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Abstract

Purpose - This study aims to contribute to the developing of pricing strategies that enhance
pricing power in the luxury industry by demonstrating the influence of perceived social status
and the possible moderation role of conspicuous consumption on willingness to pay.
Furthermore, insights might benefit luxury brands regarding segmentation and differentiation

aspects.

Design/methodology/approach - Data collection was directed through an online anonymous
questionnaire survey on Google Forms. The sample comprised 151 participants. The study
implemented inferential statistics to determine the relationships among variables, and to test

the four hypotheses previously established by correlation and regression analysis.

Findings — Perceived social status significantly influences willingness to pay. Moreover,
middle income consumer showed a relevant activity for luxury goods. Findings presented that
the higher the consumer’s status orientation, the higher its willingness to pay, which means
lower price sensitivity. Additionally, the moderator role of conspicuous consumption was not
significant, however, it showed a strong influence of willingness to pay as an independent

variable.

Research limitations/implications - Although this study confirms perceived social status
considerably influences willingness to pay, findings are limited by sample size and cultural
generalisability. The moderating effect of conspicuous consumption was not relevant.
Nonetheless, further research should test other behavioural variables to reinforce managerial

implications for pricing power.

Originality/Value - This study contributes to the literature by connecting psychological
behaviours, such as social status and conspicuous consumption with the development of pricing
strategies. Moreover, the findings provide insight for luxury brands into applying segmentation

by status orientation and strategic pricing in the pursuit of pricing power.

Keywords — Strategic pricing, social status, conspicuous consumption, willingness to pay,

luxury industry
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Chapter 1: Introduction

1.1. Background

The luxury goods industry its constantly expanding to new markets, including cars, jewellery,
fragrances, bags, yachts, and more (Bain & Company, 2025). Moreover, its expansion through
segments, among mass markets, since include all social classes (Truong, 2010). The concept
of luxury is relative for every consumer; therefore, luxury goods does not have to be high
quality. However, in recent years, luxury manufacturers consumer satisfaction-driven follow
lofty standards to align quality and price, turning products into status symbols. (Ko e al., 2019;
Bain & Company, 2025). There are three principles to qualify as a luxury good, according to
Kapferer and Michaut (2016), high price, symbolic value, and limited accessibility. Thus, the
luxury industry involves a variety of sectors, including hospitality, automotive and personal
goods, is also described by three main characteristics, superiority, exclusivity, and innovative

in elevated quantities, rather than by product category (Cristini et al., 2017).

Luxury cars

Personal luxury goods
Luxury hospitality
Fine wines & spirits

Gourmet food & fine dining

Market type

High-end furniture & housewares

Fine art

Private jets & yachts

Luxury cruises

Figure 1.1: Value of various global luxury markets in 2024, by market type (Bain & Company, 2025).

In a globalised and consumerist society, an increasingly luxury industry has expanded to every
major capital city and emergent markets, positioning itself as a successful and growing sector

(Kapferer and Bastien, 2009). According to Statista (2024) the total worldwide revenue of
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luxury goods in the last year, 2024, was $473.93 billion and is expected to increase to $577.8
billion in 2029 as shown in figure 1.2, at a CAGR of 4%. Moreover, the luxury market has been
impacted by geopolitical events, such as wars, COVID-19 pandemic, Brexit, etc. which
decreased the demand in the luxury market, nonetheless ