It is also perceived customer value that
determines repurchase intentions. This is also the conclusion derived from the

research findings of Vogel et al. (2008), as well as those of Alan et al., (2016).

Lau et al. (2019) conducted research in the form of a survey with questionnaires and
found that customer satisfaction positively influences repurchase intention. Ibzan et al.
(2016) found that consumers intend to repurchase products from companies that
satisfy them not only in terms of product characteristics, but also in terms of the
superiority of customer service they offer to customers. Based on the analysis provided
by Singh (2021), achieving maximum value, and motivating consumers into a
repurchase decision, is a result of the overall customer experience and satisfaction
with the brand after its purchase. The research findings of Wahyuningsih (2013) are
somehow contradictory, indicating that different consumers value companies,
products and brands in different ways, just as it happens with the factors that cause
their satisfaction. The lack of identifying a clear relationship between customer value,
customer satisfaction and repurchase intention was also verified by the research
findings of Sugiati et al. (2013), who found that the relationship between customer
satisfaction and repurchase intentions is not influenced by customer value.

1.3. Rationale of Conducting the Study
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As it becomes evident from the brief research background that was outlined in the
previous section, all three concepts under discussion, namely perceived customer
value, customer satisfaction and repurchase intention, are highly complex concepts,
with numerous factors determining them. What is more, the relationship between the
three constructs has been found in existing literature and previous research findings as
one that shall not be taken for granted, since there are many and multifaceted factors
determining it. The luxury industry was selected, because it refers to a special category
of consumers and products and brands, whereby the relationship among them is even
more complex. Moreover, the particular industry was selected, because consumer
behaviour in this industry is not the same as in the case of normal goods, but rather itis
characterized by many non-tangible aspects, mainly as far as symbolizations and
values are concerned. It was, therefore, considered as very important and interesting to
analyze and identify how basic marketing concepts, such as perceived customer vaue,
customer satisfaction and repurchase intentions are related with each other in a
market with very special characteristics, as well as in a market whereby brand
management seems to be probably the most important element of commercial

Success.

1.4. Structure of Dissertation

Chapter 2 is the chapter of literature review, which reviews and analyses the academic
theory and previous research findings regarding the main constructs under
investigation, namely customer value, customer satisfaction and repurchase
intentions. Then, Chapter 3 provides a detailed outline of the research methodology
that was followed for the purposes of this dissertation, justifying the selection of the
various research methods that were followed. Chapter 4 presents the findings of the
primary research that was held, while Chapter 5 discusses these findings with respect
to the aim and objectives of the research, as well as the theoretical framework
developed in Chapter 2. Finally, Chapter 5 provides a summary of research findings,
presents the implications that research findings have and the conclusions that could
be drawn from them, while also providing the methodological limitations of the study

and guidelines and recommendations for future research.
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2. Literature Review

2.1. Luxury Goods and their Importance

2.1.1. Defining Luxury Goods

The word "luxury" is defined as something very expensive, beautiful and unique. It is a
lifestyle that is framed by an environment made up of precious objects, whose look and
feel create a sophisticated and expensive lifestyle, a unique and expensive pleasure
that someone offers to himself, without actually having any real need for it. After all,
luxury could be what some people want to do for their personal pleasure (Chevalier &
Mazzalovo, 2008). It is an attractive concept, which is highly used nowadays. However,
the perception of what luxury really is seems to be rather difficult to define, as it is
something that can only be explained by the ever-changing market trends of today's

world (Amatulli & Guido, 2011).

Luxury is a concept that can be given a variety of definitions, which are mostly related to
terms like comfort, high price and exclusivity. Therefore, it is a concept that can
combine many different definitions depending on the point of view under which it is
examined, such as cultural, technological or personal point of view. In this sense, from
a technological point of view, luxury could be defined in terms of highly innovative and
high-quality materials. From an economic point of view, it could be defined as a high
derivative costing. From a social point of view, luxury is complex in its definition, as it is

correlated with the stratification of society (Chadha & Husband, 2007).

In the above context, a luxury brand is defined as a brand to which consumers
attributed certain characteristics. Such characteristics are exceptional quality,
authentic value and offering highly desired benefits that normal and mainstream
brands cannot offer. Luxury brands are prestigious brands, thereby being offered at very
high prices, while at the same time also enhancing a deep connection between the

brand and consumers (Ko et al., 2019). In the same context, Siyao (2021) defines luxury
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goods as goods of higher quality and unique and rare characteristics, which are
purchased, in order to satisfy non-essential and secondary needs of life. Apart from
higher quality, luxury goods are also offered at higher price. The basic difference with
normal goods is that although when the price of hormal goods increase, their demand
falls, in the case of luxury goods higher price usually leads to higher demand, because
the more expensive luxury goods are, the higher quality consumers attribute to these

products, thereby wanting to acquire them even more.

Based on the analysis provided by Tiwari & Lohith (2023), consumers perceive luxury
goods as goods that have six essential characteristics, namely price, quality,
aesthetics, rarity, extraordinariness, and symbolism. In fact, the authors point out that
purchasing luxury goods is more of a sense of fulfilment and self-reflection for
consumers purchasing such products and brands. Through the purchase of luxury
products and brands, consumers have the ability to express their needs and wants,
while also reflecting their personality and social and economic status. In the context of
Maslow’s Hierarchy of Needs Model, consumers purchase luxury products and brands,
as a means of enhancing self-actualization, mainly satisfying psychological and
emotional needs. As Mandhachitara & Lockshin (2004) also point out, purchasing
luxury goods is purchasing at a higher level, when needs and wants at lower levels have
already been fulfilled. Moreover, Siyao (2021) point out that there are four drivers
behind the intention to purchase luxury products, namely drive ostentatiousness,

camouflage, possession and competition.

It follows from the above that the motives that lead to the purchase of luxury products
are many and depend on the personality and needs of each consumer. The uniqueness
of each product, its excellent quality and its high value declare their social class and
status of the society as a whole. Luxury is something that has endured over the
centuries, from ancient to

modern times, having occupied as a term many people, market experts, philosophers
and scientists. Nowadays, there are many luxury brands that correspond to many areas

of every consumer's life (Kapferer, 2008).
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Based on the analysis provided by Koronaki, 2016, from an economic theory’s
perspective, luxury brands are those whose ratio of functional utility to price is low,
while the ratio of intangible and occasional utility to price is high. The discipline of
economics provides perhaps one of the most accurate definitions of what constitutes a
luxury brand as it can be empirically tested based on Engel curves (Figure 1). These
curves are used to illustrate the relationship between total costs and the quantity of
specific products purchased. According to Figure 1, Curve a depicts a necessity good,
for which gross consumption changes more slowly than disposable income. Curve b
depicts a luxury good, for which gross consumption changes faster than disposable
income. Curve c illustrates an inferior good, for which consumption decreases, as
much as disposable income increases. According to the above, the difference between
a luxury product and a necessity product can be defined as follows:

e For basic necessities the percentage of expenses is reduced, as income

increases.

e Ahigher percentage is spent on luxury goods, as income increases

Figure 1: Engel Curves for Different Types of Goods

Engel curve for essential, luxury and inferior
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(Koronaki, 2016)
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As Akther (2014) points out, luxury is considered now as something of higher perceived
value and increased practicality, suggesting that the disappearance of the “logo-
covered product' on the market has actually come very close. The author notes that the
term "value" almost turns back to more traditional definitions where luxury has been
linked with wealth and constitutes the criterion by which consumers evaluate one's
quality of life. The element of wealth obviously plays a vital role nowadays. More
specifically, luxury has been associated with perceptions of comfort, beauty and luxury

lifestyle (Akther, 2014).

According to Corneo et al. (1997), the motives for purchasing luxury products and
brands can be of two different types: personal and social. Taking personal first into
consideration, customers can buy luxury goods for personal reasons. Indeed, personal
factors, such as pleasures and emotions, lead in this direction. Customers want to
have experiences with luxury products, in order to create something like a dream in
their life (Corneo et al., 1997). This personal motive is clearly based on the practice of
possession and pleasure (Vickers et al.,, 2003). For Dubois & Paternault (1995),
personal visions of luxury change with time and differ with respect to people belonging
to different cultures. But there are also social motives that drive luxury consumption.
Such motives allow consumers to show that they belong to one particular social group
or social class (Vickers et al., 2003). In many cases of luxury consumption, brand logo
could be more important than the product itself, because it allows the product to be
recognized by others. Vickers et al., (2003) have identified a third category of purchase
motivation luxury goods, the so-called functional motivation. This type of motivation is
about purely emphasizing on product utility. Consumers driven by this type of
motivation want products to be of very high quality, in order to be really helpful in

solving a problem for them.

Luxury consumers are often accused of trying to impress others and often an important
motivation for buying a specific luxury product or brand is glaring information to
everyone that they can afford to own it (Solomon, 2015). This means that consuming
products from luxury brands can be important for individuals that seek identification

with their standards, who use specific products and are promoted by mass media,

23



especially as far as social media and social networking are concerned. This suggests
that the social status associated with a brand is a very important factor from the

perspective of conspicuous consumption (Vigneron & Johnson, 2004).

2.1.2. Luxury Goods in a Global Context

Luxury goods are not offered to the wide extent that ordinary goods are offered in a
global context. However, their trend and demand have been increasing over time,
especially as far as the fashion industry is concerned (Tiwari & Lohith, 2023). The luxury
goods market contributes enormously to the overall global economy, ready for
sustained growth in the following decade (Bahri-Ammari et al., 2020). Luxury sales
range between 360 billion and 380 billion euros in 2023, mirroring a 5 to 12 percent of
increase in comparison to previous year (i.e., 2022). Furthermore, it is foreseen that the

luxury market will grow to €530—€570 billion until 2030 (D'Arpizio et al., 2023).

As Tiwari & Lohith (2023) point out, globalization is the main driving force behind the
development of luxury goods. More specifically, the emergence of many sources of
luxury brands worldwide have created demand for such brands, which has further
boosted, as a result of the modern communication technologies that have developed
over time. In the same context, Andronic (2021) suggests that globalization, especially
in periods of crises, like the COVID-19 pandemic, has led to increasing demand for
luxury products and brands from a wider audience, showing signs of mass
consumption, especially as far as fashion items and brands are concerned. In the same
context, Daswani & Jain (2011) note that globalization and the emergence of numerous
markets abroad has given rise to a “new” luxury generation, the one consisting of
consumers that can afford to purchase some luxury products, in contrast to older
times, whereby luxury products where actually “ultra-luxury”, giving the ability to only a

few wealthy people across the world to purchase luxury products and brands.

In contrast to the above, Rapti (2024) reports that the year 2024 will not be the year of
luxury products and markets. As the market analyst points out, luxury brands, having

been subject to constant price increases, have driven away average consumers, who
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saw their disposable income shrinking due to artificially high inflation. In order to
understand the magnitude of this fact, it is important to note that this category of
consumers represents 40% of luxury goods consumers worldwide. Another key factor
contributing to the industry's downturn is the retention of those consumers that
typically make a few transactions on an annual basis, a year, buying more affordable
luxury products, such as accessories. Even such consumers decided to avoid
unnecessary spending in 2023 and the beginning of 2024, thus affecting most luxury
goods groups. This trend has been visible since the beginning of the year, particularly in
the US, with companies such as Kering and LVMH attributing their weak performance in
America to a downturn in consumer demand. This group of consumers seems not to
have been taken seriously into consideration by luxury houses, as they continued to
raise prices, losing many customers and keeping only those that can afford high
inflation. Given the rising cost of living and the fear of recession, consumers are now
thinking twice, before making luxury purchases. This trend has a clear impact on luxury

brands.

2.1.3. The Concept of Luxury Branding

Closely linked with the concept of luxury goods is that of luxury branding. Based on the
analysis provided by Daswani & Jain (2011), is the concept referring to managing luxury
brands. The authors point out that traders of luxury products and brands first need to
identify and manage the fact that these products primarily reflect scarcity, uniqueness
and exclusiveness. According to Berthon et al. (2009), the interpretation of luxury
branding, and consumption is made in three dimensions, namely the functional
dimension, the experiential aspect and the symbolic dimension. Daswani & Jain (2011)
have added a fourth dimension, namely the hedonic dimension. Taking the functional
dimension first into consideration, this refers to the actual and functional
characteristics of products and brands. In other words, the functional dimension refers
to what products can do, rather than to what products symbolize and represent. As far
as the experiential dimension is concerned, this refers to the sensory pleasure that
consumers seek from the purchase and use of luxury products and brands. Regarding

the symbolic dimension, this refers to the need luxury products and brands to relate to
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the social status and expectations of consumers, as a means of helping them in
achieving their desired social recognition. Last but not least, the hedonic dimension
refers to the dimension of pleasure from the use of luxury products, namely the
satisfaction of certain needs and preferences. Luxury branding is gaining market share
not only in developed markets, but also in emerging economies and will continue

gaining market share in the following decades (Bahri-Ammari et al., 2020).

As it follows from the above, luxury branding, or managing luxury brands, goes far
beyond charging higher prices for products of higher quality. Rather, it refers to
managing all those aspects that luxury brands represent and symbolize. More
particularly, further to the elements that were addressed before, there are certain
elements that have to be managed in the context of luxury branding (Christodoulides et
al., 2009). In specific, apart from high price and high quality, luxury brand managers
have to deal with the story of luxury brands as well. The story of luxury brands is indeed
very important, since, apart from linking to the emotions of consumers, they also help
in increasing brand recognition in a given niche market. When marketers effectively
manage brand story, they add to the credibility of a brand, which is eventually being
transformed from a product or commodity into a symbol of luxury (Daswani & Jain,

2011).

Luxury branding also encompasses managing the identity of a luxury brand. The term
refers to managing all single elements that make up the whole of a brand, such as
logos, colours, packaging, language, messages and appearance, among others. It is
through effective brand identity that a brand develops a long impression in the minds of
consumers, while at the same time also reflecting exclusivity — one of the core

elements of luxury brands — and premium positioning (Atwal & Khan, 2008).

Given the nature of luxury brands and the lifestyle that they promote, it is highly
important — if not almost essential — for luxury brand managers to connect their luxury
brands with celebrities. This is the practice of celebrity endorsement and the celebrities
that are selected to promote brands are referred to as celebrity ambassadors (Chadha

& Husband, 2007). Since celebrities are well-known, most of them are wealthy and
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generally promote a wealthy and sophisticated lifestyle, they are highly important for
adding sophistication and elegance to luxury brands. In other words, luxury brand
managers do not only enhance that celebrities carry their brands, but also that their

luxury brands shall reflect certain luxury values (Atwal & Williams, 2009).

Based on the analysis provided by Wilson (2015), the fact that more and more people
have been able to afford to purchase some luxury items, has also changed the way in
which business executives also manage luxury brands. The researcher notes that now
that social media give the ability to users to demonstrate their wealth and luxury in
various way on a daily basis, consumers do not feel the need to demonstrate their
brand logos to the extent they did in the past. This has led luxury brand managers in
designing luxury brands in a way that logos are small or even totally hidden, putting
instead visible product features that indicate their origin and brand. In the same
context, Wilson et al. (2015) suggest that the abovementioned trends in luxury fashion
worldwide have also led luxury brand managers in not competing in terms of what
brands mean and symbolize, but rather on the basis of the utility of the products they
offer, that is, product utility. This is because of the switch of wealthy people in not being
so interested in demonstrating their luxury, thereby selecting luxury products on the

basis of the utility they offer them.

According to Morhart et al. (2015), brand authenticity is an essential attribute of luxury
branding. In principle, in order for a brand to be perceived by consumers as authentic, it
has to be considered as relevant, original, and genuine. As analyzed before in the
context of how luxury brands have evolved and developed over time, Morhart et al.
(2015) point out that authenticity has become more important for consumers than
quality, just as quality became after a point more important than price and price had
become more important than product availability. It follows from the above that luxury
brand managers need to place huge importance on the attributes of their brands that
consumers relate with authenticity, which, among other, also include management of
heritage, origin, credibility, self-verifications and moral values. Of course, the big

challenge for researchers is how to measure brand authenticity, which, according to
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the abovementioned researchers, is very difficult, due to the very subjective nature of

the concept and the factors determining it.

In the same context, Gupta el. (2022) highlight the need for luxury brand managers to
develop marketing tactics to ensure that consumers are highly engaged with luxury
brands and build special relationships with them. The authors point out that the need
for building special relationships with brands is by far higher in the case of luxury
brands, than it is in the case of non-luxury brands. In this context, Gupta et al. (2022)
emphasize on the need for luxury brand managers to enhance the best possible
experience of consumers with the acquisition and use of luxury brands, which must be
highly memorable and personalized. This is why the researchers stress the numerous
opportunities for personalized luxury branding communication that social media offer.
Through their literature review, the researchers conclude in that maximum satisfaction
of luxury customers is achieved through the satisfaction and emotional and hedonic
needs of consumers, which are enhanced through offering the best and special
experience of brands. In this case, as it is analyzed in a next section of this chapter,
luxury consumers are more likely to proceed with higher repurchase frequency, which

is a strong indication of brand loyalty.

Sreejesh et al. (2016) also add the concept of brand aspiration as a major one to
enhance effective luxury brand management. The authors verify the analysis so far in
that luxury brand management requires distinctive strategies and tactics, mainly
because consumers connect luxury brands with the satisfaction of their self-
aspirations, as well as because of the general social distinctions that luxury brands
reflect. In spite of these general statements, though, consumers are not exactly sure
about why they prefer certain brands. In this context, the concept of brand aspiration
refers to the need of consumers to get attached with certain brands, mainly because of
the lifestyle and the values that certain brands reflect, mainly as far as luxury brands
are concerned. It is this aspiration that motivates consumers to wish to acquire a
product or brand. This is a behavioural intention that in turn leads to brand
commitment. Again, brand aspiration is considered by the researchers as the primary

motive for luxury brand attachment. For marketers, this means that first and foremost
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they have to create a distinctive and unique brand image. Then, they must identify the
factors that determine consumers’ brand aspiration, such as whether luxury brands
help consumers in being different from others, reflect their self-identity, getting them to
be recognized and appreciated by others, while also portraying their achievements,
making them feel great, as well as making them feel that they can achieve anything.
Only when they identify which of the above factors are the most important can luxury
brand managers design the most attractive design and identify of their luxury brands.
Sreejesh et al. (2016) also emphasize on the need for luxury brand managers to charge
higher premiums for their products. The basic reason is not that consumers are in any
case willing to pay this higher premium, thereby adding to the sales revenues and
profitability of brands. Rather, the reason is mainly that higher premium reflects luxury,
so for consumers it is somehow like a prerequisite and determinant of luxury to

purchase brands that are offered at a higher premium in the market.

The importance of charging higher premiums for luxury brands has also been verified by
the findings of Yoo et al. (2000). The researchers carried out a survey with
questionnaires with 569 randomly-chosen consumers, as a means of identifying which
marketing mix elements are associated with brand equity, the latter being measured in
terms of brand quality, loyalty and associations combined with brand awareness.
Based on their findings, price promotions lead to low brand equity and perceived brand
value, because consumers associate low prices and discounts as reflecting lower
quality and image of products and brands. In contrast, high prices, high advertising
spending, intensive distribution strategy and elegant store environment are those

elements that lead to high brand equity.

2.2. Customer Value

2.2.1. Defining Customer Value

Value is being described as a “trade-off” among all the benefits gained and the

sacrifices that are made by each customer (Woodall, 2003; Lapierre, 2000; Teas and

Agarwal, 2000; Flint et al., 1997; Ravald and Grdnroos, 1996; Zeithaml, 1988). More
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specifically, customer value refers to being able to achieve the required product at the
lowest possible costs, without lowering at all the product quality (Flint et al., 1997; Fong

et al., 2001).

When customers are interacting with luxury brands, they gain both functional and
emotional values (Addis & Holbrook, 2001). In luxury brand consumption, they
particularly obtain social, and self-expressive values additionally to the practical values
(Lee et al., 2015). Customers benefits gained include the quality of the products and
services offered, as well as the benefits they gain from this relationship (Lindgreen &
Wyndstra, 2005). On the other hand, the sacrifices include all the monetary sacrifices,
such as acquisition and operation costs (Cannon & Homburg, 2001), and they include
non-monetary sacrifices as well as the investment of energy, time, and effort (Ravald &

Gronroos, 1996; Lapierre, 2000).

As analyzed by Zeithaml et al. (2020), customer value is a major determinant of
competitive advantage, thereby leading companies in perceiving the value they create
for their customers as the core element on which they build their marketing strategies
and tactics. Holbrook (1999) is considered as the pioneer of the term “consumer
value”. The famous researcher has described consumer value as the basic element of
consumers’ experience. Based on his academic work, there is a fundamental typology
of consumer value, which consists of four main types, namely economic, social,
hedonic, and altruistic value. These four core values have been further categorized into

8 main types, as analyzed below:

Efficiency: In the context of consumer value, efficiency refers to the ratio of inputs to
outputs, i.e. what benefits consumers acquire from the use of a product in relation to
how much it cost them to purchase and use a product or service

Excellence: Consumers get to admire the quality of a product, if it offers a good output
in achieving a specific operational function for which it was purchased at first place
Status: Consumers gain value from the purchase of a product, if it gives them the ability

to demonstrate a desired social status
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Esteem: Consumers gain value from the purchase of a product, if it gives them the
ability to demonstrate a desired personal image, mostly reflecting success

Play: Consumers shall feel getting value from the purchase and use of a product or
service, if the use of the product adds to the fun they experience

Aesthetics: Apart from consumers that seek for external recognition, there are also
those that feel internally well with the purchase and use of products, without
demonstrating it in public

Ethics: Consumers often proceed with certain purchases, in order to enhance not their
own well-being, but the well-being of others

Spirituality: This is a more religious term, used in the context of consumer value when
consumers exhibit certain purchasing behaviour, as a means of reaching a higher
spiritual level or coming closer to a divine power

(Holbrook, 1999)

Zeithaml (1988) has also developed a typology of consumer value. His model consists
of four attributes of value, when consumers actually ask themselves what value is for
them. The first and most common attribute is that of price. In other words, some
consumers define value as the actual price in which they can purchase a product or
service. The second attribute is the trade-off between costs and benefits, which was
also described above. Based on this attribute, consumer define value as what benefits
they get with the purchase and use of products, as compared with the cost of
purchasing and using the product where costs refer not only to financial costs, but also
any other sacrifice that was made, as, for example, neglecting the purchase of another
product. The third attribute of value, according to the model of Zeithaml (1988) is the
so-called value for money. Based on this attribute, consumers perceive having higher
value, when they believe that the product they have purchased offers them
considerable benefits for the money they have spent on purchasing it. Last but not
least, Zeithaml suggests that eventually value has to do with the overall consumers’
experience, which comprises of both quantitative and qualitative elements, either

objective or subjective.
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Olaru et al. (2008) conducted research, in order to investigate the determinants of
customer value. Their research was quantitative and was held with Australian
customers, who were randomly chosen. Based on the findings of their research, the
comparison between benefits and what consumers have to sacrifice, in order to
purchase a product or brand, where main determinants. Also, the researchers found
that consumers perceived value as more important, when dealing with purchases that
had long-lasting effects on consumers. The researchers concluded in that
organizations need to pay high attention to those technical and non-technical features

of their products, as a means of creating higher perceived value for customers.

2.2.2. Customer Value and Luxury Brands

When customers are interacting with luxury brands, they gain both functional and
emotional values (Addis & Holbrook, 2001). In luxury brand consumption, they
particularly obtain social, and self-expressive values additionally to the practical values
(Lee et al., 2015). Based on the analysis of Siyao (2021), when price of luxury goods
increases, consumers tend to wish to purchase them even more, because through the
acquisition and demonstration of such products they believe they shall gradually

increase their own value as well.

An interesting insight is the one provided by Thompson et al. (2005), who have
introduced the concept of attachment, in order to describe and explain the value that
consumers attribute to luxury brands. Based on the viewpoint of the authors, customer
value shall also be analyzed with respect to the level of emotional attachment between
consumers and products and brands. If consumers are highly attached to a brand, they
are more likely to pay a higher premium, in order to acquire it, while at the same time
also becoming loyal to it. They are also more likely to make sacrifices, in order to
acquire their desired product or brand. The authors also point out that the more
attached consumers are to a brand, the more likely it is for them to develop positive
attitudes towards the brand. At the same time, the level of attachment is also positively
related with customer satisfaction with the brand. In the context of value, this does not

mean that satisfied customers will also necessarily add value to a brand. However,
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there is higher probability that this shall happen. It is important to note that Thompson
et al. (2005) advocate that the above apply not only to luxury items, but also any

product, product category or brand that consumers happen to be attached to.

The concept of brand attachment has also been studied by Shimul et al. (2019), who
advocate that highly-attached customers are not only those that will repeat their
purchase and become loyal, but also those that shall recommend a brand to others as
well. In this context, luxury brand managers that design marketing practices to increase
brand attachment shall have the ability not only to increase their customer base
through word of mouth, but also through enjoying lowering advertising and overall
marketing communications costs. At the same time, highly-attached consumers shall
be willing to pay higher premiums, while also being more willing to be engaged with
brand communities and not being so influenced by potential negative information and
publicity for their favourite brand. Since attached customers are expected to continue
purchasing a brand for long time periods, it is also easier for luxury brand managers to
approach them with more personalized advertising messages that match their
preferences and appealing, while also offering them exclusive offers, with the aim being
to maintain the long-lasting relationship between their brand and their customers, as
well as to eventually bring consumers’ perceived self-concept inside the brand itself. In
addition to the above, luxury brand managers that have to do with highly-attached
customers have a higher potential of successfully introducing new products in the
market, because their appeal to their attached customers is expected to be high. In
turn, all the above lead to maintaining and increasing brand equity, the term referring to
the overall value of a brand in the minds of consumers and the market in general. In a
similar context, Chaudhary & Kumar (2021) also studied the importance of brand
attachment for consumers in the luxury fashion industry in India. The researchers found
that the relationship between purchasing intention and actual purchase of luxury

fashion brands in the country is moderated by the influence of brand attachment.
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2.3. Customer Satisfaction

2.3.1. Defining Customer Satisfaction

Customer satisfaction and the complaint behaviour adopted by customers have
become popular research subjects in an international context for marketing scientists
over at least the last three decades. In particular, the dominant models of customer
satisfaction identified in the global academic literature perceive the concept as a
function of customer expectations from a product and its perceived performance. As
such, if perceived performance is equal to or greater than customers’ expectations,
then customers feel satisfied. Otherwise, i.e. if actual-perceived performance is less
than expectations, then customers feel dissatisfaction (Kotler, 2000). Complaint
behavior is also a concept clearly related with customer satisfaction. It is more
precisely related to dissatisfaction, since dissatisfaction is considered as a necessary —
though not sufficient - condition to trigger complaint behavior on the part of customers.
More specifically, complaint behavior refers to reactions and consequences that relate
to forms of behavior and that are likely to be adopted by a client that is not satisfied with

a product or service (Gummesson, 2002).

The satisfaction of customers seems to be one of the most important factors for the
correct introduction and market maintenance of a product or service, while also
contributing to overall business development. The concept of customer satisfaction is
often considered by management of organizations as the key to their long-term
success. In the context of marketing, the relationship between customer satisfaction
and retention is often addressed as a central determinant of corporate success
(Hennig-Thurau & Klee, 1997). Loyalty and commitment of customers in an organization
reduces organizational spending and increases sales, or at least keeps them relatively
stable, requiring less advertising, while at the same time also allowing business
executives to work towards increasing the level of satisfaction of their customers (Farris

etal., 2010).

Indeed, there are numerous benefits for organizations, which are associated with

increased customer satisfaction. As reflected from the analysis held so far, and as it
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will be analyzed in more details in a later section, satisfied customers are more likely to
repeat their purchases and eventually become loyal customers of the company whose
products and brands has satisfied them. Further to the above, customer satisfaction
leads customers in making more and more purchases from the company that satisfies
them, which eventually leads to higher sales revenues, thereby connecting customer
satisfaction with the commercial and financial performance of organizations (Bluestein
et al., 2003). The same goes with word of mouth that customer satisfaction also
enhances and maintains. Indeed, when customers are satisfied with the offerings of a
company, they are more likely to recommend the company to people they know,
thereby further increasing the sales potential of the company. Sales potential also
increases through the positive publicity that satisfied customers create for a company.
This could also be associated with the concept of creating positive electronic word of
mouth, the term referring to creating positive publicity and influence others through
digital means of communication, with social media being at the forefront (Felix et al.,
2016). The above reflect another very important advantage offered to organizations
whose customers are satisfied, the one of increased competitive advantage. Indeed,
satisfied customers lead organizations in increasing their competitiveness over those
companies whose customers are not so satisfied, thereby having the probability to

switch to the former, in order to become satisfied as well (Johnson et al., 2001).

2.3.2. Factors Determining Customer Satisfaction

The key to maintaining the loyalty of customers is their satisfaction. To achieve this, itis
necessary first that they will be satisfied with respect to the expectations that they have
created. Second, there should be no problem with the product or service, when
purchasing or consuming it. Third, the value provided needs to be as optimal as
possible (Hurriyati, 2010). In this context, there are three key factors related to the
achievement of the above: company- brand image, service or product quality and value

(Subekhi & Hadibrata, 2020).

The image of a company comes from the market itself, whereby it is observed and

confirmed whether company or brand image is eventually positive or negative. In the

35



end of the day, no company or brand will have a positive image in the long run, if they do
not deserve it. Therefore, company or brand image is often used as an external source
of validation of consumers’ perceptions (Zeithaml, 1988). The image of a company is
also defined as the impression that it causes, as it is reflected in the memory of
consumers. Corporate image is created and developed in the minds of consumers
through communication and experience, thus influencing their judgement and
satisfaction. When customers are happy with the treatment they receive, their attitude
towards a company improves, resulting in also affecting customer satisfaction with the

company and the brand (Andreassen et al., 1998).

With respect to product quality, customer satisfaction is the evaluation of a service or
product after their purchase. Customers are happy and satisfied, when the product or
service performs better than expected, while they are dissatisfied, when expectations
exceed performance. The non-confirmation arising from inconsistencies between

performance and obstacles shape customer satisfaction (Zeithaml et al. 2006).

As far as value is concerned, which was also analyzed in the previous section, the
perceived value of a good, commodity or service is a strategic weapon for customer
attraction and retention. It has become one of the most important factors regarding the
success of both product and service providers. Actually, the value of a product or
service is the assessment of its advantages against the price that consumers pay for it.
Another explanation — or actually definition - of value is the exchange between the
perceived benefits offered in relation with the perceived sacrifices made for the
purchase of the product, as also analyzed before (Zeithaml et al. 2006). Based on the
analysis of Flint et al. (2002), customer value has another meaning, the one of

customer's desired price.

Cesily (2022) conducted research with a convenience sample of 30 consumers, in order
to identify the factors that determined their customer satisfaction, as far as the wider
food sector is concerned. Determinants were classified into three categories, namely
product-oriented factors, customer-oriented factors and firm-oriented factors. Taking

product-oriented factors first into consideration, superior quality of customer service
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and exceptional product quality were found to be the most important factors
influencing customer satisfaction. Regarding customer-oriented factors, customer
satisfaction was found to be influenced by the internal process that take place in the
minds of consumers, when they take their purchase decisions, with coverage of needs
and preferences being at the forefront. As far as firm-oriented factors are concerned,
research findings indicate that consumers tend to be more satisfied, when they offer
products that are durable and riskless, while also offering products and services that

are customer-oriented.

Kabir et al. (2009) also studied the factors that determine customer satisfaction, as this
was examined in the case of telecommunications providers sector in Bangladesh. The
researchers actually carried out a survey with questionnaires with 300 mobile
telecommunications subscribers in the three top companies in Bangladesh. The
research findings indicated a linear relationship between service quality and customer
satisfaction, while switching costs and trust to the vendor were also found to be
important determinants not only of customer satisfaction, but also customer loyalty.
Trust was found to be the most important of the abovementioned factors. The
researchers concluded in that service providers in the telecommunications industry of
Bangladesh shall do what it takes to make consumers to trust them, as a means of
enhancing their satisfaction, provided, of course, that service quality will also be

exceptional.

The research findings of Nikhashemi et al. (2013) verify how complex customer
satisfaction is as a concept, as well as how many factors determining it, depending on
the nature of the industry and the products or services. The researchers conducted
their research, in order to identify the factors determining customer satisfaction in the
case of online shopping. The research was carried out with a random sample of 218
online shoppers. The findings of the research indicated that ease of product or service
use, security of online transactions and overall shopping convenience are the main

factors deriving the satisfaction of online shoppers.
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Table 1 provides a summary of the previous research studies analyzed in this section,

as far as the factors that determine customer satisfaction are concerned.

Table 1: Summary of research studies for identifying the factors that determine
customer satisfaction

Authors

Aim - Objectives

Research Type &
Sample

Results

Cesily (2022)

To identify the
factors that
determined their
customer
satisfaction, as far
as the wider food
sectoris concerned

Quantitative survey

Convenience
sample of 30
consumers

Superior quality of
customer service
and exceptional
product quality the
most important
factors influencing
customer
satisfaction.

Customer
satisfaction was
found to be
influenced by the
internal process that
take place in the
minds of
consumers, when
they take their
purchase decisions,
with coverage of
needs and
preferences being at
the forefront

Consumers tend to
be more satisfied,
when they offer
products that are
durable and riskless,
while also offering
products and
services that are
customer-oriented

Kabir et al. (2009)

To study the factors
that determine
customer
satisfaction in the
case of the

Quantitative survey

300 mobile
telecommunications
subscribers in the

Linear relationship
between service
quality and
customer
satisfaction
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telecommunications
sectorin
Bangladesh

three top companies
in Bangladesh

Switching costs and
trust to the vendor
important
determinants not
only of customer
satisfaction, but
also customer
loyalty.

Trust the most
important factor
Service providersin
the
telecommunications
industry of
Bangladesh shalldo
what it takes to
make consumers to
trustthem, as a
means of enhancing
their satisfaction,

Nikhashemi et al.
(2013)

To identify the
factors determining
customer
satisfaction in the
case of online
shopping

Quantitative survey

Random sample of
218 online shoppers

Ease of product or
service use, security
of online
transactions and
overall shopping
convenience are the
main factors
deriving the
satisfaction of
online shoppers

2.3.3. Customer Value and Customer Satisfaction

Based on the analysis held so far, it becomes evident that customer value is used in

marketing models, like the one developed by Subekhi & Hadibrata (2020), as one of the

core factors determining customer satisfaction. The relationship between the two

concepts is also verified by the findings of Lam et al. (2004). Indeed, the findings of the

literature review held by the authors indicate that customer value and customer

satisfaction are highly related with each other. In fact, the author also noted that
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through enhancing customer satisfaction, customer value leads to customer loyalty as

well.

Hafidz & Huriyahnuryi (2023) also conducted research, in order to identify the
relationship between perceived customer value and customer satisfaction in the fast-
food industry in Indonesia. Their survey was carried out with a sample of 240
consumers, aged 15-40 years, who were surveyed while having visited fast-food
restaurants in the area of Jabodetabek. The first finding of the researchers was that
perceived customer value is positively associated with customer satisfaction.
Customer satisfaction was found to have the most important impact in corporate
image. Further, the researchers found that positive corporate image is the most
important moderating factor in the relationship between customer satisfaction and
loyalty. The researchers concluded in that apart from the above constructs, research
findings also indirectly indicate the importance of perceived service quality as a
determinant of customer satisfaction, being one of the main factors that perceived

customer value comprises of.

Fan & Zainol (2022) also studied the relationship between perceived customer value
and customer satisfaction and in turn the influence of customer value on customer
loyalty. Also, the researchers wanted to identify what dimensions of customer value are
those that moderate the direct relationship between customer satisfaction and
customer loyalty. The research was actually a pilot study, which was conducted with a
sample of 39 consumers that were about to purchase a new car in China. The findings
of the research indicated that perceived customer value positively influences customer
satisfaction. Also, it was found that both customer value and customer satisfaction
positively influence customer loyalty. In the context of the above findings, researchers
also reached the conclusion that perceived customer value, measured as functional
values, financial values, social values and hedonic values, also influence customer

loyalty.

The research of Kaptanoglu & Yukselen (2020) was another research that was occupied

with analyzing the relationship between perceived customer value and satisfaction,
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with level of product involvement being the moderating factor that was tested. Their
research was carried out with a convenience sample of 604 graduate students of
Istanbul Beykent University. For the purposes of the study, a soft drink was selected as
a low-involvement product and a mobile phone as a high-involvement product. The
findings of the research indicated that customer satisfaction has a strong influence on
customer loyalty. However, the level of product involvement was not found to have a

moderating effect on the above relationship.

The relationship between customer value and customer satisfaction is verified not only
in strictly marketing settings, but also educational ones. Indeed, Herman (2014) tested
the validity of the abovementioned relationship in a sample of 200 university students
undertaking face-to-face tutorials with their tutors. In this special case, customer value
was measured in terms of tutors’ performance, tutorial results and tutorial costs. The
findings of the research indicated that customer value and satisfaction were highly
related with each other, calling educators and academic institutions to focus on
offering value to students, as a means of the latter to be more satisfied, which shall

have important positive effects on their educational achievements.

Table 2 provides a summary of the previous research studies analyzed in this section,
as far as the relationship between perceived customer value and customer satisfaction

is concerned.

Table 2: Summary of research studies for identifying the relationship between
perceived customer value and customer satisfaction

Authors

Aim - Objectives

Research Type &
Sample

Results

Lam et al. (2004)

To identify the
relationship
between perceived
customer value and
customer
satisfaction

Literature review

Customer value and
customer
satisfaction are
highly related with
each other

Through enhancing
customer
satisfaction,
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customer value
leads to customer
loyalty as well

Hafidz &
Huriyahnuryi (2023)

To identify the
relationship
between perceived
customervalue and
customer
satisfaction in the
fast-food industry in
Indonesia

Quantitative survey

240 consumers,
aged 15-40 years,
while having visited
fast-food
restaurants in the
area of Jabodetabek

Perceived customer
value is positively
associated with
customer
satisfaction

Customer
satisfaction the
most important
impactin corporate
image

Positive corporate
image the most
important
moderating factor in
the relationship
between customer
satisfaction and
loyalty

Indirect importance
of perceived service
quality as a
determinant of
customer
satisfaction

Fan & Zainol (2022)

To study the
relationship
between perceived
customer value and
customer
satisfaction and in
turn the influence of
customer value on
customer loyalty

To identify what
dimensions of
customer value are
those that
moderate the direct
relationship
between customer

Pilot study
Quantitative survey

39 consumers that
were aboutto
purchase a new car
in China

Perceived customer
value positively
influences
customer
satisfaction

Both customer
value and customer
satisfaction
positively influence
customer loyalty

Perceived customer
value, measured as
functional values,
financial values,
social values and
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satisfaction and
customer loyalty

hedonic values,
also influences
customer loyalty

Kaptanoglu &
Yukselen (2020)

To analyze the
relationship
between perceived
customer value and
satisfaction, with
level of product
involvement being
the moderating
factor

Quantitative survey

Convenience
sample of 604
graduate students
of Istanbul Beykent
University

Customer
satisfaction has a
strong influence on
customer loyalty

Level of product
involvement not
found to have a
moderating effect
on the above
relationship

Herman (2014)

To test the
relationship
between customer
value and customer
satisfaction in
educational
settings

Quantitative survey

200 university
students
undertaking face-
to-face tutorials
with their tutors

Customer value and
satisfaction highly
related with each
other

Educators and
academic
institutions to focus
on offering value to
students, as a
means of enhancing
their satisfaction

Satisfaction shall
have important
positive effects on
their educational
achievements.

2.4. Repurchasing Intentions

2.4.1. Defining Repurchasing Intentions

According to Chan et al. (2015), the definition of a repurchase is “an individual's

judgment on buying a designated brand of product/service from the same company

again, taking into account his or her current situation and likely circumstances.”

Therefore, a repeat consumer is purchasing again the same brand because of the

different product and services it is offering to them and is more likely to repeat the

43




purchase after being satisfied by the previous purchase. In the business world, repeat
customers are perceived to be more profitable than new customers (Chan et al. 2015).
As a result, more and more retail companies are measuring their success based on
repurchasing their luxury goods (Chan et al. 2015). Customers that are repurchasing
the same brand are more experienced, requiring less effort and spending for their
purchase decision, and therefore reducing brand’s effort to market the unique selling

points of the brand, as well as the offerings (Chen et al., 2016).

Repurchasing intentions are often used in a similar way like customer loyalty. The term
refers to the behaviour of consumers whereby they remain loyal to a company or brand,
purchasing certain products of certain brands and from certain companies, as a means
of expressing their satisfaction with the use of products or the service they enjoy from
companies. However, this does not mean that customers with repurchasing intentions
will eventually become loyal customers as well. In any case, loyal customers are
considered as being those that repeat their purchases, no matter if they continue to do

it forever (Lee et al., 2001).

2.4.2. Factors Determining Repurchasing Intentions

The companies that have the highest levels of customer trust are also those having the
highest potential of enhancing and maintaining the repurchasing behaviour of their
customers. Instead of just providing mainstream solutions, companies maintaining the
trust and loyalty of their customers are those that have focused their attention on the
development of innovative and attractive products, thereby having focused decisively
on providing the benefits and privileges that their customers expect every time (Buckinx
et al., 2007). The main elements of the basic offer that have a prominent role in the
development of customer trust and, thus, loyalty and repurchasing intention, is
location and facilities, service and the product and/or service itself (Gongalves et al.,

2020).

As it will be thoroughly analyzed in the next section, satisfaction is the most important

factor and comparison measure of customer loyalty, which is associated with
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repurchasing intention. However, based on the findings of Cronin et al. (2000),
satisfaction is not the most important indicator of customer loyalty, when it is taken
from distance. The researchers provide the example of some car manufacturers, which
have claimed that satisfaction levels of their customers are higher than 90%. However,
only few of their customers that have chosen a car brand have repeated the purchase of
the same car brand. It follows from the above that satisfaction is inextricably linked to
loyalty, as the lower the satisfaction, the lower the levels of loyalty demonstrated by

customers.

The importance and weight of a purchase or repurchase decision are also expressed in
elasticity, which is denatured at the level of either involvement or indifference of
consumers. Customer involvement is very important, as the more important the
product or service is to a customer, the more likely it is to make the right decisions.
Some customers will be involved to a bigger extent in the purchase or repurchase of
certain product categories, such as cars or clothes. However, businesses that trade
goods and services will not wait long for their involvement, thereby seeking to find other
ways to win their loyalty and enhance their repurchasing intentions. In addition, some
customers are particularly indecisive about the purchase or repurchase of some
products, possibly because there may be a balance between advantages and
disadvantages (Tresna et al., 2021). In other words, when a product has been
commoditized to a very big extent, the attainment of repurchase intention and
eventually loyalty is more difficult, since the product has become particularly well-
known to consumers. As such, consumers may sometimes choose not to purchase
certain brands for products that are well-known, thereby not paying so much attention
to the few distinctive features that would make them switch to a certain company and

brand (Chen & Chen, 2017).

Involvement is important not only as a means of determining repurchase intentions, but
also as a means of moderating the relationship between perceived value, customer
satisfaction and repurchase intentions. This is highly verified by the research findings of
Eskiler & Altunisik (2021). The researchers conducted research with 842 consumers

and found that consumers that are highly involved in their purchasing decisions pay a
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lot of attention to service quality and perceived value, while their level of satisfaction
influences to a big extent their post-purchasing behaviour, mainly as far as repurchase
intentions are concerned. In contrast, for low-involvement customers, their satisfaction

may not play such a fundamental role in determining their post purchase behaviour.

The market itself is also a determinant of customers’ repurchase intentions and loyalty.
Indeed, the development of consumer trust lies in the market, as the opportunity and
probability of switching to an alternative supplier is high, if the number of competing
suppliers is high and few efforts are required to change. In such circumstances,
switching becomes purer (Smilansky, 2018). Conversely, when considerable time and
effort are invested in the relationship between a customer and a brand, switch
becomes more difficult and improbable. This is normally the case when only a few
players compete in the market, such as in the case of oligopolies. In such cases, it is
easier to build strong relationships between customers and suppliers, also taking into
consideration that there are not many alternatives in the market. It follows from the
above that intensity of competition may be a factor undermining companies’ efforts to

drive repurchase intentions and loyalty of their customers (Frow & Payne, 2007).

Another factor that is extremely important for building trust and loyalty for a company, a
product or brand is that of demographic characteristics of customers. Brands that
focus on merchandise products differentiate their marketing policies based on various
demographic characteristics, such as gender, age, social status, education, culture,
geographic location and income, among others. This happens because such
demographic characteristics influence to a big extent customer perceptions of
companies, products and brands. The study of demographic characteristics is common
in the context of studying customer satisfaction, value, repurchase intentions and
loyalty. Indeed, as analyzed earlier, different customers are different human beings,
being subject to different needs and preferences. As such, they also differ in the factors
that shall drive them to become loyal to a product or brand, wishing to repeat their
purchases (Jen & Hu, 2003). Even if they are driven by the same factors, there are also
psychographic and personality factors influencing their post-purchase behaviour; no

matter how satisfied with a product or brand some consumers may be, they may
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eventually decide to purchase other products or brands, just in order not to stick with
certain products or brands, but rather trying other options as well. Of course, based on
fundamental principles of marketing and customer loyalty, even in this case, in the end
of the trial journey, it is expected that consumers shall eventually decide to continue
repurchasing the product and brand that have satisfied them more than other (Ho &

Chung., 2020).

Under no doubt, as reflected from the analysis so far, it is also perceived customer
value that determines repurchase intentions. This is also the conclusion derived from
the research findings of Vogel et al. (2008). The researchers conducted a large-scale
survey with 5694 customers of a large European do-it-yourself retailer. Based on their
findings, consumers’ perceptions of value, brand, and relationship, which the
researchers also named as the core determinants of brand equity, are also those that
influence consumers’ repurchase intentions in the future. The researchers also
provided some useful recommendations for future research, such as, for example, to
conduct research to identify which exact attributes of repurchase intentions do the
above three determinants of brand equity influence, holding the view that perceived
value could determine the intention to purchase the same brand again, but not higher

volumes of a certain product.

The high importance of value as a determinant of repurchase intentions has also been
studied in the research of Alan et al., (2016), who actually investigated which
dimensions of luxury brands value determine repurchase intentions to a bigger extent,
through influencing brand trust and satisfaction. The four dimensions that were
investigated were social, individual, financial and functional value. The 500
undergraduate students that participated in the study, who were asked to express their
perceptions of the above in the case of purchasing luxury sunglasses, indicated that
perceived functional and financial value were essential for enhancing satisfaction with
the brand. However, it was individual value that mainly determined trust for the brand.
The researchers concluded in that perceived customer value is a determinant of

customer satisfaction and in turn repurchase intentions. However, brand managers
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need to be aware of the dimensions of value that lead to the above relationship, since

there are different dimensions of value that influence the above relationships.

Table 3 provides a summary of the previous research studies analyzed in this section,

as far as the relationship between perceived customer value and repurchase intentions

is concerned.

Table 3: Summary of research studies for identifying the relationship between
perceived customer value and repurchase intentions

Authors Aim - Objectives Research Type & Results
Sample
Vogel et al. (2008) To identify the Large-scale survey | Consumers’

values that
influence
repurchase
intentions

with 5694
customers of a
large European do-
it-yourself retailer

perceptions of
value, brand, and
relationship the
core determinants
of brand equity,
also those that
influence
consumers’
repurchase
intentions in the
future

Future research to
identify which exact
attributes of
repurchase
intentions do the
above three
determinants of
brand equity
influence

Perceived value
could determine the
intention to
purchase the same
brand again, but not
higher volumes of a
certain product

Alan et al., (2016)

To investigate which
dimensions of
luxury brands value

Quantitative survey

500 undergraduate

Perceived
functional and
financial value
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determine students essential for

repurchase enhancing
intentions to a satisfaction with
bigger extent, brand.

through influencing

brand trust and Individual value
satisfaction mainly determines

trust for brand

Perceived customer
value determinant
of customer
satisfaction and in
turn repurchase
intentions

Brand managers
need to be aware of
the dimensions of
value that lead to
the above
relationship, since
there are different
dimensions of value
that influence the
above relationships

2.4.3. Customer Satisfaction and Repurchasing Intentions

Various researchers have been occupied with the direct relationship between customer
satisfaction and repurchasing intentions. More specifically, Lau et al. (2019) conducted
research in the form of a survey with questionnaires in a sample of 96 consumers in
Indonesia. Based on their findings, customer satisfaction positively influences
repurchase intention. More particularly, the researchers found that consumers are
more willing to purchase a product again, when they have been satisfied with the
characteristics of the product. Service attributes, though, were not found to influence
repurchase intention. Of course, the research was held for industrial products and not

services, while researchers believe that shall explain the above finding.
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The above findings merely agree with those of Ibzan et al. (2016). The researchers
conducted a review of previous research studies, as a means of identifying the direct
relationship between customer satisfaction and repurchase intention. Based on the
findings, customer satisfaction and repurchase intention are closely and positively
related with each other. In fact, researchers found that consumers are more likely to
keep on purchasing products from companies that are satisfied with, rather than with
those with which they are dissatisfied. The difference with the findings of Lau et al.
(2019) is that Ibzan et al. (2016) found that consumers intend to repurchase products
from companies that satisfy them not only in terms of product characteristics, but also
in terms of the superiority of customer service they offer to customers. The researchers
concluded in that both private and public organizations that want to invest in increasing
their competitive advantage need to invest in the development of those product and

service features that shall add to the satisfaction of their customers.

Based on the analysis provided by Singh (2021), achieving maximum value, and
motivating consumers into a repurchase decision, is a result of the overall customer
experience and satisfaction with the brand after its purchase. Most modern retailers in
the luxury market have emphasized in the achievement of customer satisfaction and
overall experience after the purchase of an item (Worfel et al., 2022; Singh, 2021). After
sales customer satisfaction can have multiple dimensions and an important impact on

consumer’s final repurchase decision (Worfel et al., 2022).

The findings of llyas et al. (2020) verify the relationship between customer satisfaction
and repurchase intention. In the particular study, the researcher also studied the role of
brand awareness in moderating the abovementioned relationship, examining the
particular case of the e-commerce industry. Based on the findings of the online survey
held with 200 consumers, brand awareness was not found to influence the relationship
between customer satisfaction and repurchase intention. Therefore, the researchers
were led to the conclusion that businesses need to pay very high attention to those
features that cause higher customer satisfaction in the e-commerce industry, such as

service excellence, promotion and massive advertising, guaranteeing the safety and

50



ease-of-use apps, and ease of shopping, as a means of enhancing higher repurchase

intention and ultimately customer loyalty.

Brand experience is also another factor that determines customer satisfaction, as a
means of eventually creating repurchasing intentions and enhancing customer loyalty.
This has been found in the study of Brakus et al. (2009). Indeed, the researchers
conducted research in the form of an empirical review of the methodology and findings
of six previous studies and found that brand experience, as reflected by product,
shopping and service experience, as well as post-purchase (consumption) experience,
form the main reason for which consumers would be willing to purchase again the
same products and brands in the future. Most importantly, repeated positive
experience is associated with higher probability of enhancing and maintaining

customer loyalty in the future.

Of course, as it has been thoroughly analyzed so far, it is also perceived customer value
that determines repurchasing intention through its strong influence in customer
satisfaction. This is highly verified by the research findings of Correa et al. (2021), who
conducted research, in order to investigate the validity of the abovementioned
relationship in the case of the B2B express parcel delivery industry in Spain. Their
findings indicated that high perceived value leads customers of such companies in
being more satisfied and trust their service providers to a bigger extent, thereby also
demonstrating a strong intention to use their services again in the future. The
researchers concluded in that enhancing high perceived value is eventually every
important, especially in very competitive industries and markets, as a means of
enhancing not only customer satisfaction and loyalty, but also the overall sustainability

of organizations.

The relationship between perceived customer value and repurchase intentions also
occupied the research study of Anwar & Gulzar (2021). The researchers conducted a
survey with questionnaires, in which a random sample of 300 consumers participated.
The findings of the research indicated that positive perceived customer value increases

customer satisfaction. This satisfaction, in combination with word of mouth
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endorsement, leads to repurchase intentions. The research also found that the
relationship between customer satisfaction and word of mouth endorsement is
mediated by the role of repurchase intentions; satisfied customers that tend to repeat
their purchases are mostly those that are more likely to promote a product or brand to

other consumers through word of mouth.

Oktaviani (2024) carried out a research, in order to identify the relationship between
perceived customer value, customer satisfaction and repurchase intentions in the case
of e-female e-commerce customers. The researcher took the form of a survey with
questionnaires, which were administered to a purposive sample of 100 female e-
commerce consumers, who belonged to the customer base of Shopee. Based on the
research findings, perceived customer value and customer satisfaction have a strong
and positive influence in repurchase intentions, at least in the particular case of female
e-commerce consumers. The researchers suggested that Shopee shall pay attention to
certain service attributes, such as shopping convenience, pricing, product quality, and
order processing time, as a means of adding value to the experience of the e-shop’s
customers, from which they become more satisfied and eventually exhibit the intention

to repeat their purchases in the future.

The relationship between the three constructs mentioned above, which are also the
three constructs analyzed in this study, also became evident from the findings of
Sofyan & Praswati (2023). The researchers actually carried out a survey with
electronically-administered questionnaires with a random sample of 149 consumers of
the Traveloka application. Research participants revealed that perceived customer
value has a positive effect on their engagement with products or brands, their
satisfaction with them, as well as their intention to purchase them again. Perceived
customer value was also found to statistically significantly influence repurchase
intention through influencing customer engagement. Last but not least. perceived
customer value was found to be negatively associated with repurchase intention in the
absence of customer satisfaction.

The research findings of Wahyuningsih (2013) are somehow contradictory regarding the

relationship between customer value, customer satisfaction and repurchase intention.
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More specifically, the researchers conducted research, in order to identify the
abovementioned relationships., using a sample of 546 consumers from Melbourne
regarding their perceptions of car insurance services in Melbourne. The researcher
found that different consumers value companies, products and brands in different
ways, just as it happens with the factors that cause their satisfaction. The researcher
also found that the influence of customer satisfaction on repurchase intentions is not
always clear, since they are many other factors that also determine repurchase
intentions, such as changing life trends and changing economic conditions of

consumers.

The lack of identifying a clear relationship between customer value, customer
satisfaction and repurchase intention was also verified by the research findings of
Sugiati et al. (2013). the researchers selected for their research a sample of 150
consumers in a hypermarket in South Kalimantan. Based on their findings, a direct
relationship was found between customer satisfaction and repurchase intentions.
However, this relationship was not found to be influenced by customer value. More
particularly, the researchers noted that customer value was not found to lead
consumers to desired behaviours, such as exhibiting high commitment to products,
make repeated purchases, or even establishing positive word of mouth for particular
products and brands. Rather, such behaviours shall be enhanced, if customers are
satisfied, no matter whether they believe their value has increased by the experience of

a certain purchase or not.

The research findings of Curtis (2009) also belong to those that indicate that the
relationship between customer satisfaction and repurchase intention is not an
unconditional relationship, this time also putting customer loyalty in the research
context. In particular, the researcher conducted the research in three phases. In the
first, secondary research was held in the form of a review of previous empirical findings,
in order to identify the direction of the relationship between each of the three
constructs of the research. In the second phase, the researcher conducted quantitative
research with consumers in the apparel industry, in order to investigate the

abovementioned relationships. In the third phase, a meta-analysis was held, in order to
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compare the findings of the primary research with those of previous research studies.
Based on the findings of the research, which were consistent with most of previous
research findings that were reviewed, customer satisfaction was strongly and positively
associated with customer loyalty and repurchase intentions. However, the relationship
was moderated by several factors, such as the geographic location of the trader and
consumers, the product category, as well as whether the relationship refers to a B2B or
B2C setting. Moreover, the findings of the research indicated that product category
plays the most important role in the shaping of the relationship between satisfaction
and repurchase intention, with consumers in the car industry revealing weak or no
relationship between the two constructs. It is also worth noting that although customer
loyalty was found to be positively related with repurchase intentions, it should not be

taken for granted that loyal customers would always repeat their purchases.

Table 4 provides a summary of the methodology and research findings of the research
studies that were reviewed in this chapter, examining the direct relationship between
customer satisfaction and repurchase intentions, as well as the moderating role of
customer satisfaction regarding the relationship between perceived customer value

and repurchase intentions.

Table 4: Summary of previous research studies for examining the direct
relationship between customer satisfaction and repurchase intentions, as well as
the moderating role of customer satisfaction in the relationship between perceived
customer value and repurchase intentions

Authors Aim - Objectives Research Type & Results
Sample

Lau etal. (2019) To investigate the Quantitative survey | Customer
direct relationship satisfaction
between customer | 96 consumers in positively
satisfaction and Indonesia influences
repurchasing repurchase
intentions intention

Consumers more
willing to purchase
a product again,
when satisfied with
the characteristics
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of the product

Service attributes
not found to
influence
repurchase
intention, finding
attributed to
research being held
with industrial

products
Ibzan et al. (2016) To identify the Review of previous Customer
direct relationship research studies satisfaction and
between customer repurchase

satisfaction and
repurchase
intention

intention closely
and positively
related with each
other

Consumers more
likely to keep on
purchasing
products from
companies that are
satisfied with,
rather than with
those with which
they are
dissatisfied.

Satisfaction not
only in terms of
product
characteristics, but
also in terms of the
superiority of
customer service
they offer to
customers

Both private and
public organizations
that want to invest
in increasing their
competitive
advantage need to
investin the
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development of
those product and
service features
that shall add to the
satisfaction of their
customers

Ilyas et al. (2020)

To examine the
relationship
between customer
satisfaction and
repurchase
intention

To study the role of
brand awareness in
moderating the
abovementioned
relationship

Online survey

Random sample of
200 consumers

Brand awareness
not influencing the
relationship
between customer
satisfaction and
repurchase
intention

Businesses need to
pay very high
attention to those
features that cause
higher customer
satisfaction in the
e-commerce
industry, such as
service excellence,
promotion and
massive
advertising,
guaranteeing the
safety and ease-of-
use apps, and ease
of shopping, as a
means of enhancing
higher repurchase
intention and
ultimately customer
loyalty

Brakus et al. (2009)

To investigate the
role of brand
experiencein
determining
customer
satisfaction, as a
means of creating
repurchasing
intentions and
enhancing
customer loyalty

Empirical review of
the methodology
and findings of six
previous studies

Brand experience,
as reflected by
product, shopping
and service
experience, as well
as post-purchase
(consumption)
experience, form
the main reason for
which consumers
would be willing to
purchase again the
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same products and
brands in the future

Repeated positive
experience
associated with
higher probability of
enhancing and
maintaining
customer loyalty

Correa et al. (2021)

To investigate the
validity of the
relationship
between perceived
customer value and
repurchase
intentions through
the moderating
factor of customer
satisfaction in the
case of the B2B
express parcel
delivery industry in
Spain

Online survey

186 executives
ofmultisector
companies

High perceived
value leads B2B
customers in being
more satisfied and
trust their service
providers to a bigger
extent, thereby also
demonstrating a
strong intention to
use their services
again in the future

Enhancing high
perceived value is
eventually every
important,
especially in very
competitive
industries and
markets, as a
means of enhancing
not only customer
satisfaction and
loyalty, but also the
overall
sustainability of
organizations

Anwar & Gulzar
(2021)

To investigate the
relationship
between perceived
customer value and
repurchase
intentions

Quantitative survey

Random sample of
300 consumers

Positive perceived
customer value
increases customer
satisfaction

This satisfaction, in
combination with
word of mouth
endorsement, leads
to repurchase
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intentions

Relationship
between customer
satisfaction and
word of mouth
endorsement
mediated by the
role of repurchase
intentions

Satisfied customers
that tend to repeat
their purchases
mostly those that
are more likely to
promote a product
or brand to other
consumers through
word of mouth

Oktaviani (2024)

To identify the
relationship
between perceived
customer value,
customer
satisfaction and
repurchase
intentions in the
case of e-female e-
commerce
customers

Online survey

Purposive sample
of 100 female e-
commerce
consumers, who
belonged to the
customer base of
Shopee

Perceived customer
value and customer
satisfaction have a
strong and positive
influence in
repurchase
intentions

Shopee shall pay
attention to certain
service attributes,
such as shopping
convenience,
pricing, product
quality, and order
processing time, as
a means of adding
value to the
experience of the e-
shop’s customers,
from which they
become more
satisfied and
eventually
repurchase
intentions

Sofyan & Praswati
(2023)

To investigate the
relationship

Survey with
electronically-

Perceived customer
value has a positive
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between perceived
customervalue,
customer
satisfaction and
repurchase
intentions

administered
questionnaires

Random sample of
149 consumers of
the Traveloka
application

effect on their
engagement with
products or brands,
their satisfaction
with them, as well
as theirintention to
purchase them
again

Perceived customer
also found to
statistically
significantly
influence
repurchase
intention through
influencing
customer
engagement

Perceived customer
value found to be
negatively
associated with
repurchase
intention in the
absence of
customer
satisfaction

Wahyuningsih
(2013)

To identify the
relationship
between customer
value, customer
satisfaction and
repurchase
intention.

Quantitative survey

Sample of 546
consumers from
Melbourne
regarding their
perceptions of car
insurance services

Different
consumers value
companies,
products and
brands in different
ways, just as it
happens with the
factors that cause
their satisfaction

Influence of
customer
satisfaction on
repurchase
intentions not
always clear

Many other factors
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also determining
repurchase
intentions, such as
changing life trends
and changing
economic
conditions of
consumers

Sugiati et al. (2013)

To identify the
relationship
between customer
value, customer
satisfaction and
repurchase
intention.

Quantitative survey

150 consumersin a
hypermarket in
South Kalimantan.

Direct relationship
between customer
satisfaction and
repurchase
intentions

Relationship not to
be influenced by
customer value

Customer value not
leading consumers
to desired
behaviours, such as
exhibiting high
commitment to
products, make
repeated
purchases, or even
establishing
positive word of
mouth for particular
products and
brands.

Such behaviours
shall be enhanced,
if customers are
satisfied, no matter
whether they
believe their value
has increased by
the experience of a
certain purchase or
not

Curtis (2009)

To identify the
relationship
between customer
value, customer

Secondary research
- review of previous
empirical findings

Customer
satisfaction
strongly and
positively
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satisfaction and
repurchase
intention, as well as
the direction of this
relationship

Quantitative
research with
consumers in the
apparelindustry

Meta-analysis

associated with
customer loyalty
and repurchase
intentions

Relationship
moderated by
geographic location
of the trader and
consumers,
product category,
as well as whether
the relationship
refersto a B2B or
B2C setting

Product category
importantin
shaping the
relationship
between
satisfaction and
repurchase
intention

Consumersinthe
car industry subject
to weak or no
relationship
between the two
constructs

Although customer
loyalty positively
related with
repurchase
intentions, it should
not be taken for
granted that loyal
customers would
always repeat their
purchases

2.5. Conceptual Framework of the Study
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The current study examines the nexus of relationships between perceived customer
value, customer satisfaction & repurchase intention. The study is focused on the case
of luxury brands. Departing from the thorough analysis that was carried out in this
chapter, this study provides an overview of the conceptual framework illustrated in

Figure 2.

Figure 2: Conceptual framework of the study

Customer
Satisfaction

Functional
<«

Customer Repurchase
Value Intention

Phycological
Ca D<=

As shown in Figure 2 above, the study examines the interrelationships between three
basic constructs of the conceptual model, namely customer value, customer
satisfaction and repurchase intention. In particular, the study examines whether
customer value influences directly repurchase intention, whether customer
satisfaction influences directly repurchase intention, as well as whether customer
value influences repurchase intention through the mediating role of customer
satisfaction. For the construct of customer value, two dimensions are examined,
namely functional and psychological value for the case of luxury brands. In light of the

above, the main research questions addressed in the study are:
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RQ1: Is there a direct and positive relationship between customer value and customer

satisfaction in luxury brands?

RQ2: Does customer satisfaction have impact on the repurchase intentions of the

same luxury brand?

RQ3: Is customer value in combination with customer satisfaction leading to the

repurchase Intention of the same luxury brand?

With the theoretical framework developed and the previous research findings analyzed

in the study, the following research hypotheses are tested:

Ho: There is no relationship between perceived customer value, customer satisfaction

and repurchase intention in luxury brands.

H1: Perceived customer value influences customer satisfaction in luxury brands

H2: Customer satisfaction influences repurchase intentions of the same luxury brand

H3: Perceived customer value influences repurchase Intention of the same luxury brand

through the mediating role of customer satisfaction
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3. Methodology

3.1. Research Philosophy

Triangulation of research methods was employed for the purposes of this study, the
term referring to combining various research types and methods, as a means of
providing a more holistic view and analysis of the subject under research (Neuman &
Robson, 2014). In the context of triangulation, the philosophical paradigms of
positivism and interpretivism were occupied for quantitative and qualitative research

respectively.

Positivism is the philosophical paradigm that advocates that there is one and only truth,
which is the one that is observed in the environment. Therefore, researchers occupying
this research philosophy do not try to interpret participants’ responses in some way,
but rather they take them for granted (Schunk, 2005). One of the main advantages of
positivism, which led to its selection, is that it is appropriate for conducting research
with large samples, so it is more likely to lead to exporting more generalizable findings
and conclusions. Further, the fact that positivism-related research findings give the
ability to researchers to quantify research findings and experiment with them gives
them the ability to produce reliable and objective research findings (Creswell, 2013). Of
course, the main drawback of positivism in research is that it does not take into
account other factors that may have influenced participants’ responses, such as, for
example, human feelings and emotions, or social interactions and other factors from
the external environment, thereby neglecting the influence of such factors in shaping

the responses and experiences of consumers (Babbie, 2010).

In order to face the above limitation, qualitative research was also held, as it will be
analyzed in what follows in this chapter. For the purposes of qualitative research, the
philosophical paradigm of interpretivism was occupied, which advocates that truth is

not absolute, but it is rather constructed in the social environment and interactions of
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humans. For this reason, in consistency with qualitative research, interpretivism allows
for some subjective interpretation of research findings (Pervin & Mokhtar, 2022).

3.2. Research Design

A combination of descriptive and causal research designs was selected for the
purposes of the study. Descriptive research analyzes the characteristics and behavious
of participants as they are and as they are observed in their natural context. In other
words, descriptive research takes for granted the characteristics and behaviour of
participants in the normal settings in which such characteristics and behaviour are
normally observed (Saunders, Lewis & Thornhill, 2016). Descriptive research was
selected, exactly because the aim of the research was to analyze participants and their
characteristics, as they are naturally observed. Further to that, descriptive research is
appropriate for research studies whose subject is well-defined, which is another
characteristic that led to selecting the particular design, taking into consideration that
perceived customer value, customer satisfaction and repurchase intentions are all
well-defined concepts in academic literature. Apart from being descriptive, the
research design was also causal, which is occupied for identifying causal relationships
between variables (Brains, Willnat, Manheim et al., 2011). This combination of research
designs was selected in the context of research triangulation, given that the research
examined whether there is a significant relationship between perceived customer

value, customer satisfaction and repurchase intention.

3.3. Research Type

As mentioned earlier, both quantitative and qualitative research were held, as far as
serving the aim and objectives of this study is concerned. Taking quantitative research
first into consideration, this is the type of research whereby a large amount of
quantitative data is collected and statistically analyzed. The fact that quantitative
research involves conducting research with large samples, as well as their statistical
analysis, leads to exporting research findings and conclusions that are generalizable to
reflect the trends and characteristics of the wider populations under investigation,

thereby adding to the objectivity and reliability of research findings (Muijs, 2010). As far
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as qualitative research is concerned, this is appropriate for conducting research with
smaller samples. Qualitative research is used, when the aim of the research is to yield
deeper insights regarding subjects under research (Patten, 2017). It follows from the
above that through carrying out both quantitative and qualitative research, the
researcher managed to both produce generalizable results regarding the relationship
between perceived customer value, customer satisfaction and repurchase intentions,
while also conducting qualitative research to interpret deeper factors that characterize
and shape the above relationship. Of course, it must be noted that qualitative research
is not consistent with the philosophical paradigm of positivism, which was occupied for
the purposes of conducting quantitative research (Park, Konge & Artino, 2020). For this
reason, a more interpretative stance was occupied for analyzing the findings of

qualitative research.

3.4. Methods of Data Collection and Research Instruments

Triangulation of methods was also followed, as far as data-collection methods are
concerned. Taking quantitative research first into consideration, this was carried out
with survey with questionnaires. Survey is a very suitable method for carrying out
quantitative research, since it allows researchers to collect a significant amount of data
in a short time period. The survey was held with structured questionnaires, which were
personally administered. Surveys with personally-administered questionnaires are
subject to higher response rates, which is the basic advantage that led to following this
type of survey. Of course, they cause delays in research, because it is more convenient
for both researchers and participants to conduct telephone or mail/ e-mail surveys,

which, however, are subject to lower response rates (Groh, 2018).

A quantitative questionnaire was used as the research material for the survey that was
carried in the context of this dissertation. The questionnaire, draft of which is available
at Appendix 1, consisted of six sections. In the first section, participants were asked to
provide some basic information regarding their behaviour as consumers of luxury

brands, namely how often they purchase luxury brands, what characteristics of luxury
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products they place their emphasis on, as well as what factors they believe that

influence their decision to purchase luxury products (Table 5).

Table 5: Section 1: Consumer behaviour for luxury brands

1. How often do you purchase luxury brands?

2. What characteristics of luxury products do you place emphasis on?

3. What factors do you believe that influence your decision to purchase luxury

products?

In the second section (15 questions — statements), research participants were asked to
express their opinions regarding the concept of value (Table 6). More specifically,
participants were asked to comment on whether despite the sacrifices they make to get
them, luxury brands give them good value for money. They also expressed their
opinions regarding whether, after considering all the pros and cons, using luxury brands
is beneficial for them, whether using luxury brands offers good value, whether a luxury
brand represents the modern lifestyle and offer prestige, as well as whether they would
prefer to buy the luxury brands that they think those around them will approve of. In the
next questions of this section, participants also commented on whether they often buy
luxury brands that their social environment expects them to buy, whether they identify
with people that buy the same luxury brands as them, whether luxury brands say a lot
about the person that chooses them and whether they buy the same luxury brands that
other people use, when they want to look like them. In the next questions of the same
section, participants were asked to comment on whether they believe that luxury
brands are often associated with environmentally friendly activities, have an ethical and
responsible attitude and are interested in protecting the environment. In the last three
questions, participants stated whether it is worth the investment to get a luxury brand,
whether such brands deserve their high price for what they offer me, as well as whether

luxury brands are a value for money option.
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Table 6: Section 2: Value

4. Despite the sacrifices | make to get them, luxury brands give me good value for

money

Considering all the pros and cons, using luxury brands is beneficial for me

Overall, using luxury brands offers good value

A luxury brand represents the modern lifestyle

Luxury brands offer prestige

© o N o O

| prefer to buy the luxury brands that | think those around me will approve of

10. | often buy luxury brands that my social environment expects me to buy

11. | often identify with people who buy the same luxury brands as me

12. Luxury brands say a lot about the person who chooses them

13. If Iwant to look like someone, | often buy the same luxury brands they use

14. Luxury brands are often associated with environmentally friendly activities

15. Luxury brands have an ethical and responsible attitude

16. Luxury brands are interested in protecting the environment

17. 1 think it's worth the investment to get a luxury brand

18. Luxury brands deserve their high price for what they offer me

19. Luxury brands are a value for money option

As reflected from the above, questions 4-6 referred to perceived value, questions 7 and
8 referred to emotional value, questions 9-13 referred to the concept of social value,
questions 14-16 to green value, while questions 17-19 referred to financial value. All
questions derived from the research study of Sharma et al. (2024), who used the same
questions in their study, in order to examine the relationship between perceived
customer value, satisfaction and repurchase intentions. The scale they used was found
to be satisfactory in terms of their internal consistency, i.e. reliability. Based on their
research findings, perceived value influences satisfaction and through this repurchase
intention, with gender and type of consumption (private or public) not influencing the
above relationship. Questions 17-19 derived from the research study of Peng & Chen
(2019), who conducted research, in order to identify the factors that influence

consumers’ repurchase intentions in the sector of luxury hotels. Their questionnaire
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derived from their theoretical framework, was subject to high internal consistency
(Cronbach’s Alpha: 0.84) and was distributed to 450 randomly-chosen luxury hotel
consumers. Based on the findings of their research, three types of perceived value,
namely perceived functional value, hedonic value and symbolic/expressive value
influence consumers’ emotions towards luxury products and brands. In turn, such
emotions influence participants’ repurchase intentions, with the level of product

attachment influencing the above factor.

As far as satisfaction is concerned, this was measured in terms of responses in three
questions- statements, which also derived from the research material used in the study
of Sharma et al. (2024) (Table 7). Research participants were asked to comment on
whether they are pleased with the luxury brands, whether they feel satisfied with the
decision to purchase them, as well as whether they are satisfied with the experience of

purchasing them.

Table 7: Section 3: Satisfaction

20.1 am very pleased with the luxury brands

21.1am very satisfied regarding my decision to purchase luxury brands

22.| am satisfied with the experience of purchasing from luxury brands

With respect to repurchase intentions, research participants were asked to comment
on whether they would like to continue using luxury brands, if they could, as well as
whether they planned to continue purchasing luxury brands in the future. Further to the
above, participants were asked to state whether they would be willing to purchase the
same products from luxury brands in the future, whether they would probably use them
in the future, as well as whether they intended to purchase the same luxury brands in

the future.
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Table 8: Section 4: Repurchase intention

23.If | could, | would like to continue using luxury brands

24.1plan to continue purchasing luxury brands in the future

25.lintend to purchase from the same luxury brands in the future

26. 1 will probably use the same luxury brands in the future

27.1will shop from the same luxury brand in the future

The first three questions derived from the study of Sharma. Questions 25, 26 and 27
derived from the study of Chatzoglou et al. (2022), who conducted research, in order to
identify the factors influencing repurchase intentions for consumers shopping in retail
stores. Based on the findings of the research, the factors that were found to influence
repurchase intentions were physical environment, shop environment and design,
customer service, interaction with other customers, value, quality and variety of
merchandise. However, the influence of the above factors was found to be indirect,
being mediated by perceived customer value, satisfaction, loyalty and in-shop

experience.

In the fifth section of the questionnaire, participants were asked to comment on other
generalissues regarding the concepts with which the dissertation is occupied (Table 9).
In particular, participants were asked to express their level of agreement with whether
luxury brands are of high quality, superior and highly sophisticated. The above referred
to the “high quality dimension” of the research study of Sharma et al. (2024). In the next
two questions (Questions 31 and 32), the dimension “perceived cost” of Sherma et al.
(2024) was analyzed in terms of whether participants thought that the cost they pay for
luxury brands is high, as well as whether this cost is overpriced. Questions 33 and 34
analyzed the “confirmation” dimension of Sharma et al. (2024), in terms of whether
participants thought that their experience with using the luxury brand and the service
level provided by the brand was better than expected. The “relationship quality”
dimension of Sharma et al. 92024) was evaluated in Questions 35 and 36, where
participants commented on whether they have the intention to be loyal to luxury

brands, while also being satisfied with their relationship with luxury brands. The
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“cognitive effort” element of Sharma et al. (2024) was analyzed in Questions 37-39,

whereby participants were asked to comment on what they do before purchasing a

luxury brand, namely whether they need a lot more information about luxury brands, as

well as whether they spend a lot of time looking for information and comparing luxury

brands among them. In the last two questions of this section, participants commented

on the influence of celebrities and advertising in purchasing luxury brands.

Table 9: Section 5 - Other

28.

Luxury brands are of a high quality

29.

Luxury brands are superior

30.

Luxury brands are highly sophisticated

31.

I think the cost | pay for luxury brands is high

32.

I think the cost of luxury brands is overpriced

33.

My experience with using the luxury brand was better than what | expected

34.The service level provided by the luxury brand was better than what | expected

35.

| have the intention to be loyal to luxury brands

36

.l am satisfied with my relationship with luxury brands

37.

Before buying from luxury brands, | need a lot more information about luxury

brands

38.

Before buying from luxury brands, | spend a lot of time looking for information

39.

Before buying from luxury brands, | spend a lot of time comparing the luxury

brands

40.

Celebrities influence me in purchasing luxury brands

41. Advertising leads in purchasing more luxury brands than what | really need

As reflected from the above tables, all questions of the questionnaire were close-

ended, with participants being asked to provide their responses through a 5-level Likert

scales. Close-ended questions offer the ability to researchers to collect quantitative

data in the format they want, as a means of making it easier for them to statistically

analyze them, in order to come up with their desired form of research findings.
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The sixth and final section of the questionnaire referred to the demographic
characteristics that participants were asked to provide, as a means of developing a
general profile of the research sample. In particular, participants were asked to provide
their gender, age range, family status, educational level, level of net monthly income,

as well as the area of Attica in which participants live.

As far as qualitative research is concerned, qualitative data was collected through
semi-structured interviews. This is the type of interviews whereby researchers follow a
semi-structured interview guide, having the ability to add questions to existing ones,
while also giving the ability to participants to respond in their own words, without
following a strict and more structured format of answers (Smith, 2015). The above add
to the flexibility of the particular method of data collection, forming the main reason for
which semi-structured interviews were selected, thereby also dealing in this way with
the disadvantages of quantitative research, as addressed above. Appendix 2 provides a
draft of the interview guide that was used as the research material in semi-structured
interviews. The guide was based on the quantitative questionnaire, with participants
being asked to provide deeper insights regarding the value they place on luxury brands,

their level of satisfaction, as well as their repurchasing intentions.

3.5. Sampling

In the case of quantitative research, probability sampling was followed, which refers to
the method whereby all members of a given population have equal probability to
participate in the research (Porter, 2004). More specifically, simple random sampling
was followed, which involves selecting participants at random from a given population
under investigation. Through the above sampling techniques, samples that are more
representative of the wider population under research are developed, thereby leading
to more reliable and generalizable research findings (Shahrokh & Dougherty, 2014). In
the above context, the research was held with a sample of 422 randomly-chosen

consumers, which belonged to different gender, age range, family status, educational
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level and level of net monthly income, while also living in different areas of Attica,
Greece.
121 survey participants (28.7% of the sample) were male, whereas 301 participants

(71.3% of the sample) were female (Table 10).

Table 10: Gender
Gender
Frequency Percent Valid Percent Cumulative Percent
Valid Male 121 28.7 28.7 28.7
Female 301 71.3 71.3 100.0
Total 422 100.0 100.0

As far as age range is concerned, most participants (218 participants, 51.6% of the
sample) were between 25 and 44 years old. 34 participants (8.1% of the sample) were
between 18 and 24 years old, 74 participants (17.5% of the sample) were between 45
and 54 years old, 63 participants (14.9% of the sample) were between 55 and 64 years

old, while 33 participants (7.8% of the sample) were 64 years old and over (Table 11).

Table 11: Age range
Age_range
Frequency Percent Valid Percent Cumulative Percent

Valid 18-24 34 8.1 8.1 8.1
25-34 117 27.7 27.7 35.8
35-44 101 23.9 23.9 59.7
45-54 74 17.5 17.5 77.3
55-64 63 14.9 14.9 92.2
64+ 33 7.8 7.8 100.0
Total 422 100.0 100.0

As shown in Table 59 below, most participants (176 participants 41.7% of the sample)
were single. 162 participants (38.4% of the sample) were married with children, while
there were also 31 participants (7.3% of the sample) that were married without
children. 43 participants (10.2% of the sample) were divorced, while there were also 10

participants (2.4% of the sample) that were widows (Table 12).
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Table 12: Martial status

Marital_status

Frequency Percent Valid Percent Cumulative Percent
Valid Single 176 41.7 41.7 41.7
Married without children 31 7.3 7.3 491
Married with children 162 38.4 38.4 87.4
Divorced 43 10.2 10.2 97.6
Widow 10 2.4 2.4 100.0
Total 422 100.0 100.0

As far as educational level is concerned, most participants (193 participants, 45.3% of
the sample) were technical school or university graduates, while there were also 183
participants (43.4% of the sample) that held a Master or PhD. Finally, 1 participant (2%
of the sample) was secondary school graduate, while 47 participants (11.1% of the

sample) were high school graduates (Table 13).

Table 13: Higher educational level

Hlgher_educational_level

Frequency Percent Valid Percent Cumulative Percent
Valid Secondary school graduate 1 .2 2 .2
High school graduate 47 11.1 11.1 11.4
University/Technical school 191 45.3 45.3 56.6
Master/PhD 183 43.4 43.4 100.0
Total 422 100.0 100.0

With respect to net monthly income, most participants (197 participants, 46.7% of the
sample) earned net income up to 2,000€, while 103 participants (24.4% of the sample)
earned from 2,001€ to 3,500€. 32 participants (7.6% of the sample) earned from 3,501€
to 5,500€, while 16 participants (3.8% of the sample) stated earning 5,501€ and above.
Finally, a considerable number of participants (74 participants, 17.5% of the sample)

preferred not to reveal their net monthly income (Table 14).
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Table 14: Net monthly income

Net_monthly_income

Frequency Percent Valid Percent Cumulative Percent
Valid Netincome up to 2.000 euros 197 46.7 46.7 46.7
Netincome 2.001 - 3.500 euros 103 24.4 24.4 711
Netincome 3.501 - 5.500 euros 32 7.6 7.6 78.7
Netincome 5.501 euros and above 16 3.8 3.8 82.5
Prefer not to say 74 17.5 17.5 100.0
Total 422 100.0 100.0
39 participants (9.2% of the sample) lived in the center of Athens, while 29 participants
(6/9% of the sample) lived in the western suburbs of the city, 46 participants (10.9% of
the sample) in the northern suburbs, 74 participants (17.5% of the sample) in the
southern suburbs, and 10 participants (2.4% of the sample) lived in the eastern suburbs
of Athens. The majority of participants (224 participants, 53.1% of the sample) though,
lived out of Attica (Table 15).
Table 15: Residence
Residence
Frequency Percent Valid Percent Cumulative Percent
Valid Center of Athens 39 9.2 9.2 9.2
Western suburbs 29 6.9 6.9 16.1
Northern suburbs 46 10.9 10.9 27.0
Southern suburbs 74 17.5 17.5 44.5
Eastern suburbs 10 2.4 2.4 46.9
Out of Attica 224 53.1 53.1 100.0
Total 422 100.0 100.0

As far as the sample of qualitative research is concerned, convenient sampling was

followed. This is the sampling method whereby research participants are selected with

respect to the convenience with which researchers can develop a research sample. The

advantage of convenient sampling is that it is easier and quicker for researchers to

develop their sample, thereby also speeding up their overall research process (Bryman

& Bell, 2011). In this case, the researcher developed a convenient sample from the
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people of her close social environment. 8 consumers participated in the interviews,

who were subject the following demographic characteristics. Table 16 presents the

demographic characteristics of the sample of qualitative research.

Table 16: Demographic characteristics of interview participants

Participant Gender Age Family Educational Ne.t monthly Area

# Status level income

1 Male 43 Married University 2.001 - 3.500 eupw Northern
2 Male 40 Married Master 2.001 - 3.500 eupw Northern
3 Female 24 Single University Méxp1 2.000 evpw Western
4 Female 19 Single scgsgrg’clsg(lant MéxpL 2.000 eupw Northern
5 Male 32 Single University Méxp1 2.000 eupw Western
6 Female 25 Single College Méxp1 2.000 eupw Northern
7 Female 29 Married University MéxpL 2.000 eupw Northern
8 Female 49 Married Technical 2.001 - 3.500 eupw Western

school

3.6. Data Analysis

Quantitative data was analyzed with the use of the Statistical Package for Social
Sciences (SPSS). Univariate, bivariate, and multivariate statistical analysis was carried
out. More specifically, descriptive statistics were calculated, namely frequencies,
means and standard deviations. Moreover, correlation analysis took place, which
involves testing the correlation of two variables (Cohen et al., 2002). The variables
tested were value and satisfaction, satisfaction and repurchase intentions, as well as
value and repurchase intentions. The variables calculated by using the means of
participants’ responses in the questions of the questionnaire attributed to each of the
three variables of study, as outlined earlier in this chapter. Further, regression analysis
was carried out, which is appropriate for testing whether changes in a dependent
variable can be predicted by changes in two or more variables (Malakooti, 2013). In the
case of this research, regression analysis was held, in order to find out whether

repurchase intentions are influenced by perceived customer value and satisfaction.

Qualitative data analysis was carried out with the method of thematic analysis. This is

the method whereby qualitative data collected from interview transcripts is categorized
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into themes and sub-themes, based on the common content identified in participants’
responses. The particular method has the basic advantage that it helps researchers in
analyzing big amounts of data in summarized themes and subthemes, thereby making
data analysis easier and quicker (Braun & Clarke, 2006). Regression analysis was
conducted as a preliminary observed-variable approach, whereas Structural Equation

Modeling (SEM) served as the primary method for testing the mediation mechanism.

3.7. Research Process and Ethics

Prior to participating in the research, participants in both quantitative and qualitative
research were thoroughly informed about the nature and scope of the research, as well
as about the rights that they were subject to as participants. More specifically,
participants were informed that their participation was voluntary and that they had the
right to withdraw from it at any time and for any reason, up to two weeks after the date
of their participation. Participants were also reassured that although the research
subject did not ask for any sensitive information, their anonymity would be kept in any
case, since there would be no way for their identity to be revealed. Further to the above,
participants were also reassured that their data would be treated as strictly
confidential, since only the researcher would have access to the electronic place where
it would be stored, using a username and password that only she knew. Participants
were instructed not to answer questions with which they would feel uncomfortable for
any reason. Last but not least, research participants were not entitled for any type of

payment or other award, as a reward for their participation.

3.6.1 Quantitative Structural Evaluation.

In the world of marketing, most concepts we try to measure—such as loyalty,
satisfaction, or perceived quality—are not directly observable. You cannot simply use a
thermometer to say, "you have 38 degrees of loyalty." Consequently, in statistical data
analysis, these types of measurements are crucial for the "statistical significance" of

results.
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This is exactly where Confirmatory Factor Analysis (CFA) and Structural Equation

Modeling (SEM) come into play.

A. Confirmatory Factor Analysis (CFA): The Quality Assurance

Before drawing conclusions, you must be certain that your questionnaire items actually
measure what you think they do.

Construct Validity: CFA confirms whether the observed variables (e.g., 5 Likert-scale
questions) actually "load" onto the latent factor (e.g., "Brand Trust").

Measurement Error Control: Unlike simpler methods, CFA recognizes that every answer
contains a percentage of random error, effectively "cleaning" your data.

Discriminant Validity: It ensures that "Satisfaction" is truly distinct from "Loyalty" in the
eyes of consumers, ensuring you aren't measuring the same thing under different

names.

B. Structural Equation Modeling (SEM): The Big Picture
If CFA is the inspection of materials, SEM is the architectural blueprint showing how

everything connects. Why is SEM superior to simple regression?

Simultaneous Analysis: You can examine multiple dependence relationships at once.
For example: Price affects Satisfaction, which in turn affects Purchase Intention.
Mediation: It allows you to see if a variable acts as a "bridge" between two others.
Latent Variables: SEM works with the "pure" concepts (latent variables) derived from

CFA, making correlation results much more accurate.

Why are these critical for Marketing?

Confident Decision Making: If your model shows that "Trust" affects "Purchase
Intention" twice as much as "Price," you know exactly where to invest your budget.
Segmentation: You can compare models across different groups (e.g., men vs. women)

to see if their behavior follows the same logic.

Behavioral Prediction: You create a theoretical framework that doesn't just describe the

past but predicts how consumers will react to future changes.
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4. Results

4.1. Quantitative Research

4.1.1. Purchasing Decisions

In the first section, participants were initially asked to inform about how often they
purchase luxury products. As shown in Table 17 below, most participants (189
participants, 44.8% of the sample) stated that they rarely make such purchases. 146
participants (34.6% of the sample) stated that they purchase luxury products
sometimes, 23 participants (5.5% of the sample), whereas only 64 participants (23.2%

of the sample) stated that they make such purchases often or always.

Table 17: Frequency of purchases

Frequency

Frequency Percent Valid Percent Cumulative Percent
Valid Never 23 5.5 5.5 5.5
Rarely 189 44.8 44.8 50.2
Sometimes 146 34.6 34.6 84.8
Often 60 14.2 14.2 99.1
Always 4 .9 .9 100.0

Total 422 100.0 100.0

Tables 18-24 present participants’ responses regarding the factors of luxury products
and brands that participants emphasized on. As shown in the corresponding tables,
research participants were mostly found to emphasize on design, brand name and
durability. To a moderate extent, research participants stated that they also
emphasized on store location and country of origin, while packaging was not found to
be of high importance, at least for the majority of participants. As far as other factors
are concerned, the significant majority of participants (336 participants, 79,6% of the
sample) stated that there were no other factors of luxury brands to emphasize on, apart
from those of the list offered in the questionnaire. The 86 participants (20.4% of the
sample) that named other factors, referred to factors like raw materials and their

quantity, guarantee, usefulness, publicity, cost, after-sales service, lasting in time,
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ease of use and comfort, discounts, sustainability, after-sales value, brand heritage,
advertising, posted comments and rumour, distinctiveness and consistency with

current trends in the market.

Table 18: Design

Design

Frequency Percent Valid Percent Cumulative Percent
Valid Not at all 10 2.4 2.4 2.4
Alittle 25 5.9 5.9 8.3
Moderate 55 13.0 13.0 21.3
Enough 171 40.5 40.5 61.8
A lot 161 38.2 38.2 100.0

Total 422 100.0 100.0

Table 19: Packaging
Packaging

Frequency Percent Valid Percent Cumulative Percent
Valid Not at all 103 24.4 24.4 24.4
Alittle 123 291 29.1 53.6
Moderate 107 25.4 25.4 78.9
Enough 68 16.1 16.1 95.0
A lot 21 5.0 5.0 100.0

Total 422 100.0 100.0

Table 20: Brand name

Brand _name

Frequency Percent Valid Percent Cumulative Percent
Valid Not at all 35 8.3 8.3 8.3
Alittle 54 12.8 12.8 21.1
Moderate 105 24.9 24.9 46.0
Enough 133 31.5 31.5 77.5
A lot 95 22.5 22.5 100.0
Total 422 100.0 100.0
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Table 21: Store/location

Store

Frequency Percent Valid Percent Cumulative Percent
Valid Not at all 101 23.9 23.9 23.9
Alittle 97 23.0 23.0 46.9
Moderate 113 26.8 26.8 73.7
Enough 95 22.5 22.5 96.2
A lot 16 3.8 3.8 100.0

Total 422 100.0 100.0

Table 22: Country of origin

Country_of_origin

Frequency Percent Valid Percent Cumulative Percent
Valid Not at all 57 13.5 13.5 13.5
A little 84 19.9 19.9 33.4
Moderate 101 23.9 23.9 57.3
Enough 124 29.4 29.4 86.7
A lot 56 13.3 13.3 100.0

Total 422 100.0 100.0

Table 23: Durability
Durability

Frequency Percent Valid Percent Cumulative Percent
Valid Not at all 8 1.9 1.9 1.9
Alittle 16 3.8 3.8 5.7
Moderate 45 10.7 10.7 16.4
Enough 157 37.2 37.2 53.6
A lot 196 46.4 46.4 100.0

Total 422 100.0 100.0




Table 24: Other

Other
Frequency Percent Valid Percent Cumulative Percent
Valid No 336 79.6 100.0 100.0
Missing System 86 20.4
Total 422 100.0

Tables 25-30 present the results of the quantitative research with respect to
participants’ responses regarding the factors that may influence them in their decision
to purchase luxury products and brands. Based on participants’ responses, most
participants stated that their primary influence is their social and working environment.
Their friends and family, as well as celebrities, influence their purchasing decisions for
luxury brands and products to a lower extent. Regarding the 45 participants (10.7% of
the sample) that referred to other possible factors that influenced them, these
participants mentioned factors like social media, advertising, personal interests, online
user reviews, personal taste, psychological condition, price, fashion, aesthetics,
increase of future value, personal judgment, market trends and marketing efforts of

brand traders, among others.

Table 25: Friends

Friends

Frequency Percent Valid Percent Cumulative Percent
Valid Not at all 69 16.4 16.4 16.4
Alittle 122 28.9 28.9 45.3
Moderate 94 22.3 22.3 67.5
Enough 103 24.4 24.4 91.9
A lot 34 8.1 8.1 100.0

Total 422 100.0 100.0
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Table 26: Family

Family

Frequency Percent Valid Percent Cumulative Percent
Valid Not at all 110 26.1 26.1 26.1
Alittle 107 25.4 25.4 51.4
Moderate 97 23.0 23.0 74.4
Enough 81 19.2 19.2 93.6
A lot 27 6.4 6.4 100.0

Total 422 100.0 100.0

Table 27: Social environment

Social_environment

Frequency Percent Valid Percent Cumulative Percent
Valid Not at all 64 15.2 15.2 15.2
A little 118 28.0 28.0 43.1
Moderate 103 24.4 24.4 67.5
Enough 104 24.6 24.6 92.2
A lot 33 7.8 7.8 100.0
Total 422 100.0 100.0

Table 28: Work environment

Work _environment

Frequency Percent Valid Percent Cumulative Percent
Valid Not at all 74 17.5 17.5 17.5
Alittle 123 29.1 29.1 46.7
Moderate 99 23.5 23.5 70.1
Enough 101 23.9 23.9 94.1
A lot 25 5.9 5.9 100.0
Total 422 100.0 100.0




Table 29: Celebrities

Celebrities

Frequency Percent Valid Percent Cumulative Percent
Valid Not at all 166 39.3 39.3 39.3
Alittle 99 23.5 23.5 62.8
Moderate 83 19.7 19.7 82.5
Enough 53 12.6 12.6 95.0
A lot 21 5.0 5.0 100.0

Total 422 100.0 100.0

Table 30: Other factors

Other_factors

Frequency Percent Valid Percent Cumulative Percent
Valid Not at all 377 89.3 100.0 100.0
Missing System 45 10.7
Total 422 100.0
4.1.2.Value

4.1.2.1. Perceived value

In the context of value and specifically perceived value, research participants were

asked to comment on whether compared with the sacrifices they make, luxury brands

offer value for money. 172 participants (41.5% of the sample) agreed or strongly agreed

with the above statement. 80 participants (19% of the sample) disagreed or totally

disagreed, while 170 participants (40.3% of the sample) neither disagreed, nor agreed

(Table 31).
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Table 31: Sacrifices good value

Sacrificies_good_value

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 31 7.3 7.3 7.3
Disagree 49 11.6 11.6 19.0
Neither disagree, nor agree 170 40.3 40.3 59.2
Agree 138 32.7 32.7 91.9
Totally agree 34 8.1 8.1 100.0
Total 422 100.0 100.0
In the next question, participants were asked to comment on whether taking all the pros
and cons into consideration, the use of luxury brands is beneficial for them. 120
participants (28.4% of the sample) agreed or strongly agreed with the above statement.
134 participants (31.8% of the sample) disagreed or totally disagreed, while 168
participants (39.8% of the sample) neither disagreed, nor agreed (Table 32).
Table 32: Beneficial use
Beneficial_use
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 43 10.2 10.2 10.2
Disagree 91 21.6 21.6 31.8
Neither disagree, nor agree 168 39.8 39.8 71.6
Agree 101 23.9 23.9 95.5
Totally agree 19 4.5 4.5 100.0
Total 422 100.0 100.0

Then, participants were asked to comment on whether the use of luxury brands gives

them good value. 152 participants (36 % of the sample) agreed or strongly agreed with

the above statement. 117 participants (7.8% of the sample) disagreed or totally

disagreed, while 153 participants (36.3% of the sample) neither disagreed, nor agreed

(Table 33).
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Table 33: Overall good value

Overall_good_value

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 42 10.0 10.0 10.0

Disagree 75 17.8 17.8 27.7
Neither disagree, nor agree 153 36.3 36.3 64.0
Agree 127 30.1 30.1 94.1
Totally agree 25 5.9 5.9 100.0
Total 422 100.0 100.0

4.1.2.2. Emotional value

In the first question about emotional value, research participants were asked to

comment on whether luxury brands represent the latest lifestyle and a modern way of

life. 139 participants (32.9 % of the sample) agreed or strongly agreed with the above

statement. 161 participants (38.2% of the sample) disagreed or totally disagreed, while

122 participants (28.9% of the sample) neither disagreed, nor agreed (Table 34).

Table 34: Modern way of life

Modern_way_of life
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 62 14.7 14.7 14.7

Disagree 99 23.5 23.5 38.2
Neither disagree, nor agree 122 28.9 28.9 67.1
Agree 111 26.3 26.3 93.4
Totally agree 28 6.6 6.6 100.0
Total 422 100.0 100.0

Then, participants were asked to comment on whether luxury brands are prestigious.

216 put of the 422 participants of the sample (51.2% of the sample) agreed or strongly

agreed with the above statement. 109 participants (25.8% of the sample) disagreed or

totally disagreed, while 149 participants (35.3% of the sample) neither disagreed, nor

agreed (Table 35).
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Table 35: Prestige

Prestige
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 39 9.2 9.2 9.2
Disagree 70 16.6 16.6 25.8
Neither disagree, nor agree 97 23.0 23.0 48.8
Agree 149 35.3 35.3 84.1
Totally agree 67 15.9 15.9 100.0
Total 422 100.0 100.0
4.1.2.3. Social value
As far as social value is concerned, participants were initially asked to state whether
they generally purchase those luxury brands that others approve of. 77 participants
(13.5 % of the sample) agreed or strongly agreed with the above statement. 181
participants (66.6% of the sample) disagreed or totally disagreed, while 84 participants
(19.9% of the sample) neither disagreed, nor agreed (Table 36).
Table 36: Others approve
Others_approve
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 170 40.3 40.3 40.3
Disagree 111 26.3 26.3 66.6
Neither disagree, nor agree 84 19.9 19.9 86.5
Agree 43 10.2 10.2 96.7
Totally agree 14 3.3 3.3 100.0
Total 422 100.0 100.0

Then, participants were asked to comment on whether they purchase luxury brands
that others expect them to purchase. 39 participants (9.2 % of the sample) agreed or
strongly agreed with the above statement. 219 participants (75.6% of the sample)
disagreed or totally disagreed, while 64 participants (15.2% of the sample) neither

disagreed, nor agreed (Table 37).
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Table 37: Others expectations

Others_expectations

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 206 48.8 48.8 48.8
Disagree 113 26.8 26.8 75.6
Neither disagree, nor agree 64 15.2 15.2 90.8
Agree 31 7.3 7.3 98.1
Totally agree 8 1.9 1.9 100.0
Total 422 100.0 100.0
Following the above, participants were asked to respond on whether they identify with
people that purchase the same luxury brands with them. 60 participants (14.2% of the
sample) agreed or strongly agreed with the above statement. 202 participants (66.8% of
the sample) disagreed or totally disagreed, while 80 participants (19% of the sample)
neither disagreed, nor agreed (Table 38).
Table 38: Same brands
Same_brands
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 182 43.1 43.1 43.1
Disagree 100 23.7 23.7 66.8
Neither disagree, nor agree 80 19.0 19.0 85.8
Agree 47 11.1 11.1 96.9
Totally agree 13 3.1 3.1 100.0
Total 422 100.0 100.0

After that, participants were asked to comment on whether luxury brands say a lot

about what kind of persons someone is. 170 participants (40.3 % of the sample) agreed

or strongly agreed with the above statement. 120 participants (28.4% of the sample)

disagreed or totally disagreed, while 153 participants (36.3% of the sample) neither

disagreed, nor agreed (Table 39).
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Table 39: Say person

Say_person
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 77 18.2 18.2 18.2
Disagree 93 22.0 22.0 40.3
Neither disagree, nor agree 120 28.4 28.4 68.7
Agree 92 21.8 21.8 90.5
Totally agree 40 9.5 9.5 100.0
Total 422 100.0 100.0
In the last question for social value, participants were asked to reflect on whether they
purchase the same luxury brands with people that they want to look like them. 40
participants (9.8 % of the sample) agreed or strongly agreed with the above statement.
330 participants (78.7% of the sample) disagreed or totally disagreed, while 60
participants (11.8% of the sample) neither disagreed, nor agreed (Table 40).
Table 40: Like someone brands
Like_someone_brands
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 244 57.8 57.8 57.8
Disagree 88 20.9 20.9 78.7
Neither disagree, nor agree 50 11.8 11.8 90.5
Agree 27 6.4 6.4 96.9
Totally agree 13 3.1 3.1 100.0
Total 422 100.0 100.0

4.1.2.4. Green value

With respect the potential green value of luxury brands, participants were asked to
comment on whether they believe that luxury brands are connected with environmental
activities. 63 participants (15.6 % of the sample) agreed or strongly agreed with the
above statement. 226 participants (53.6% of the sample) disagreed or totally disagreed,

while 130 participants (30.8% of the sample) neither disagreed, nor agreed (Table 41).
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Table 41: Environmental activities

Environmental_activities

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 90 21.3 21.3 21.3
Disagree 136 32.2 32.2 53.6
Neither disagree, nor agree 130 30.8 30.8 84.4
Agree 57 13.5 13.5 97.9
Totally agree 9 2.1 21 100.0
Total 422 100.0 100.0
In the next question about green value, participants were asked to state whether they
believe luxury brands are ethical and responsible. 50 participants (11.8 % of the
sample) agreed or strongly agreed with the above statement. 232 participants (54.5% of
the sample) disagreed or totally disagreed, while 142 participants (33.6% of the sample)
neither disagreed, nor agreed (Table 42).
Table 42: Moral_responsible
Moral_responsible
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 99 23.5 23.5 23.5
Disagree 131 31.0 31.0 54.5
Neither disagree, nor agree 142 33.6 33.6 88.2
Agree 39 9.2 9.2 97.4
Totally agree 11 2.6 2.6 100.0
Total 422 100.0 100.0

Next, participants were asked to state whether they believe luxury brands are

associated with environmental protection. 52 participants (12.3 % of the sample)

agreed or strongly agreed with the above statement. 233 participants (55.2% of the

sample) disagreed or totally disagreed, while 137 participants (32.5% of the sample)

neither disagreed, nor agreed (Table 43).
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Table 43: Environmental protection

Environmental_protection

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 99 23.5 23.5 23.5

Disagree 134 31.8 31.8 55.2
Neither disagree, nor agree 137 32.5 32.5 87.7
Agree 43 10.2 10.2 97.9
Totally agree 9 2.1 21 100.0
Total 422 100.0 100.0

4.1.2.5. Financial value

With respect to the perceived financial value of luxury brands, participants were asked

to comment on whether they believe luxury brands are with making an investment in

them. 124 participants (29.3% of the sample) agreed or strongly agreed with the above

statement. 145 participants (34.4% of the sample) disagreed or totally disagreed, while

153 participants (36.3% of the sample) neither disagreed, nor agreed (Table 44).

Table 44: Cost of investment

Cost_of _investment
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 59 14.0 14.0 14.0

Disagree 86 20.4 20.4 34.4
Neither disagree, nor agree 153 36.3 36.3 70.6
Agree 96 22.7 22.7 93.4
Totally agree 28 6.6 6.6 100.0
Total 422 100.0 100.0

As far as whether luxury brands worth their high price is concerned, 103 participants

(24.4% of the sample) agreed or strongly agreed with the above statement. 156

participants (37% of the sample) disagreed or totally disagreed, while 163 participants

(38.6% of the sample) neither disagreed, nor agreed (Table 45).
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Table 45: Worth high price

Worth_high_price

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 50 11.8 11.8 11.8

Disagree 106 25.1 25.1 37.0
Neither disagree, nor agree 163 38.6 38.6 75.6
Agree 90 21.3 21.3 96.9
Totally agree 13 3.1 3.1 100.0
Total 422 100.0 100.0

In the last question about the perceived financial value of luxury brands, participants

were asked to state whether they believe purchasing luxury brands offers them value

for money. 97 participants (23% of the sample) agreed or strongly agreed with the above

statement. 192 participants (45.5% of the sample) disagreed or totally disagreed, while

133 participants (31.5% of the sample) neither disagreed, nor agreed (Table 46).

Table 46: Value for money

Value_for_money
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 81 19.2 19.2 19.2

Disagree 111 26.3 26.3 45.5
Neither disagree, nor agree 133 31.5 31.5 77.0
Agree 78 18.5 18.5 95.5
Totally agree 19 4.5 4.5 100.0
Total 422 100.0 100.0

Table 47 and Figure 3 provide summary statistics for participants’ responses in the

value section of the questionnaire.
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Table 47: Value - Descriptive Statistics

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation

Sacrificies_good_value 422 1 5 3.23 1.005
beneficial_use 422 1 5 2.91 1.018
Overall_good_value 422 1 5 3.04 1.056
Modern_way_of_life 422 1 5 2.87 1.156
Prestige 422 1 5 3.32 1.194
Others_approve 422 1 5 2.10 1.141
Others_expectations 422 1 5 1.87 1.044
Same_brands 422 1 5 2.07 1.158
Say_person 422 1 5 2.82 1.233
Like_someone_brands 422 1 5 1.76 1.084
Environmental_activities 422 1 5 2.43 1.035
Moreal_responsible 422 1 5 2.36 1.022
Environmental_protection 422 1 5 2.36 1.016
Cost_of_investment 422 1 5 2.88 1.115
Worth_high_price 422 1 5 2.79 1.009
Value_for_money 422 1 5 2.63 1.123
Valid N (listwise) 422

Figure 3: Value - Descriptive Statistics

Value - Descriptive Statistics
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4.1.3. Satisfaction

In the first question regarding satisfaction, research participants were asked whether
they are pleased with luxury brands. 152 participants (36% of the sample) agreed or
strongly agreed with the above statement. 97 participants (23.2% of the sample)
disagreed or totally disagreed, while 172 participants (40.8% of the sample) neither

disagreed, nor agreed (Table 48).

Table 48: Happy

Happy
Frequency Percent Valid Percent Cumulative Percent

Valid Totally disagree 25 5.9 5.9 5.9

Disagree 73 17.3 17.3 23.2

Neither disagree, nor agree 172 40.8 40.8 64.0

Agree 124 29.4 29.4 93.4

Totally agree 28 6.6 6.6 100.0

Total 422 100.0 100.0

In the next question, participants were asked to state whether they are satisfied with
their decision to purchase luxury brands. 185 participants (43.8 % of the sample)
agreed or strongly agreed with the above statement. 98 participants (23% of the
sample) disagreed or totally disagreed, while 140 participants (33.2% of the sample)

neither disagreed, nor agreed (Table 49).

Table 49: Satisfied
Satisfied
Frequency Percent Valid Percent Cumulative Percent

Valid Totally disagree 28 6.6 6.6 6.6

Disagree 69 16.4 16.4 23.0

Neither disagree, nor agree 140 33.2 33.2 56.2

Agree 152 36.0 36.0 92.2

Totally agree 33 7.8 7.8 100.0

Total 422 100.0 100.0
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In the last question about satisfaction, participants were asked to state whether they

are satisfied with their experience of purchasing luxury brands. 194 participants (46% of

the sample) agreed or strongly agreed with the above statement. 85 participants (20.1%

of the sample) disagreed or totally disagreed, while 143 participants (33.9% of the

sample) neither disagreed, nor agreed (Table 50).

Table 50: Satisfied with experience

Satisified_with_experience

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 6.2 6.2 6.2
Disagree 14.0 14.0 20.1
Neither disagree, nor agree 143 33.9 33.9 54.0
Agree 159 37.7 37.7 91.7
Totally agree 8.3 8.3 100.0
Total 422 100.0 100.0

Table 51 and Figure 4 provide descriptive statistics regarding participants’ responses in

the three questions that were used to describe participants’ satisfaction with luxury

brands.

Table 51: Satisfaction - Descriptive Statistics

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Happy 422 1 3.14 .976
Satisfied 422 1 3.22 1.028
Satisified_with_experience 422 1 3.28 1.009
Valid N (listwise) 422
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Figure 4: Satisfaction - Descriptive Statistics

Satisfaction - Descriptive Statistics
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4.1.4. Repurchase Intention

Satisified_with_experience

In the first question about repurchase intentions, participants were asked to respond

on whether they would continue purchasing and using luxury brands, if they could. 50

participants (11.8 % of the sample) agreed or strongly agreed with the above statement.

232 participants (54.5% of the sample) disagreed or totally disagreed, while 142

participants (33.6% of the sample) neither disagreed, nor agreed (Table 52).

Table 52: Possible continue

Possible_continue

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 32 7.6 7.6 7.6
Disagree 73 17.3 17.3 24.9
Neither disagree, nor agree 121 28.7 28.7 53.6
Agree 137 32.5 32.5 86.0
Totally agree 59 14.0 14.0 100.0
Total 422 100.0 100.0

In the next question, participants were asked if they planned to continue purchasing

luxury brands in the future. 181 participants (42.9% of the sample) agreed or strongly

agreed with the above statement. 117 participants (27.7% of the sample) disagreed or
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totally disagreed, while 124 participants (29.4% of the sample) neither disagreed, nor
agreed (Table 53).

Table 53: Continue future

Continue_future

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 38 9.0 9.0 9.0
Disagree 79 18.7 18.7 27.7
Neither disagree, nor agree 124 29.4 29.4 57.1
Agree 136 32.2 32.2 89.3
Totally agree 45 10.7 10.7 100.0
Total 422 100.0 100.0

Then, participants were asked to comment on whether they intend to purchase the
same luxury brands in the future. 182 participants (42.1% of the sample) agreed or
strongly agreed with the above statement. 110 participants (26.1% of the sample)
disagreed or totally disagreed, while 130 participants (30.8% of the sample) neither

disagreed, nor agreed (Table 54).

Table 54: Intentions same brands

Intentions_same_brands

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 40 9.5 9.5 9.5
Disagree 70 16.6 16.6 26.1
Neither disagree, nor agree 130 30.8 30.8 56.9
Agree 132 31.3 31.3 88.2
Totally agree 50 11.8 11.8 100.0
Total 422 100.0 100.0

In the next question for repurchase intentions, participants were asked to state whether
itis possible to use the same luxury brands in the future. 207 participants (49.1% of the
sample) agreed or strongly agreed with the above statement. 90 participants (21.3% of
the sample) disagreed or totally disagreed, while 125 participants (29.6% of the sample)

neither disagreed, nor agreed (Table 55).
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Table 55: Possible same brands

Possible_same_brands

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 28 6.6 6.6 6.6
Disagree 62 14.7 14.7 21.3
Neither disagree, nor agree 125 29.6 29.6 50.9
Agree 151 35.8 35.8 86.7
Totally agree 56 13.3 13.3 100.0
Total 422 100.0 100.0
Following the above, participants were asked to state whether would buy again the
same luxury brands in the future. 183 participants (43.3% of the sample) agreed or
strongly agreed with the above statement. 105 participants (24.9% of the sample)
disagreed or totally disagreed, while 134 participants (31.8% of the sample) neither
disagreed, nor agreed (Table 56).
Table 56: Will buy again
Will_buy_again
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 35 8.3 8.3 8.3
Disagree 70 16.6 16.6 24.9
Neither disagree, nor agree 134 31.8 31.8 56.6
Agree 128 30.3 30.3 87.0
Totally agree 55 13.0 13.0 100.0
Total 422 100.0 100.0

Table 57 and Figure 5 present summary descriptive statistics for participants’

responses in the section of the questionnaire regarding repurchase intentions.

Table 57: Repurchase Intentions - Descriptive Statistics

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Possible_continue 422 5 3.28 1.134
Continue_future 422 5 3.17 1.127
Intentions_same_brands 422 5 3.19 1.139
Possible_same_brands 422 5 3.34 1.089
Will_buy_again 422 5 3.23 1.128
Valid N (listwise) 422
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Figure 5: Repurchase Intentions - Descriptive Statistics

Repurchase Intentions - Descriptive Statistics

MEVIKOC TUTIOC
MEVIKOC TUTIOC
MEVIKOC TUTIOC
MEVIKOC TUTIOC
MEVIKOC TUTIOC
MEVIKOC TUTIOC
MEVIKOC TUTIOC
MEVIKOC TUTIOC

4.1.5. Other

4
N
)
N S
\}Q; < @7
& S
L )
(JO ({, s
,—00
&
X
L

The next section of the questionnaire referred to general questions about participants’

perceptions of luxury brands. First, participants were asked to state whether they

believe luxury brands are of high quality. 232 participants (55.5% of the sample) agreed

or strongly agreed with the above statement. 60 participants (14.2% of the sample)

disagreed or totally disagreed, while 128 participants (30.3% of the sample) neither

disagreed, nor agreed (Table 58).

4.1.5.1. High quality

Table 58: High quality

High_quality

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 19 4.5 4.5 4.5
Disagree 41 9.7 9.7 14.2
Neither disagree, nor agree 128 30.3 30.3 44.5
Agree 191 45.3 45.3 89.8
Totally agree 43 10.2 10.2 100.0
Total 422 100.0 100.0
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In the next question, participants were asked to state whether they believe luxury
brands are superior. 199 participants (47.1% of the sample) agreed or strongly agreed
with the above statement. 92 participants (21.8% of the sample) disagreed or totally

disagreed, while 131 participants (31% of the sample) neither disagreed, nor agreed

(Table 59).
Table 59: Superior
Superior
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 31 7.3 7.3 7.3
Disagree 61 14.5 14.5 21.8
Neither disagree, nor agree 131 31.0 31.0 52.8
Agree 155 36.7 36.7 89.6
Totally agree 44 10.4 10.4 100.0
Total 422 100.0 100.0
Moreover, participants were also asked whether they perceive luxury brands as highly
sophisticated. 204 participants (48.4% of the sample) agreed or strongly agreed with
the above statement. 71 participants (16.8% of the sample) disagreed or totally
disagreed, while 147 participants (34.8% of the sample) neither disagreed, nor agreed
(Table 60).
Table 60: Sophisticated
Sophisticated
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 24 5.7 5.7 5.7
Disagree 47 11.1 11.1 16.8
Neither disagree, nor agree 147 34.8 34.8 51.7
Agree 151 35.8 35.8 87.4
Totally agree 53 12.6 12.6 100.0
Total 422 100.0 100.0
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4.1.5.2. Perceived cost

In the next two questions, participants were asked to comment on the cost of luxury
brands. In the first of these two questions, participants were asked whether they
believe that the cost of luxury brands is high. 353 participants (83.2% of the sample)
agreed or strongly agreed with the above statement. 17 participants (4% of the sample)
disagreed or totally disagreed, while 54 participants (12.8% of the sample) neither

disagreed, nor agreed (Table 61).

Table 61: High cost

High_cost
Frequency Percent Valid Percent Cumulative Percent

Valid Totally disagree 9 2.1 21 2.1

Disagree 8 1.9 1.9 4.0

Neither disagree, nor agree 54 12.8 12.8 16.8

Agree 152 36.0 36.0 52.8

Totally agree 199 47.2 47.2 100.0

Total 422 100.0 100.0

Next, participants were asked whether they perceive the cost of luxury brands as
overpriced. 320 participants (75.9% of the sample) agreed or strongly agreed with the
above statement. 22 participants (5.2% of the sample) disagreed or totally disagreed,

while 113 participants (26.8% of the sample) neither disagreed, nor agreed (Table 62).

Table 62: Overpriced
Overpriced
Frequency Percent Valid Percent Cumulative Percent

Valid Totally disagree 5 1.2 1.2 1.2

Disagree 17 4.0 4.0 5.2

Neither disagree, nor agree 80 19.0 19.0 24.2

Agree 113 26.8 26.8 50.9

Totally agree 207 491 49.1 100.0

Total 422 100.0 100.0
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4.1.5.3. Confirmation

Then, participants were asked whether their experience with luxury brands met their
expectations. 129 participants (30.6% of the sample) agreed or strongly agreed with the
above statement. 86 participants (20.4% of the sample) disagreed or totally disagreed,

while 207 participants (49.1% of the sample) neither disagreed, nor agreed (Table 63).

Table 63: Experience better

Experience_better

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 21 5.0 5.0 5.0
Disagree 65 15.4 15.4 20.4
Neither disagree, nor agree 207 49.1 49.1 69.4
Agree 105 24.9 24.9 94.3
Totally agree 24 5.7 5.7 100.0
Total 422 100.0 100.0
Similar were the results for service expectations. In fact, participants were asked to
comment on whether the service level offered by luxury brands exceeded their
expectations. 133 participants (31.6% of the sample) agreed or strongly agreed with the
above statement. 114 participants (27% of the sample) disagreed or totally disagreed,
while 175 participants (41.5% of the sample) neither disagreed, nor agreed (Table 64).
Table 64: Service expectations
Service_expectations
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 30 7.1 71 7.1
Disagree 84 19.9 19.9 27.0
Neither disagree, nor agree 175 41.5 41.5 68.5
Agree 105 24.9 24.9 93.4
Totally agree 28 6.6 6.6 100.0
Total 422 100.0 100.0
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4.1.5.4. Relationship quality

As far as relationship quality is concerned, participants were asked whether they have
the intention to be loyal to luxury brands. 101 participants (24% of the sample) agreed
or strongly agreed with the above statement. 182 participants (43.1% of the sample)
disagreed or totally disagreed, while 139 participants (32.9% of the sample) neither

disagreed, nor agreed (Table 65).

Table 65: Intention loyal

Intention_loyal

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 71 16.8 16.8 16.8

Disagree 111 26.3 26.3 43.1
Neither disagree, nor agree 139 32.9 32.9 76.1
Agree 83 19.7 19.7 95.7
Totally agree 18 4.3 4.3 100.0
Total 422 100.0 100.0

Next, participants were asked whether they have been satisfied with their relationship

with luxury brands. 162 participants (38.4% of the sample) agreed or strongly agreed

with the above statement. 97 participants (23.2% of the sample) disagreed or totally

disagreed, while 162 participants (38.4% of the sample) neither disagreed, nor agreed

(Table 66).

Table 66: Satisfied relationship

Satisfied_relationship
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 26 6.2 6.2 6.2

Disagree 72 171 171 23.2
Neither disagree, nor agree 162 38.4 38.4 61.6
Agree 136 32.2 32.2 93.8
Totally agree 26 6.2 6.2 100.0
Total 422 100.0 100.0
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4.1.5.5. Cognitive effort

With respect to cognitive effort, participants were asked whether they need a lot more
information, before taking the decision to purchase a luxury brand. 252 participants
(59.7% of the sample) agreed or strongly agreed with the above statement. 59
participants (14% of the sample) disagreed or totally disagreed, while 111 participants

(26.3% of the sample) neither disagreed, nor agreed (Table 67).

Table 67: Need information

Need _information

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 17 4.0 4.0 4.0

Disagree 42 10.0 10.0 14.0
Neither disagree, nor agree 111 26.3 26.3 40.3
Agree 147 34.8 34.8 75.1
Totally agree 105 24.9 24.9 100.0
Total 422 100.0 100.0

Next, participants were asked whether they spend a lot more information, before taking

the decision to purchase a luxury brand. 258 participants (61.1% of the sample) agreed

or strongly agreed with the above statement. 81 participants (19.2% of the sample)

disagreed or totally disagreed, while 144 participants (34.1% of the sample) neither

disagreed, nor agreed (Table 68).

Table 68: Seek information

Seek_information
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 25 5.9 5.9 5.9

Disagree 56 13.3 13.3 19.2
Neither disagree, nor agree 83 19.7 19.7 38.9
Agree 144 34.1 34.1 73.0
Totally agree 114 27.0 27.0 100.0
Total 422 100.0 100.0
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In the last question about cognitive effort, participants were asked whether they spend
a lot of time, before taking the decision to purchase a luxury brand, in order to compare
luxury brands between them. 243 participants (57.6% of the sample) agreed or strongly
agreed with the above statement. 81 participants (19.2% of the sample) disagreed or
totally disagreed, while 98 participants (42.4% of the sample) neither disagreed, nor
agreed (Table 69).

Table 69: Compare brands

Compare_brands

Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 27 6.4 6.4 6.4

Disagree 54 12.8 12.8 19.2
Neither disagree, nor agree 98 23.2 23.2 42.4
Agree 133 31.5 31.5 73.9
Totally agree 110 26.1 26.1 100.0
Total 422 100.0 100.0

4.1.5.6. Other

Participants were also asked if celebrities influence them in their decision to purchase

luxury brands. 77 participants (18.2% of the sample) agreed or strongly agreed with the

above statement. 264 participants (62.6% of the sample) disagreed or totally disagreed,

while 81 participants (19.2% of the sample) neither disagreed, nor agreed (Table 70).

Table 70: Celebrities influence

Celebrities_influence
Frequency Percent Valid Percent Cumulative Percent
Valid Totally disagree 170 40.3 40.3 40.3

Disagree 94 22.3 22.3 62.6
Neither disagree, nor agree 81 19.2 19.2 81.8
Agree 55 13.0 13.0 94.8
Totally agree 22 5.2 5.2 100.0
Total 422 100.0 100.0
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In the last question of the main part of the questionnaire, participants were asked if
celebrities influence them in their decision to purchase luxury brands. 123 participants
(29.2% of the sample) agreed or strongly agreed with the above statement. 202
participants (47.9% of the sample) disagreed or totally disagreed, while 97 participants

(23% of the sample) neither disagreed, nor agreed (Table 71).

Table 71: Advertising
Advertising
Frequency Percent Valid Percent Cumulative Percent

Valid Totally disagree 114 27.0 27.0 27.0

Disagree 88 20.9 20.9 47.9

Neither disagree, nor agree 97 23.0 23.0 70.9

Agree 91 21.6 21.6 92.4

Totally agree 32 7.6 7.6 100.0

Total 422 100.0 100.0

Table 72 and Figure 6 present summary descriptive statistics for general statements
that participants made regarding quality, cognitive effort, advertising and expectations

associated with the decision to purchase luxury brands.

Table 72: Other - Descriptive Statistics

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation

High_quality 422 1 5 3.47 .959
Superior 422 1 5 3.28 1.070
Sophisticated 422 1 5 3.38 1.027
High_cost 422 1 5 4.24 .900
Overpriced 422 1 5 418 .957
Experience_better 422 1 5 3.1 .905
Service_expectations 422 1 5 3.04 .999
Intention_loyal 422 1 5 2.68 1.098
Satisfied_relationship 422 1 5 3.15 .982
Need_information 422 1 5 3.67 1.079
Seek_information 422 1 5 3.63 1.182
Compare_brands 422 1 5 3.58 1.187
Celebrities_influence 422 1 5 2.21 1.244
Advertising 422 1 5 2.62 1.291
Valid N (listwise) 422
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Figure 6: Other - Descriptive Statistics

Other - Descriptive Statistics
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4.1.7. Correlation Analyses

As anayzed in the methodology chapter of the dissertation, correlations analyses were
held, in order to identify whether the three central variables examined in the
dissertation, namely customer value, customer satisfaction and repurchase intentions,
are correlated with each other. As shown in the following correlations table (Table 73),
the three variables of the model were significantly and positively correlated with each
other (respective correlation coefficients between customer value and customer
satisfaction 0.745, between customer value and repurchase intentions 0.687, between

customer satisfaction and repurchase intentions 0.826, p<0.05).
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Table 73: Correlations table

Correlations

REPURCHASE_|I
VALUE SATISFACTION NTENTIONS

VALUE Pearson Correlation 1 .745™ .687"

Sig. (2-tailed) .000 .000

N 422 422 422

SATISFACTION Pearson Correlation 745" 1 .826™

Sig. (2-tailed) .000 .000

N 422 422 422

REPURCHASE_INTENTIONS Pearson Correlation 687" .826™ 1
Sig. (2-tailed) .000 .000

N 422 422 422

**_Correlation is significant at the 0.01 level (2-tailed).

4.1.8. Regression analysis

The results of the multiple regression analysis that was carried out are presented in the

following tables. Taking Table 74 and the value of R? first into consideration, the result

of the analysis was that changes in perceived customer value and satisfaction could

explain 69.4% of changes in repurchase intention. As shown in Table 75, the predictive

power of the regression model is statistically significant (F(2, 421) = 475.168, p<0.05).

Based on the coefficients table (Table 74), customer satisfaction’s effect on repurchase

intention is more significant than that of perceived customer value. These findings

provide preliminary observed-variable evidence that perceived customer value and

customer satisfaction jointly predict repurchase intention. However, the hypothesized

mediation mechanism is tested more directly through the SEM analysis that follows.
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Table 74: Model summary

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .833° .694 .693 .57239
a. Predictors: (Constant), SATISFACTION, VALUE
Table 75: ANOVA
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 311.360 2 155.680 475.168 .000°
Residual 137.278 419
Total 448.638 421

a. Dependent Variable: REPURCHASE_INTENTIONS
b. Predictors: (Constant), SATISFACTION, VALUE

Table 76: Coefficients

Coefficients?

Standardized
Unstandardized Coefficients Coefficients

del B

95.0% Confidence Interval for B

Std. Error Beta t Sig. Lower Bound Upper Bound
(Constant) .044 113 .386 .700 -.179 .266
VALUE .242 .061 .161 3.970 .000 122 .362
SATISFACTION .801 .046 .706 17.445 .000 711 .891

Dependent Variable: REPURCHASE_INTENTIONS

4.2. Qualitative Research

The results of the thematic analysis that was carried out are presented at Appendix 3.

As shown in the corresponding thematic-analysis table, the thematic analysis led to the

development of four main themes, namely “Consumer behaviour for luxury brands”,

“Value”, “Satisfaction” and “Repurchase intentions”. Taking the theme “Consumer

behaviour for luxury brands” first into consideration, this consisted of four sub-themes,
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namely “Frequency of purchasing”, “Market research”, “Product - brand
characteristics” and “Factors of influence”. Regarding the theme “Value”, this
consisted of the sub-themes “Definition”, “Personal perception”, “Price”, “Luxury
brands values” and “Luxury brands and environmental values”. As far as the theme
“Satisfaction is concerned”, this consisted of the sub-themes “Level of satisfaction”,
“Satisfaction with experience”, “Satisfaction with relationship” and “Satisfaction with
quality”. Finally, the theme “Repurchase intentions” consisted of the sub-themes
“Purchase in the future”, “Same brands” and “Loyalty to brands”. In what follows,

research findings regarding each theme and sub-theme are presented.

4.2.1. Consumer Behaviour for Luxury Brands

4.2.1.1. Frequency of purchasing

Participants varied in their responses regarding the frequency of their purchases. Some
of them stated that they purchase luxury brands more frequently, while others more

rarely.

A: Well, | purchase them quite often

B: Not so often, because they are very expensive, as you can understand

C: It depends on the products, some | purchase often, some other not so often

D: I could tell you once every two or three months

E: Rarely | could say. Luxury brand are not to be purchased often

F: Most of the times, | buy luxury brands in everything | buy

G: It depends. There are periods that | can afford them, and some other periods that |
don’t

H: lam somewhere in the middle. Not so often, not so rarely

4.2.1.2. Market research

Participants also varied in terms of the level of information they seek, when they want to

purchase luxury brands. Some participants stated that they seek for information,
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because of the importance and value of luxury brands, while some others admitted

knowing luxury brands very well, so information is not really necessary.

A: Of course. These are expensive brands, you need to search what to buy

B: I wouldn’t say so. Luxury brands are very famous, you know what you want and you
also known what you buy

C: It depends on what | want to purchase. There are times when | conduct serious
search. Some other times, | do not search too much, | know what | want

D: Yes, | look for information as much as | can. These are very valuable items to
purchase them just like that

E: I know very well the brands | purchase. So, no, | do not take too much time to search
and decide

F: When | want to purchase something luxury, | may look for information on the Internet
regarding what different brands offer, before | decide

G: When | want to buy a specific brand, | will not look for other brands, if this is what you
mean

H: Well, it depends. Sometimes | look for information, some other times | do not.

4.2.1.3. Product — brand characteristics

Participants mentioned many characteristics of luxury products and brands that matter
to them. Product, design, packaging, quality and price were the most important

characteristics for the participants of the sample.

A: All characteristics matter. From product design to packaging, from country of origin
to colour, everything

B: This is rather subjective. For me, for example, it is the logo that needs to be clearly
observed

C: The quality if the product is the most important characteristic. And the design details.

In fact, the quality must be reflected in the overall design
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D: To be honest, price is the most important characteristic. | know we talk about luxury
brands, so about expensive brands. But still, it cannot be so expensive.

E: A luxury brand must be durable and highly qualitative. Otherwise, it is not worth it

F: When I purchase a luxury item, | expect its design to be perfect and elegant. | also pay
a lot of attention to packaging, it is very important for me, | feel excellent when carrying
packages with the logo of a luxury brand on it

G: Well, to be attracted, the store selling the brand must be attractive and luxury, no
matter whether physical store or e-shop. Quality and design are also important

H: If you purchase something luxury, it must seem like a luxury item. So yes, the logo is

important, it must be evident on the item

4.2.1.4. Factors of influence

The participants of semi-structured interviews stated that their social environment
mainly influences their decision to purchase luxury brands. There were also some
participants that referred to advertising and celebrities as important factors of

influence as well.

A: To be honest, | am highly influenced by celebrities that post luxury brands on social
media.

B: | am mainly influenced by my social environment. Let me say that it is a socially
demanding environment, you have to keep up with some luxury trends

C: People in the workplace carry luxury brands. | don’t say that you necessarily have to
carry also, but, you know, there is some luxury vibe in the air!

D: Since | was young, my family had the financial ability to purchase luxury brands. So, it
is a trend that | follow.

E: Itis a combination of many factors. Friends, relatives, people | know, celebrities | see
in the media. It is everything around

F: Iwould say that it is mainly the people | get along with. At the job, when | go out

G: Advertisements have always influenced by purchasing decisions. So, | believe this is
what happens with luxury brands as well. Of course, | have the intention to purchase

them anyway

112



H: My friends are the most important influence. When | look luxury brands at celebrities

and then | see a friend of mine having it, | definitely want it

4.2.2. Value

4.2.2.1. Definition

Participants in the qualitative research defined value as expected. In specific, it defined

it as having something valuable, which is worth spending money to possessiit.

A: Value is what the word says. It is something that is worth having, there is worth in it

B: I would refer to value as what we call value for money. It is when something is worth
the money spend for it

C: Value means valuable. When something has value, it is valuable for some reason.
And the reason is not necessarily price

D: Value is a very important concept. | define it in my life as something that is worth
having and paying for

E: Well, value for me is like importance. Something is valuable, when it is important

F: Valuable things are those that are held to deserve. They are useful things, important
things

G: Value is appreciation. It is when something is worth having it, worth purchasing it, it
reflects certain values

H: For me, value is more of a monetary term, compared with how other people use it.

4.2.2.2. Personal perception
All interviewees characterized luxury brands as very important and valuable for them.
Such brands make them feel respected by others in their social environment, thereby

being willing to make sacrifices to possess them.

A: Well, | believe that luxury brands are very valuable. This is their nature, this is why

they are so expensive and only a few people have them
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B: What | believe is that luxury brands offer the best value for money than any other
brand that you can purchase.

C: I feel that it is worth spending on luxury brands, even if sometimes you have to make
sacrifices to afford them

D: When | purchase luxury brands, | feel that my social environment somehow expects
such a purchase

E: Let me say that | feel connected with others, when | purchase luxury brands. It is as if
I am getting closer with people that expect me to purchase products and brands like
them

F: I cannotimagine something more valuable that luxury brands, talking about shopping
and staff like that, of course. You purchase high-quality products, which are valuable

G: For me, the value of luxury brands is what they reflect, all these values, the elegance,
the feeling that you possess something great

H: Well, luxury brands are luxury, so they are valuable. It is their price, their quality, their

design, there is high value in all these

4.2.2.3. Price

Price was perceived by most participants as a majorly indicative attribute of luxury
brands, mainly because of the quality and values such brands reflect. Some

participants had different opinion, perceiving some luxury brands as over-priced.

A: Definitely. This is why luxury brands are called luxury. They are of exceptional quality,
so they cost more.

B: Yes, | mean sometimes. They are worth spending on them. However, sometimes they
are artificially expensive, more than what they should

C: If you asked me 10 years ago, | would say definitely yes. But now, | am not so sure,
they have become truly expensive

D: | believe yes. This is one of the differentiating factors of luxury brands. They have to
be more expensive than other brands

E: If you consider the higher quality, the design, the packaging, the materials, everything,

itis normal that they are more expensive

114



F: Yes, | agree, they have to be more expensive than ordinary brands. Otherwise, what is
the point of being luxury

G: Sometimes. Some other times, | really cannot understand why do you have to pay so
much for some brands

H: It is not so simple to answer. Just being named luxury is not enough to charge higher
prices. Luxury has to be proven by quality. In this case, yes, | agree with the higher

prices for sure.

4.2.2.4. Luxury brands values

Participants named certain values they believed are associated with luxury brands.

Elegant and expensive lifestyle, as well as higher social status were at the forefront.

A: | believe that luxury brands reflect a luxury and elegant way of life

B: It is more of a modern way of life that luxury brands reflect. In contrast to older times,
luxury is more common now

C: For me, luxury brands form a reflection of a high social class. Not necessarily very
high, but definitely above average

D: When you purchase luxury brands, you want to show to others that you belong to
their class, or another class. This is it for me. Reflecting your social and economic |
would say status

E: Luxury brands carry the value of luxury and elegance, the value of high quality.

F: Luxury brands are there to demonstrate a sense of luxury life and lifestyle. They show
what kind of life someone lives

G: In my opinion, when | see people having luxury products, they show that they care
about the quality of products. Of course, there are also others that just want to
demonstrate a luxury way of living, even if they actually do not live such a life

H: The value of luxury is enough to describe what luxury brands actually are about

4.2.2.5. Luxury brands and environmental values
The connection of luxury brands with environmental values and purposes was not

highly reflected in participants’ responses. In fact, those participants that agreed with
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the above attributed this connection to the trend of the times, whereby all brands,

whether luxury or not, are associated with environmental causes.

A: Yeah, somehow. But, there are also other non-luxury brands that are subject to high
environmental sensitivity

B: Yes, there is also environmental values in luxury brands indeed. If you see, most of
them now promote the environmental-friendly materials they are made of

C: Itis about brands in general | would say, not just luxury brands

D: I don’t know if they are really ethical from an environmental perspective. Many things
have been heard about how all this luxury is made.

E: Itis more or less the same with any other brand. It is the trend of the times

F: Yes, luxury brands are also distinguished for their environmental sensitivity, this
happens at least a decade now

G: To be honest, | am not sure

H: As with other values of the times, luxury brands also have environmental attributes in

the values they reflect as well

4.2.3. Satisfaction

4.2.3.1. Level of satisfaction

Qualitative research participants generally demonstrated a high level of satisfaction
with the luxury brands they have purchased.

A: Yes, generally | am satisfied

B: Most of the times | have been satisfied with the luxury brands | have purchased.

C: I would say | am moderately satisfied. Sometimes, | am very much satisfied. Some
other times, | expected more of a luxury brand | purchased

D: Overall, | can verify my satisfaction with luxury brands, at least those | have
happened to purchase

E: Yes, more or less | am satisfied

F: Good level of satisfaction for me

G: Yes, | have been very satisfied with all luxury brands | have purchased
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H: Well, my level of satisfaction with luxury brands is good, or high | suppose

4.2.3.2. Satisfaction with experience

Experience with luxury brands was something that research participants valued to a big
extent, indicating that purchasing a luxury brand is more than just purchasing a
product. Of course, some participants stated that their experience with luxury brands

has not always been positive.

A: Yes, this is what | am saying. Luxury brands is mainly about the experience

B: The experience is satisfactory, this is what is all about

C: Yes, | am satisfied with the experience. It is a good experience to purchase luxury
brands

D: The experience is always nice

E: Yes, the experience is good. Especially when you show a luxury brand to your friends
for the first time and you see their reactions

F: Itis always nice when you purchase something luxury

G: It depends on the quality. If it is not what you expect, then the experience may not be
so nice. It has happened to me some times

H: Yes, | could general say that purchasing luxury brands is generally a good experience

4.2.3.3. Satisfaction with relationship

Participants expressed their good level of satisfaction with their relationship with the
luxury brands they have purchased. They connected this relationship with whether it fits

their lifestyle and values or not.

A: Yes, | am satisfied with my relationship

B: I would be more satisfied if the relationship was tighter, | mean if | had the ability to
purchase more of them

C: Yes, the relationship is good. | normally purchase luxury items that are in line with

who | am, with my lifestyle and my values
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D: Well, | cannot say | have purchased so many luxury brands, but ok, let’s say that |
have a good relationship with them

E: To be honest, | haven’t thought of that. Is there a relationship really?

F: I am always connected with the things | purchase, this is my character. So, the same
goes for luxury brands as well. | am well-connected with them

G: Yes, there is a good connection, | am satisfied with this relationship

H: More or less, yes, | am satisfied

4.2.3.4. Satisfaction with quality

Participants were found to be highly satisfied with the quality offered by luxury brands,
stating that high quality is the main reason for purchasing them. Again, there were some
participants that would expect a higher quality of products, considering the money that

have to be invested in the purchase of luxury brands.

A: Yes. This is why | mainly purchase luxury brands, because itis quality that matters

B: Most the times | am satisfied. There are times | am not

C: Luxury means quality. | am satisfied with the quality, yes

D: There are time | have been disappointed. But overall, the quality is good

E: More or less | am satisfied

F: Yes, the quality of luxury brands is most of the times very satisfactory

G: I would not say something less about the quality if luxury brands, it is always evident
H: Overall, | am satisfied with quality. All luxury items | have purchased are at least

qualitative

4.2.4. Repurchase Intentions

4.2.4.1. Purchase in the future

All participants admitted that they would purchase luxury brands in the future. Even if

they do not intend to seek to buy one, they are certain that sooner or later this shall

happen.
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A: Yes, of course | will purchase in the future as well

B: Yes, why not?

C: Definitely, it is part of my culture, my lifestyle

D: | could say yes, definitely

E: I do not know how many times., but | will buy yes

F: Yes, of course [ will

G: If it happens, yes why not?

H: Itis not that | will seek to purchase luxury brands for sure, but my history so far shows

that | will buy again for sure

4.2.4.2. Same brands

Most participants admitted that they wold purchase the same brands in the future,
because they have been used to purchasing them and because there are certain brands
that suits them. There were some other participants though that stated that they shall
just purchase the brands that offers them something interesting, whether brands are

the same or not.

A: Yes, why not? | am well satisfied with the luxury brands | have purchased so farin my
life

B: Yes, for some, not for some others

C: I do not know my level of loyalty, if this what you mean. | will buy the brands that offer
me what | want, whether | have purchased them in the past or not

D: Yes, there are some brands that | have stuck with and which I will purchase

E: Yes, there are some certain brands | normally buy. | prefer not testing with so
expensive staff

F: Well,  am satisfied with certain brands and these are what | purchase normally

G: There are not so many luxury brands, | believe | have purchased many of them, so |
will keep on purchasing the same

H: There are luxury brands that fit my lifestyle, after years of experimenting, | have

concluded in certain ones that are for me
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4.2.4.3. Loyalty to brands

Participants’ responses in this last question of the semi-structured interviews that were
carried out were similar to the previous one. Indeed, some participants stated that they
are loyal to certain luxury brands, while others did not believe in loyalty in such brands
to a big extent. Those that stated being loyal were found to highly admire the special

treatment and offers that they are subject to, as a result of their loyalty to luxury brands.

A: Yes, as | am with non-luxury brands as well

B: Yes, if you purchase the same brands, you also have some special treatment and
prices

C: As | said, | am not so loyal to luxury brands. If it happens to purchase the same brand
again, because it happens to offer something interesting, | will buy it

D: Yes, | am loyal. And | have benefits from that.

E: After years of research, | purchase some standard brands. And they have my contact
details, so they inform me about new offerings, and special offers for me also

F: I don’ know if you can say it loyalty, but | purchase some standard brands that | am
usedto

G: As | said, there are not many luxury brands. But it would not be wrong to say that | am
loyalto some

H: lam loyal to some brands, but they suit me. When | make frequent purchases, | enjoy

some special offers

4.2.5. Summary of Findings

To summarize the above, participants in the qualitative research varied in their
responses regarding their frequency of purchasing luxury brands. Trough their
responses, they revealed that they seek for information, when purchasing luxury
brands. Further to the above, qualitative research participants stated that product,
design, packaging, quality and price were the characteristics that they mostly took into
consideration, when they were asked to evaluate luxury products and brands. They also

stated that when they decide whether and what luxury products and brands to
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purchase, they are mainly influenced by their social environment, as well as advertising
campaigns and the lifestyle and advertising-promotional actions in which celebrities
are involved. The interviewees perceived value as having something valuable, which is
worth spending money, in order to acquire it. They characterized luxury brands as very
important and valuable for them, making them feel respected by others in their social
environment, so it was normal for them that they should make some minor or most
major sacrifices, in order to be able to acquire them. Price was found to be an indicative
feature of luxury brands, mainly being associated with the high quality and value that
luxury brands also reflect. However, there were also interviewees that characterized
luxury brands as over-priced. With respect to their answers in another question,
research participants attributed specific values to luxury products and brands, such as
brands that are elegant and reflect an expensive lifestyle and a higher social status.
Participants in the qualitative research did not highly connect luxury brands with
environmental issues and values. Overall, participants in the qualitative research were
found to be satisfied with the luxury products and brands they have purchases, as well
as with their quality, the experience of using them and the relationship they had built
with them. In this context, all of them stated that they would purchase luxury brands
and actually the same brands in the future. This, however, did not reveal an intention to

be certainly loyal to the same brands in the future.

4.3 Structural Equation Modeling and Hypotheses Testing - Methodology & Results

Interpretation

Translating the results of the two analyses (CFA & SEM), we observe the following:

1. Model Quality (Fit Indices)

Before analyzing relationships, we check if the model fits the data:

CFI (0.943) and TLI (0.934): These are above the 0.90 threshold, meaning the model

explains data correlations very well.
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RMSEA (0.070): This is below 0.08, indicating an acceptable approximation error.

Conclusion: The "architectural plan" of your research is stable and reliable.

2. CFA: What "matters" most in Perceived Value?
Perceived Value is a complex construct. Looking at the five dimensions measured, we

see which ones carry the most weight (Loadings):

Financial Value (0.937) & Physical/Price Value (0.878): These are the dominant players.

Your consumers link value primarily to financial benefit and quality/price.

Social Value (0.481): This is a "red flag." The low loading and very low AVE (0.231)
indicate that the social dimension (e.g., what others think) does not align well with how

value is perceived in this specific study.

3. SEM & Mediation: The Customer Journey

We have identified what is known as Full Mediation:

Value > Satisfaction » Repurchase Intention

Practically, this means that perceived value does not lead to repeat purchases on its
own. It must first be converted into Satisfaction. If a customer recognizes value but is
not satisfied, the intention to repurchase disappears. Satisfaction is the essential
"stopover."

The direct path from perceived customer value to repurchase intention was included in

the SEM in order to determine whether the mediation was partial or full.

4. Model Power (R square)

The explanation percentages found are very high for our research:

Satisfaction (R*2 = 0.814): 81.4% of satisfaction is explained by the model.
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Repurchase Intention (R*2 = 0.757): 75.7% of the intention to buy again is explained.

Research Conclusions (Academic Format)
Based on the analyzed data and literature (e.g., Hair et al., 2019; Hu & Bentler, 1999),

we conclude the following:

1. Model Validation:

"The research results offer strong support for the proposed model, as fit indices (CFIl =
.943, TLI = .934) exceeded the recommended thresholds by Hu & Bentler (1999) and
Hair et al. (2019). This suggests that the examined structure accurately describes the

relationships between value, satisfaction, and repurchase intention."

2. The Nature of Perceived Value:

"CFA analysis reveals that Perceived Value is a multidimensional construct primarily
determined by Financial and Physical/Price Value. Conversely, Social Value showed
low loading and AVE (.231), a finding consistent with Fornell & Larcker’s (1981) criteria
for discriminant validity. This suggests that in this specific market, consumers focus on

practical and economic utility rather than social sighaling."

3. The Key Role of Satisfaction (Full Mediation):

"The most notable finding of the study is the confirmation of full mediation by
Satisfaction in the Value-Repurchase relationship. Following the bootstrapping
procedure of Preacher & Hayes (2008), the direct effect of value on repurchase
intention was non-significant (p = .963). This means that high perceived value does not
automatically translate into loyalty unless mediated by the experience of satisfaction.
This reinforces Kline’s (2016) position that indirect relationships often reveal the true

mechanisms of consumer behavior."
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4. Managerial Implications:

Focus on Value-for-Money: Since financial value is the main driver, businesses must
clearly communicate the benefit relative to price, focusing on the most important
attributes, which are quality, design & product durability.

Invest in the Experience: Satisfaction is the 'gatekeeper' of repurchasing. Even the best
product (high value) will fail to bring the customer back if the service or usage

experience is unsatisfactory.

Technical Summary of Results

Measurement Model (CFA):

The model showed a good fit: x*2(200) = 609.27, p <.001, CFl =.943, TLI = .934, RMSEA

= .070. All standardized loadings were significant (p < .001). Perceived Value was

primarily documented by Financial Value (B = .937) and Physical Value (B =.878).

Hypothesis Testing (SEM):

Value > Satisfaction: Extremely strong positive effect (8 =.902, p <.001).

Satisfaction » Repurchase: Positive and significant effect (3 =.875, p <.001).

Direct Value > Repurchase: Non-significant (B =-.005, p = .963).

Mediation Analysis:

Bootstrapping (200 resamples) confirmed a significant indirect effect (standardized

indirect effect = .789, 95% CI [.585, 1.003], p = .007). Because the indirect effect is

significant while the direct effect is not, full mediation is established.
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5. Discussion

Taking demographic information first into consideration, it was highly desired and
welcome that participants varied in terms of their gender, age, income, educational
status and marital status. The above differences enhanced that the sample was
representative of the wider population under investigation, thereby ensuring that
research findings are generalizable. Of course, many more women than men
participated in the research, which, however, was expected, because women were
indeed expected to be more interested in participating in a research occupied with

luxury brands and purchases.

With respect to the frequency of purchases, it becomes evident that not many
consumers purchase luxury brands on a frequent basis. The very high cost of luxury
brands must be the main reason, which, if combined with the financial condition of
research participants, indicates that consumers cannot afford to purchase luxury
brands all the time. In consistency with the characteristics that Ko et al. (2019), Siyao
(2021) and Tiwari & Lohith (2023) attributed to luxury brands, research participants also
emphasized on high quality, price, elegance and symbolism, which were not only the
factors that consumers take into account, when evaluating luxury brands, but also the
values that attribute to them and this is why they wish to possess them. However, in
contrast with the analysis of Mandhachitara & Lockshin (2004), participants did not
seem to occupy the social identity of luxury brands to a big extent, not widely believing
on average that luxury brands reflect the social status of their owners. Rather, in
consistency with the analysis of Akther (2014), participants mostly evaluated luxury
brands on the basis of their higher perceived value and increased practicality. To put it
differently, in agreement with the analysis of Corneo et al. (1997), Vickers et al. (2003)
and Dubois & Paternault (1995), participants evaluated luxury brands on the basis of
personal, rather than social, characteristics. This comes in agreement with the analysis
of Lindgreen & Wyndstra (2005), based on which consumers purchase luxury brands, in
order to acquire actual and not symbolic benefits. Of course, the above were not in

agreement with all participants, because there were participants that stated that they
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purchase luxury brands, in order to reflect the social values that given their lives in
general.

The concept of perceived customer value was the first that was examined in both the
quantitative and the qualitative research that were held. In consistency with the
academic literature that was reviewed in Chapter 2 (Woodall, 2003; Lapierre, 2000;
Teas and Agarwal, 2000; Flint et al., 1997; Ravald and Gronroos, 1996; Zeithaml, 1988),
research participants defined valuable products as products that are worth possessing

and worth making sacrifices, in order to achieve this possession.

It was highly positive for luxury-brand designers and traders that research participants
were found to be overall satisfied with the luxury brands they have chosen to purchase.
The role of high perceived value must have been important in this context, as this is
consistent with the findings of Zeithaml et al. (2006), as well as those of Flint et al.
(2002). However, it was highly negative that research participants characterized luxury
brands as over-priced. This, of course, does not mean that participants do not
acknowledge the superiority of luxury brands, which shall explain higher prices than the
prices of non-luxury brands. Rather, it means that sometimes luxury brands are so
expensive that consumers miss the value for money they seek in their purchases. This
shall also explain why participants look for information, when purchasing luxury
brands, thereby constituting purchasing such brands as part of a rational decision-
making process. This is also consistent with the findings of Solomon (2015), according
to which the availability of information is one of the major factors determining
purchasing decisions, not only for brands in general, but also for the specific case of

luxury brands.

That research participants were not found to be so connected with the luxury brands
they said they purchase was somehow surprising, coming in contrast with the analysis
of Thompson et al. (2005), who have introduced the concept of attachment, advocating
that consumers of luxury brands are highly attached with the brands they choose to
purchase. Based on overall participants’ responses, as well as the findings of Cesily
(2022), it becomes evident that it must have been mainly quality of products that have

caused the satisfaction of the consumers of the sample with luxury brands. In the same
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context, also following the findings of Kabir et al. (2009), it must have also been the
service quality and overall purchasing experience that have led to the above outcome,
as this is also consistent with the findings of Nikhashemi et al. (2013). Despite the
above, though, loyalty levels were not found to be at high levels. It must be note here
that although in academic literature repurchase intentions and customer loyalty are
presented in parallel (e.g. Lee et al., 2001), research participants were clear about the
distinction between the two. In other words, one the one hand research participants
stated on average that they would purchase the same luxury brands in the future,
provided that they have been satisfied with the value and benefits they offer to them.
On the other hand, though, most of them also stated that they would not necessarily
remain loyal to a luxury brand, obviously meaning that although they would purchase
the same brand for a second time, they would easily switch to another brand instead, if
its offerings were better and more beneficial for some reason. Taking into consideration
the factors that influence repurchase intentions, as described in Chapter 2 (e.g. Chen &
Chen, 2017; Eskiler & Altunisik, 2021; Jen & Hu, 2003), low level of involvement and
potential demographic characteristics, such as, for example, their average income,
may have led to the above outcome, together, of course, with the market of luxury

brands that each participant, thought of, when responding to the questionnaire.

The central outcome of this dissertation was the connection that was found between
perceived customer value, customer satisfaction and repurchase intentions, which -
after all — were the three major variables that were examined in both quantitative and
qualitative research. In consistency with previous research findings (e.g. Subekhi &
Hadibrata, 2020; Hafidz & Huriyahnuryi, 2023; Fan & Zainol, 2022; Kaptanoglu &
Yukselen, 2020), perceived value was found to be highly correlated with customer
satisfaction, indicating that when luxury brands offer good value to consumers, the
latter become more satisfied, as this obviously happens with non-luxury brands as well.
Next, customer satisfaction was also found to influence repurchase intentions, as this
is also consistent with previous research findings (Cronin et al., 2000). Following the
above, perceived customer value was also found to influence repurchase intention,
either directly, or indirectly, the latter through the mediating power of customer

satisfaction, as the above are also consistent with the previous research findings
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reviewed in Chapter 2 (e.g. Lau et al., 2019; Ibzan et al., 2016;. Worfel et al., 2022;
Singh, 2021). No matter the direct or indirect nature of the relationship, it follows that if
brand owners wish to help in enhancing repeated purchases from their customers, they

need to offer them value for their money, which in turn increases their satisfaction.

In the context of luxury brand management, as developed by authors like Daswani &
Jain (2011) and Berthon et al. (2009), there are three main implications that research
findings in this dissertation have for designers and traders of luxury brands. First,
traders of luxury brands shall pay huge attention to not sacrificing or undermining the
quality of their products for any reason, if they wish their target consumers to continue
purchasing their brands. If they want to pay attention to certain product attributes,
these would be product attributes, such as quality, design, durability, which seem to be
the factors that consumers value the most, when evaluating luxury products and
brands. Second, given the high connection between perceived customer value and
satisfaction, it is very important for luxury-brand designers and traders to focus on their
cost structure, as a means of being able to better justify premium pricing through
quality, craftsmanship, durability, experience and brand authenticity for their products
and brands to maintain the satisfaction of their customers. Third, it is very important for
traders and designers of luxury brands to also pay huge attention to maintaining the
social and environmental profile of luxury brands. Taking the social profile first into
consideration, apart from the traditions and heritage that luxury brands reflect, their
traders also need to pay attention to modernizing some features of their products and
brands, as a means of constituting their offerings as more up-to-date. After all,
participants themselves pointed out that it is mainly their social environment that
influences their purchasing decisions, as far as luxury brands are concerned. At the
same time, they also need to emphasize on and promote their sustainability features to
a bigger extent, because consumers seem not to connect luxury brands with
environmental sustainability and ethics, which are major trends of the times. Using
more sustainable materials and production processes, as well as effectively
communicating them to their target audiences, could effectively serve the above aims.
After all, as Christodoulides et al. (2009) point out, managing luxury brands, goes far

beyond charging higher prices for products of higher quality. Rather, it refers to
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managing all those aspects that luxury brands represent and symbolize. It follows from
the above that carefully managing the various elements of luxury brands may lead to
the higher attachment of consumers with the brands they purchase, which is very
important, if the analysis of Thompson et al. (2005) is taken into consideration, whereby
the more attached consumers are to a brand, the more likely it is for them to develop
positive attitudes towards the brand, a condition that adds to the competitive

advantage of companies and their brands.

6. Conclusion

The aim of this study was to examine the nexus of relationships between perceived
customer value, customer satisfaction and repurchase intention. In fact, the study
focused on the case of luxury brands. More specifically, the study had the following

objectives:

» To analyze in-depth the concepts of perceived customer value, customer
satisfaction and repurchase intention

» To identify whether there is a direct and positive relationship between customer
value and customer satisfaction in luxury brands.

» To examine whether customer Satisfaction has an impact on the repurchase
intentions of the same luxury brand.

» To analyze whether customer value, in combination with customer satisfaction,
is leading to the repurchase intention of the same luxury brand

» To provide implications of luxury brand managers regarding how they shall
manage their brands and what elements they shall take into account, as a
means of increasing perceived customer value and satisfaction, thereby - in turn

—also enhancing their repurchase intentions
Both quantitative and qualitative research were held, in order to investigate the above
subject and its objectives. Based on the findings of quantitative research first, research

participants were not found to purchase luxury products and brands to such a frequent
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extent. Regarding the factors of luxury products and brands that participants
emphasized on, quality, design, durability, experience, satisfaction were found to be at
the forefront, while most participants stated that their primary influence in purchasing
such brands are their social and working environment. Research participants admitted
that luxury brands offer them good value, but on average they doubted about whether
the use of such brands is so beneficial for them, characterizing them as prestigious, but
not reflecting a more modern way of life. The social value of luxury brands was not
exactly identified through the results of quantitative research, since participants stated
that they do not purchase luxury brands, in order to fulfil social expectations, or in order
to look like others. Survey participants also did not identify the environmental value of
luxury brands, not being so sure about whether luxury brands are ethical and
associated with environmental protection. Financial value was also not highly identified
by research participants. Indeed, the majority of respondents doubted about whether it
is worth paying such high prices, in order to purchase a luxury product — brand. Despite
the above, survey participants expressed a high level of satisfaction with the luxury
brands they have purchased and the experience with purchasing them, as well as a very
satisfactory level of loyalty, being willing to purchase the same luxury brands in the
future. Regarding other parameters of luxury brands that survey participants were
asked to comment on, participants acknowledged the fact that luxury brands are of
high quality and superior to other brands, without, however, this being enough to
explain the overpriced cost of acquiring them. Participants’ responses also varied with
respect to whether luxury brands and their service meet and exceed their expectations,
but most of them expressed a moderate satisfaction with the relationship they have
built with the luxury brands of their choice. Survey participants were also found to be
rational decision makers, seeking for information and comparing alternatives, before
they make their decisions about luxury brands, without being significantly influenced by
celebrities or advertising. The results of the correlation analyses showed that customer
satisfaction fully mediates the relationship between perceived customer value and
repurchase intention. Moreover, the results of the multiple regression analysis that was
carried out verified the combined effect of perceived customer value and satisfaction
on repurchase intentions, with the effect of satisfaction on repurchase intention being

stronger than that of value.
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As far as the results of qualitative research are concerned, research participants also
varied in their responses regarding their frequency of purchasing luxury brands, while in
principle they revealed that they seek for information, when purchasing luxury brands.
Moreover, interviewees revealed that product, design, packaging, quality and price
were the most important characteristics for them, when evaluating luxury products and
brands. However, in contrast with the findings of quantitative research, qualitative-
research participants stated that when making purchasing decisions about luxury
products and brands, they are mainly influenced by their social environment, as well as
advertising and celebrities. Participants in the qualitative research defined value as
having something valuable, which is worth spending money to possess it, while at the
same time characterizing luxury brands as very important and valuable for them,
making them feel respected by others in their social environment, thereby being willing
to make sacrifices to possess them. Price was perceived by most interviewees as a
majorly indicative attribute of luxury brands, mainly because of the quality and values
such brands reflect. However, as it happened with quantitative research as well, some
participants perceived some luxury brands as over-priced. Participants also named
certain values as those associated with luxury brands, with elegant and expensive
lifestyle, as well as higher social status, being at the forefront. In consistency with the
findings of quantitative research, the connection of luxury brands with environmental
values and purposes was not highly reflected in qualitative research participants’
responses. Qualitative research participants generally demonstrated a high level of
satisfaction with the luxury brands they have purchased, while experience with luxury
brands was something that research participants valued to a big extent, indicating that
purchasing a luxury brand is more than just purchasing a product. Participants
expressed their good level of satisfaction with their relationship with the luxury brands
they have purchased, as well as their quality. All participants admitted that they would
purchase luxury brands and actually the same brands in the future, while the feeling
and intention of being loyal to certain brands were not highly identified in the context of

gualitative-research findings.
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Research findings have very important implications for luxury-brand designers and
traders, as far as improving their commercial and overall business performance is
concerned. More specifically, the findings of both quantitative and qualitative research
indicate that consumers that purchase luxury brands value them to a significant extent,
mainly because of their high quality and the value they reflect. It follows from the above
that traders of luxury brands shall pay huge attention to not sacrificing or undermining
the quality of their products for any reason, if they wish their target consumers to
continue purchasing their brands. If they want to pay attention to certain product
attributes, these would be product attributes, such as product design, packaging and
durability, which seem to be the factors that consumers value the most, when
evaluating luxury products and brands. At the same time, a very important insight that
emerged from research findings was that price is a considerable factor that consumers
take into consideration. Despite the fact that they expect luxury products and brands to
be more expensive than other, while also expressing their satisfaction with the
experience and value for money offered by these brands, research participants
expressed the feeling that luxury brands are generally over-priced. This explains why
consumers do not purchase luxury brands to such a frequent basis. This finding calls
for correction from the side of luxury-brand traders, as far as the prices they charge is
concerned. Indeed, given the high connection between perceived customer value and
satisfaction, it is very important for luxury-brand designers and traders to focus on their
cost structure, as a means of being able to better justify premium pricing through
quality, craftsmanship, durability and brand authenticity for their products, in order to
maintain the satisfaction of their customers. This is very important, if traders wish to
increase the loyalty of their customers, which, as research findings revealed, remains
at relatively lower levels. It also seems that consumers will not purchase luxury brands
irrationally, but rather they will seek for information and will make comparisons, in

order to come up with the most beneficial purchasing decision for them.

At least with respect to the findings of this research, designers and traders of luxury
brands shall also pay a lot of attention in strengthening and communicating the social
value of their luxury brands more effectively, which was also found on average to be

missing from participants; perceptions, mainly as far as reflecting a modern lifestyle is
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concerned. Indeed, apart from the traditions and heritage that luxury brands reflect,
their traders also need to pay attention to modernizing some features of their products
and brands, as a means of constituting their offerings as more up-to-date. At the same
time, they also need to emphasize on and promote their sustainability features to a
bigger extent, because consumers seem not to connect luxury brands with
environmental sustainability and ethics, which are major trends of the times. Since
environmental value was not strongly identified by respondents, luxury brand managers
may need to communicate sustainability initiatives more clearly and credibly. Using
more sustainable materials and production processes, as well as effectively
communicating them to their target audiences, could effectively serve the above aims.
Although research participants did not seem to be so highly influenced by advertising
and celebrities, they may be eventually more influenced, if advertising focuses on the
environmental and social values that are currently missing from many consumers’

perceptions.

Last but not least, this dissertation was also subject to certain limitations. More
specifically, although the quantitative research was held with a sample of considerable
size (i.e. 422 participants), it was still a small sample to reflect the opinions of the wider
population of luxury-brand purchasers under investigation. Further to the above, both
quantitative and qualitative research were carried out with samples of Greek
consumers. In light of the above limitation, future researchers could conduct a larger-
scale research, encompassing in their samples a bigger number of consumers, as well
as consumers of different nationalities, thereby increasing the reliability of findings and
at the same time identifying whether national and cultural contexts of participants may
play a role in their perceptions of value, satisfaction and repurchase intentions for the

particular case of luxury brands.
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Appendices

Appendix 1: Quantitative Research - Questionnaire

Mnyéc Epwtioswy

Sharma, P. et al. (2024) ‘Understanding consumer repurchase intentions towards
luxury retail brands: Evidence from an emerging market’, Journal of Retailing and
Consumer Services, 76, p. 103570. doi:10.1016/j.jretconser.2023.103570.

Peng, N. and Chen, A. (2019) ‘Examining consumers’ luxury hotel stay repurchase
intentions-incorporating a luxury hotel brand attachment variable into a luxury
consumption value model’, International Journal of Contemporary Hospitality
Management, 31(3), pp. 1348-1366. doi:10.1108/ijchm-04-2018-0332.

Chatzoglou, P. et al. (2022) ‘Factors affecting repurchase intentions in retail shopping:
An empirical study’, Heliyon, 8(9). doi:10.1016/j.heliyon.2022.e10619.

Indicators examined below:

[Perceived Value] [Satisfaction] [Repurchase Intentions] [High Quality] [Emotional
Value] [Social Value] [Green Value]

[Perceived Cost] [Financial Value] [Confirmation] [Relationship Quality] [Cognitive
Effort] [Repurchase Intentions]

Eicaywyn
Ayanntoi CUPHETEXOVTEG,

2ac KaAwoopidoupe Beppd 0To TTAAIGLO AUTOU TOU JIOAKTOPLKOU EPEUVNTIKOU £PYOU, TO
OTIOIO ETILKEVIPWVETAL OTNV £EETACN TWV OXECoEWV PETAEL TNC AvTANTTACG agiag tou
TeAATN, TNG IKAvVoToinong Tou TEAATN Kal TN TPOBeong emavayopdg, eotialoviag otnyv
eplmTwon Twy toAuTeAWV brand otnv eAAnvikA ayopd.

H ocuppetoxn ocag oe autn tnv €peuva amnoteAei kpiolo otolxeio yla tnv MPoodo tou
EPELVNTIKOU £PYOU KAl oLUVELICPEPEL oNUAVTIKA 0Tn dlevpuvVon TNG YVWONCG Jag Kat otnv
KAtavonon Twy TTIOAUTIAOKOTATWY TIoU TLEPLRAAAOLYV TIC OXECELG HETAEY KATAVAAWTWY Kal
ToAuTeAwYV brands. Kabe elAikpivr) amdvinon oag sivat ToAUTIUN, KaBwg CUPBAAAEL OTNV
akpiBela kat Tn ocuVOALKN eTITUX(A TNC Epeuvac.

Emudiwkoupe tnv €€acddAilon tng amoAuTng avwvupiag oag kat tTnv mpootacia twv
TPOCWTILKWY cag Oedopévwy. OAec ol mAnpodopiec mou Ba mapacxebouv Ba
XpnowomotnBouv aTmoKAEIOTIKA yla OKOToUG €peuvag kKat Ba mapapeivouv
EUTILOTEVUTIKEG.

Me tn Bonbeld ocag, eipaote BERatol 0TI Ba Mpoxwpnooupe éva BrAua mapanepa otnv
Katavonon Twv cuvenkwy Tou dlapopdwvouyV TV eUTELPia TOU KATAVOAWTH O OXEoN
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pE Ta TtoAuTeAN brand otnv eAANVIKH ayopd. 2ag EUXAPLOTOUE YIA TH CUPHETOXN 0ag Kal
yla tn cuvelopopd ocag o€ autn tnv mpooTmabela.

Me ektipynon,

EpwtnuatoAoylo

ZTIGC MAPAKATW EPWTACELG ATIAVTNOTE OXETIKA WGE TIPOC WG TIPOG TIG AYOPAOCTIKEG

oag ETAOYEG.

01. Mooo cuxva ayopalete MoAUTEAN TpoiovTa;

MNote Jravia

Aiyeg Popég

Juxva

Mdvta

02. Z& tola XapaKTnNPLoTIKA TwV toAuteAwV brands divete peyaAutepn éudaon;

KaBoAou

Aiyo

Métpla

Apketa

MoAU

1. 2xedlaocpog/ Design

2. 2uokevacia/
TEPLTUALYHA

3. Eymopko onpa/
eMwvupia

5. TomoBeaoia/ katdotnua
ayopdg

6. Xwpa mpogAevong

7. Avtoxn

8. AN\o [Oleukplviote]

03. Molot Tapayovteg MOTEVETE OTL 0AG EMNPEAJOVV OXETLKA HE TIG AYOPES

ToAuteAwyv brands;

KaBoAou

Aiyo

Metpla

Apketd

MoAU

dirot

Owoyevela/ocuyyeveig

EupUTEPO KOWWVIKO
TepLBAA OV

Euputepo
ETIAYYEALATIKO
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TepLBAAov

Aldaonpeg

TIPOCWTUKOTNTEC

AANO

AnAwote 1o Baduo cupdwviag oag Pe TIC KATWOL TPOoTACELG:

Value

04. MNapa tig¢ Buoieg TOU KAVW yla va Ta anokKtow, ta moAuteAn brands pou

npoodEpouv KaAn a&ia ya ta xprpata tov danavaw [value for money]. [Perceived
Value] Sharma, P. et al. (2024)

Aadwvw
ATtoAUTWC

Aladwvw

Ourte
dtadwvw /
Ourte
oUHPWVW

Jupgdwvw

2updwvw
AtmtoAUTWC

05. AapBavovtag uttoyn Hou 6Ad Ta TAEOVEKTAHATA KAl Ta HELOVEKTAHATA, N XPHoN
moAuteAwyv brands eivalL evepyetiki yua epéva. [Perceived Value] Sharma, P. et al.

(2024)
Aadwvw Aladwvw Oute Jupdwvw | Zuppwvw
ATtoAUTWG dradpwvw / ATIOAUTWG
Oute
CcUHOWVW

06. ZuVvoALKQ, n Xprion mMoAuteAwyv brandspou poodEpet KaAn aéia. [Perceived

Value] Sharma, P. et al. (2024)

Aladwvw
ATtoAUTWC

Aladpwvw

Ourte
dtadpwvw /
Ourte
OUHPWVW

Jupdwvw

Jupdwvw
AtTtoAUTWC
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07.’Eva moAuteA€g brand avtimpoowmnelel to cuyxpovo tpomno {wnG. [Emotional

Value] Sharma, P. et al. (2024)

Aadwvw
ATtoAUTWC

Aladwvw

Oute
oapwvw /
Oute
oupdWVW

Jupdwvw

Jupdwvw
AtTtoAUTWC

08. Ta moAuteAn brands €xouv kKUpog. [Emotional Value] Sharma, P. et al. (2024)

Aadwvw
ATtoAUTWC

Aladwvw

Oute
owadpwvw /
Oute
CUHOWVW

2updwvw

2updwvw
ATIOAUTWC

09. Mpotipw va ayopalw ta moAuteAn brands mou miotevw O0TL Oa eyKpivel o
mepiyvupog pou. [Social Value] Sharma, P. et al. (2024)

Aadwvw
ATtoAUTWC

Aladwvw

Ourte
dtadwvw /
Ourte
oUHdWVW

Jupgdwvw

2updwvw
AtTtoAUTWC

10. Zuxva ayopalw moAuteAn brands TTou 0 KOWWVLIKOG HOU TTIEPILYUPOG TIPOCGSOKEL
ot 6a ayopaow [Social Value] Sharma, P. et al. (2024)

Aadwvw
ATIoAUTWC

Aadwvw

Oute
oladpwvw /
Oute
ocupdWVW

2updwvw

2updwvw
ATIOAUTWC




11. Zuxva tauvtiopal gye atopa mou ayopaldouv ta idia moAuteAn brands pe epéva.

[Social Value] Sharma, P. et al. (2024)

Aadwvw
AmtoAUTWC

Aadwvw

Oute
dadpwvw /
Oute
oupdWVW

JUHPWVW

JUHPWVW
AToAUTWC

12. Ta moAuteAn brands A€ve MOAAQ yLa To Atopo oL ta eTAEYEL. [Social Value]

Sharma, P. et al. (2024)

Aadwvw
ATtoAUTWC

Aladwvw

Ourte
dradwvw /
Ourte
oUHPWVW

Jupdwvw

Jupdwvw
AtTtoAUTWC

13. Av 0éAw va poldow pe Kamowov/a, cuxva ayopalw ta idia moAuteAn brands mou
Xpnowuomnotei. [Social Value] Sharma, P. et al. (2024)

Aadwvw
ATtoAUTWC

Aladwvw

Oute
oadpwvw /
Oute
CcUHOWVW

2updwvw

2updwvw
ATIOAUTWC

14. Ta moAuteAn brands cuvdéovtal cuxva pe dpaoctnplotnteg PLALKEG TPOG TO

nepBarrov. [Green Value] Sharma, P. et al. (2024)

Aadwvw
ATtoAUTWC

Aladwvw

Ourte
dtadwvw /
Ourte
oUHdWVW

Jupgdwvw

Jupgdwvw
ATtoAUTWC

15. Ta moAuteAn brands £€xouv n6kA kat utevBuLvN otaon. [Green Value] Sharma, P.

etal. (2024)

Aadwvw
ATToOAUTWC

Aladwvw

Oute
oapwvw /
Oute
ocupdWVW

2upgdwvw

2updwvw
ATIoOAUTWC
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16. Ta moAuteAn brands evdiadpEpovtal yia Thv mpootacia tou meptfaiiovrog.

[Green Value] Sharma, P. et al. (2024)

Aadwvw
AmtoAUTWC

Aadwvw

Oute
dtadpwvw /
Oute
oupdWVW

JUHPWVW

JUHPWVW
AToAUTWC

17. Oewpw W a&idel To KOOTOG EMEVSUONG VLA VA ATTOKTHOW £va TToAUTeEAEG brand.

[Financial Value] Peng, N. and Chen, A. (2019)

Aadwvw
ATtoAUTWC

Aadwvw

Oute
owadpwvw /
Oute
ouUHdWVW

SUHPWVW

SUHPWVW
ATIOAUTWC

18. Ta moAuteAn brands a&iouv tnv uWNAR TIHA YL AUTO IOV HOU TPocPEPOUV.

[Financial Value] Peng, N. and Chen, A. (2019)

Aadwvw
AToAUTWC

Aladwvw

Ourte
dtadwvw /
Ourte
ouUPPWVW

Jupdwvw

Jupdwvw
AtTtoAUTWC

19. Ta moAuteAn brands eivat value for money emAoyn. [Financial Value] Peng, N.

and Chen, A. (2019)

Aadwvw
ATtoAUTWC

Aladwvw

Ourte
dtadwvw /
Ourte
oUHPWVW

Jupdwvw

Jupgdwvw
ATtoAUTWC

Satisfaction

20. Eipat moAU suxaplotnuévog/n pe ta moAvteAn brands. [Satisfaction] Sharma, P.

et al. (2024)

Aadwvw
ATToAUTWC

Aladwvw

Oute
oapwvw /
Oute
ocupdWVW

2updwvw

2updwvw
ATIoOAUTWC




21. NuwOw wavomolnuévog/n ue Tnv anodacn Hou va ayopdacw moAuteAn brands.

[Satisfaction] Sharma, P. et al. (2024)

Aadwvw
AmtoAUTWC

Aadwvw

Oute
dtadpwvw /
Oute
oupdWVW

JUHPWVW

JUHPWVW
AToAUTWC

22. Eipat ikavomolnpévog/n e TV ePmneLpia tng ayopdcg moAvteAwyv brands.

[Satisfaction] Sharma, P. et al. (2024)

Aadwvw
ATtoAUTWC

Aladwvw

Ourte
dtadwvw /
Ourte
oUHPWVW

Jupdwvw

Jupdwvw
AtTtoAUTWC

Repurchase Intentions

23.'000 povu sival edplkto 6a nbeAa va cuvexiow va xpnotpgomnolw moAvteAn brands.

[Repurchase Intentions] Sharma, P. et al. (2024)

Aadwvw
ATIoAUTWC

Aadwvw

Oute
oladpwvw /
Oute
oUHPWVW

2updwvw

2updwvw
ATIOAUTWC

24. ZkomeLwW va ouveXidw va ayopalw mpoiovta ano toAuteAn brands oto péAAov.

[Repurchase Intentions] Sharma, P. et al. (2024)

Aladwvw
ATtoAUTWC

Aladwvw

Ourte
dtadwvw /
Ourte
OUHPWVW

Jupgdwvw

Jupgdwvw
AtTtoAUTWC




25. ZKkomeLW va ayopacw TAaAL ano ta idia moAteAn brands ato pEAAov.

[Repurchase Intention] Chatzoglou, P. et al. (2022)

Aadwvw
AmtoAUTWC

Aadwvw

Oute
dtadpwvw /
Oute
oupdWVW

SUHPWVW

JUHPWVW
ATtoAUTWC

26. Eivar ti6avo va xpnoipgomnotjow ta idta moAuvteAn brands oto péAAov.

[Repurchase Intention] Chatzoglou, P. et al. (2022)

Aadwvw
AToAUTWC

Aladwvw

Oute
dradwvw /
Oute
CUHOWVW

Jupdwvw

2updwvw
AtmtoAUTWC

27. Oa ayopdaow ava ano 1o ido luxury brand oto y€AAov.

[Repurchase Intention] Chatzoglou, P. et al. (2022)

Aadwvw Aladwvw Oute Jupudwvw | Zuppwvw
ATtoAUTWG dradpwvw / ATIOAUTWG
Oute
CcUHOWVW
OTHER
28. Ta moAuteAn brands sivat uPnAng mowotntag. [High Quality] Sharma, P. et al.
(2024)
Aladwvw Aladwvw Oute Jugdwvw | Zupdwvw
ATtoAUTWC dtadpwvw / AtTtoAUTWC
Oute
oUHPWVW
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29. Oswpw ta moAvteAn brands avwtepa cuykpitika ge aAAa brands. [High Quality]
Sharma, P. et al. (2024)

Aadwvw
AmtoAUTWC

Aadwvw

Oute
dadpwvw /
Oute
oupdWVW

JUHPWVW

JUHPWVW
AToAUTWC

30. Ta moAuteAn brands sivatl e§aipetika kopPa kat ekAemttuopéva. [High Quality]
Sharma, P. et al. (2024)

Aadwvw
ATtoAUTWC

Aladwvw

Oute
dtadwvw /
Oute
CUHOWVW

Jupdwvw

Jupdwvw
AtTtoAUTWC

31. OeWwpw WG TO KOOTOG yla TV ayopd moAuteAwyv brands givat ugnAo.
[Perceived Cost] Sharma, P. et al. (2024)

Aadwvw
AToAUTWC

Aladwvw

Oute
oladpwvw /
Oute
CcUHOWVW

2updwvw

2updwvw
ATIOAUTWC

32. OeWwpw WG TO KOOTOG Yla TNV ayopd moAuteAwyv brands eivat uteptignpévo.
[Perceived Cost] Sharma, P. et al. (2024)

Aadwvw
AToAUTWC

Aadwvw

Oute
oladpwvw /
Oute
ocupdWVW

2updwvw

2updwvw
ATIOAUTWC

33. H epmepia pou pe tn Xprion moAuteAwyv brands Atav kaAutepn amo ott

nepipgeva. [Confirmation] Sharma, P. et al. (2024)

Aadwvw
ATToOAUTWC

Aladwvw

Oute
oladpwvw /
Oute
ouUHbWVW

2upgdwvw

2updwvw
ATIoOAUTWC
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34. To enimedo e§uMnpETNONG TOL Hou tapeixe to moAuvteAEg brand ano to omoio
ayopaoca EemEpace TI¢ Tpoodokieg pou. [Confirmation] Sharma, P. et al. (2024)

Aadwvw
AmtoAUTWC

Aadwvw

Oute
dtadpwvw /
Oute
oupdWVW

JUHPWVW

JUHPWVW
AToAUTWC

35."EXw tnv mpo0Oeon va eipal motog/n ota moAuteAn brands mou ayopalw.

[Relationship Quality] Sharma, P. et al. (2024)

Aadwvw
AToAUTWC

Aladwvw

Oute
dradwvw /
Ourte
ouUHdWVW

2upgdwvw

2updwvw
AtTtoAUTWC

36. Eipat ikavomolnuévog pe tnv oxéon pou pe ta moAuteAn brands. [Relationship

Quality] Sharma, P. et al. (2024)

Aadwvw
AToAUTWC

Aladwvw

Oute
dtadwvw /
Oute
CcUHOWVW

Jupdwvw

Jupdwvw
AtTtoAUTWC

37. MNpw ayopaocw moAuvteAn brands, xpetalopat moAU neplocotepeg TAnpodopicg
ywa ta cuykekplpéva brands. [Cognitive Effort] Sharma, P. et al. (2024)

Aadwvw
ATtoAUTWC

Aladwvw

Oute
dtadwvw /
Oute
CcUHOWVW

Jupgdwvw

Jupgdwvw
ATtoAUTWC

38. lMpwv ayopacw moAuteAn brands, adlepwvw oAU xpovo yaxvovtag

mAnpodopieq. [Cognitive Effort] Sharma, P. et al. (2024)

Aadwvw
ATToOAUTWC

Aladwvw

Oute
oapwvw /
Oute
ocupdWVW

2updwvw

2updwvw
ATIoOAUTWC




39. NMpwv ayopacw moAuteAn brands, adplepwvw oAU Xpovo cuykpivovtag ta luxury
brands. [Cognitive Effort] Sharma, P. et al. (2024)

Aadwvw
ATtoAUTWC

Aladwvw

Oute
oapwvw /
Oute
oupdWVW

Jupdwvw

Jupdwvw
AtTtoAUTWC

40. OL 3L1ACNHUEG MPOCWTILKOTNTEG HE eEMNPeAloLV oTnV ayopd moAuteAwyv brands.

Aadwvw
ATtoAUTWC

Aladwvw

Oute
owadpwvw /
Oute
CUHOWVW

2updwvw

2updwvw
ATIOAUTWC

41. H diadpnpion pe odnyei o€ meplocotepeg ayopeg moAuteAwyv brands ano avtég
ToU 6a R6eAd TPAYHATIKA VA KAVW.

Aadwvw
AToAUTWC

Aladwvw

Ourte
dtadwvw /
Ourte
oUHPWVW

Jupgdwvw

2updwvw
AtmtoAUTWC

AHMOIPA®IKA
42. BloAoyiko ®ulo.

1. Avdpag

2. Nuvaika

43. HAKLakn opada otnv omoia aviKete.

1. 18-24
25-34
35-44
45-54
55-64
64+

o g bk D
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44. Moa eival n olkoyevelakn oag Kataoctaon;

1. Ayapog

2. 'Eyyapog xwpic madia
3. 'Eyyapog pe madia

4. Awaleuvyuévog

5. XApoc/a

6.

AAAO dleUKPLVAOTE

45. Moo eival To avwtepo £MiTESO0 CTIOLVAWV CAG;
1. MéxplLamddoltog N'uuvaciov
2. MégxpLamnodoitog Aukeiou
3. Ttuxwouxog AEI/TEI
4

Metamntuxlako/Aldaktopiko

46. Moo eivat to Kabapo pnviaio elco6dnua ocag o evpw; [av eiote Eyyapog
TapakaAw eMAEETE BACEL TO CUVOALKOU £L003NHATOC TNG OLKOYEvELag]

5. KaBapo unviaio elcédnua pexpt 2.000 evpw

6. Kabapo unviaio elc6dnua amo 2.001 - 3.500 supw
7. KaBapo unviaio elcédnua amno 3.501 - 5.500 supw
8

KaBapo pnviaio elcé6dnpa amo 5.501 kat avw

47. 2 IO10 MPOACTLO TNG ATTIKNG SLAPEVETE;
1. Kévipo ABnvag 3. Bopelapodotia 5. AvatoAwkd tpodaoTtia
2. Avtkdampodaoctia 4. Nota mpoaotia

Appendix 2: Qualitative Research - Interview Guide

How often do you purchase luxury brands?

Do you conduct market research, when you think of purchasing luxury brands?
What characteristics of luxury products do you place emphasis on?

What factors do you believe influence your decision to purchase luxury products?
How would you define value?

What do you think is the value of luxury brands for you?

Do you agree with the prices of luxury brands that you purchase?

What values do you believe luxury brands reflect?

Do you find any connections between luxury brands and the environment?
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How would you describe your level of satisfaction with luxury brands?

Are you satisfied with your experience with purchasing luxury brands?

Are you satisfied with your relationship with luxury brands?

Are you satisfied with the quality of service offered by companies offering luxury
brands?

Would you continue to purchase luxury brands in the future? If yes, are they going to be
the same brands that you purchase now?

Do you tend to be loyal in the luxury brands you purchase?
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Appendix 3: Results of Thematic Analysis

Theme Sub-theme Responses
Consumer behaviour for | Frequency of purchasing A: Well, | purchase them
luxury brands quite often

B: Not so often, because
they are very expensive, as
you can understand

C: It depends on the
products, some | purchase
often, some other not so
often

D: | could tell you once
every two or three months
E: Rarely | could say. Luxury
brand are not to be
purchased often

F: Most of the times, | buy
luxury brands in everything |
buy

G: It depends. There are
periods that | can afford
them, and some other
periods that | don’t

H: | am somewhere in the
middle. Not so often, not so
rarely

Market research

A: Of course. These are
expensive brands, you
need to search what to buy
B: | wouldn’t say so. Luxury
brands are very famous,
you know what you want
and you also known what
you buy

C: It depends on what |
want to purchase. There
are times when | conduct
serious search. Some other
times, | do not search too
much, | know what | want
D: Yes, I  look for
information as much as |
can. These are \very
valuable items to purchase
them just like that
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E: | know very well the
brands | purchase. So, no, |
do not take too much time
to search and decide

F: When | want to purchase
something luxury, | may
look for information on the
Internet regarding what
different brands offer,
before | decide

G: When | want to buy a
specific brand, | will not
look for other brands, if this
is what you mean

H: Well, it depends.
Sometimes | look for
information, some other
times | do not.

Product -
characteristics

brand

A: All characteristics
matter. From  product
design to packaging, from
country of origin to colour,
everything

B: This is rather subjective.
For me, for example, it is
the logo that needs to be
clearly observed

C: The quality if the product
is the most important
characteristic. And the
design details. In fact, the
quality must be reflected in
the overall design

D: To be honest, price is the
most important
characteristic. | know we
talk about luxury brands, so
about expensive brands.
But still, it cannot be so
expensive.

E: A luxury brand must be
durable and highly
qualitative. Otherwise, it is
not worth it

F: When | purchase a luxury
item, | expect its design to
be perfect and elegant. |
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also pay a lot of attention to
packaging, it is very
important for me, | feel
excellent when carrying
packages with the logo of a
luxury brand on it

G: Well, to be attracted, the
store selling the brand
must be attractive and
luxury, no matter whether
physical store or e-shop.
Quality and design are also
important

H: If you purchase
something luxury, it must
seem like a luxury item. So
yes, the logo is important, it
must be evident on the
item

Factors of influence

A: To be honest, | am highly
influenced by celebrities
that post luxury brands on
social media.

B: | am mainly influenced
by my social environment.
Let me say that it is a
socially demanding
environment, you have to
keep up with some luxury
trends

C: People in the workplace
carry luxury brands. | don’t
say that you necessarily
have to carry also, but, you
know, there is some luxury
vibe in the air!

D: Since | was young, my
family had the financial
ability to purchase luxury
brands. So, it is a trend that
| follow.

E: It is a combination of
many factors. Friends,
relatives, people | know,
celebrities | see in the
media. It is everything
around
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F: | would say that it is
mainly the people | get
along with. At the job, when
| go out

G: Advertisements have
always influenced by
purchasing decisions. So, |
believe this is what
happens with luxury brands
as well. Of course, | have
the intention to purchase
them anyway

H: My friends are the most
important influence. When
| look Lluxury brands at
celebrities and then | see a
friend of mine having it, |
definitely want it

Value

Definition

A: Value is what the word
says. It is something that is
worth having, there is worth
init

B: | would refer to value as
what we call value for
money. It is when
something is worth the
money spend for it

C: Value means valuable.
When something has value,
it is valuable for some
reason. And the reason is
not necessarily price

D: Value is a very important
concept. | define it in my
life as something that is
worth having and paying for
E: Well, value for me is like
importance. Something is
valuable, when it is
important

F: Valuable things are those
that are held to deserve.
They are useful things,
important things

G: Value is appreciation. It
is when something is worth
having it, worth purchasing
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it, it reflects certain values
H: For me, value is more of
a monetary term,
compared with how other
people use it.

Personal perception

A: Well, | believe that luxury
brands are very valuable.
This is their nature, this is
why they are so expensive
and only a few people have
them

B: What | believe is that
luxury brands offer the best
value for money than any
other brand that you can
purchase.

C: | feel that it is worth
spending on luxury brands,
even if sometimes you have
to make sacrifices to afford
them

D: When | purchase luxury
brands, | feel that my social
environment somehow
expects such a purchase

E: Let me say that | feel
connected with others,
when | purchase luxury
brands. It is as if | am
getting closer with people
that expect me to purchase
products and brands like
them

F: | cannot imagine
something more valuable
that luxury brands, talking
about shopping and staff
like that, of course. You

purchase high-quality
products, which are
valuable

G: For me, the value of
luxury brands is what they
reflect, all these values, the
elegance, the feeling that
you possess something
great
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H: Well, luxury brands are
luxury, so they are
valuable. It is their price,
their quality, their design,
there is high value in all
these

Price

A: Definitely. This is why
luxury brands are called
luxury. They are of
exceptional quality, so they
cost more.

B: Yes, | mean sometimes.
They are worth spending on
them. However, sometimes

they are artificially
expensive, more than what
they should

C: If you asked me 10 years
ago, | would say definitely
yes. But now, | am not so
sure, they have become
truly expensive

D: | believe yes. This is one
of the differentiating
factors of luxury brands.
They have to be more
expensive than other
brands

E: If you consider the higher
quality, the design, the
packaging, the materials,
everything, it is normal that
they are more expensive

F: Yes, | agree, they have to
be more expensive than
ordinary brands.
Otherwise, what is the
point of being luxury

G: Sometimes. Some other
times, | really cannot
understand why do you
have to pay so much for
some brands

H: It is not so simple to
answer. Just being named
luxury is not enough to
charge higher prices.
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Luxury has to be proven by
quality. In this case, yes, |
agree with the higher prices
for sure.

Luxury brands values

A: | believe that luxury
brands reflect a luxury and
elegant way of life

B: It is more of a modern
way of life that luxury
brands reflect. In contrast
to older times, luxury is
more common Now

C: For me, luxury brands
form a reflection of a high
social class. Not
necessarily very high, but
definitely above average

D: When vyou purchase
luxury brands, you want to
show to others that you
belong to their class, or
another class. This is it for
me. Reflecting your social
and economic | would say
status

E: Luxury brands carry the
value of luxury and
elegance, the value of high
quality.

F: Luxury brands are there
to demonstrate a sense of
luxury life and lifestyle.
They show what kind of life
someone lives

G: In my opinion, when |
see people having luxury
products, they show that
they care about the quality
of products. Of course,
there are also others that
just want to demonstrate a
luxury way of living, even if
they actually do not live
such a life

H: The value of luxury is
enough to describe what
luxury brands actually are
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about

Luxury brands
environmental values

and

A: Yeah, somehow. But,
there are also other non-
luxury brands that are
subject to high
environmental sensitivity

B: Yes, there is also
environmental values in
luxury brands indeed. If you
see, most of them now
promote the
environmental-friendly
materials they are made of
C: It is about brands in
general | would say, not just
luxury brands

D: | don’t know if they are
really ethical from an
environmental perspective.
Many things have been
heard about how all this
luxury is made.

E: It is more or less the
same with any other brand.
Itis the trend of the times

F: Yes, luxury brands are
also distinguished for their
environmental sensitivity,
this happens at least a
decade now

G: To be honest, | am not
sure

H: As with other values of
the times, luxury brands
also have environmental
attributes in the values they
reflect as well

Satisfaction

Level of satisfaction

A: Yes, generally | am
satisfied

B: Most of the times | have
been satisfied with the

luxury brands | have
purchased.

C: | would say | am
moderately satisfied.

Sometimes, | am very much
satisfied. Some other

167




times, | expected more of a
luxury brand | purchased

D: Overall, | can verify my
satisfaction with  luxury
brands, at least those |

have happened to
purchase
E: Yes, more or less | am
satisfied
F: Good level of

satisfaction for me

G: Yes, | have been very
satisfied with all luxury
brands | have purchased

H: Well, my level of
satisfaction with luxury
brands is good, or high |
suppose

Satisfaction
experience

with

A: Yes, this is what | am
saying. Luxury brands is
mainly about the
experience

B: The experience is
satisfactory, this is what is
all about

C: Yes, | am satisfied with
the experience. It is a good
experience to purchase
luxury brands

D: The experience is always
nice

E: Yes, the experience is
good. Especially when you
show a luxury brand to your
friends for the first time and
you see their reactions

F: It is always nice when
you purchase something
luxury

G: It depends on the
quality. If it is not what you
expect, then the experience
may not be so nice. It has
happened to me some
times

H: Yes, | could general say
that purchasing luxury
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brands is generally a good
experience

Satisfaction with

relationship

A: Yes, | am satisfied with
my relationship

B: I would be more satisfied
if the relationship was
tighter, | mean if | had the
ability to purchase more of
them

C: Yes, the relationship is
good. | normally purchase
luxury items that are in line
with who | am, with my
lifestyle and my values

D: Well, | cannot say | have
purchased so many luxury
brands, but ok, let’s say
that | have a good
relationship with them

E: To be honest, | haven’t
thought of that. Is there a
relationship really?

F: | am always connected
with the things | purchase,
this is my character. So, the
same goes for luxury
brands as well. | am well-
connected with them

G: Yes, there is a good
connection, | am satisfied
with this relationship

H: More or less, yes, | am
satisfied

Satisfaction with quality

A: Yes. This is why | mainly
purchase luxury brands,
because it is quality that
matters

B: Most the times | am
satisfied. There are times |
am not

C: Luxury means quality. |
am satisfied with the
quality, yes

D: There are time | have
been disappointed. But
overall, the quality is good
E: More or less | am
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satisfied

F: Yes, the quality of luxury
brands is most of the times
very satisfactory

G: | would not say
something less about the
quality if luxury brands, it is
always evident

H: Overall, | am satisfied
with quality. AWl luxury
items | have purchased ar
at least qualitative

Repurchase intentions

Purchase in the future

A: Yes, of course | will
purchase in the future as
well

B: Yes, why not?

C: Definitely, it is part of my
culture, my lifestyle

D: I could say yes, definitely
E: | do not know how many
times., but | will buy yes

F: Yes, of course | will

G: If it happens, yes why
not?

H: It is not that | will seek to
purchase luxury brands for
sure, but my history so far
shows that | will buy again
for sure

Same brands

A: Yes, why not? | am well
satisfied with the luxury
brands | have purchased so
far in my life

B: Yes, for some, not for
some others

C: | do not know my level of
loyalty, if this what you
mean. | will buy the brands
that offer me what | want,
whether | have purchased
them in the past or not

D: Yes, there are some
brands that | have stuck
with and which | will
purchase

E: Yes, there are some
certain brands | normally
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buy. | prefer not testing with
SO expensive staff

F: Well, | am satisfied with
certain brands and these
are what | purchase
normally

G: There are not so many
luxury brands, | believe |
have purchased many of
them, so | will keep on
purchasing the same

H: There are luxury brands
that fit my lifestyle, after
years of experimenting, |
have concluded in certain
ones that are for me

Loyalty to brands

A: Yes, as | am with non-
luxury brands as well

B: Yes, if you purchase the
same brands, you also
have some special
treatment and prices

C: As | said, | am not so
loyal to luxury brands. If it
happens to purchase the
same brand again, because
it happens to offer
something interesting, | will
buy it

D: Yes, | am loyal. And |
have benefits from that.

E: After years of research, |
purchase some standard
brands. And they have my
contact details, so they
inform  me about new
offerings, and special
offers for me also

F:1don’ know if you can say
it loyalty, but | purchase
some standard brands that
| am usedto

G: As | said, there are not
many luxury brands. But it
would not be wrong to say
that | am loyal to some

H: I am loyal to some
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brands, but they suit me.
When | make frequent
purchases, | enjoy some
special offers
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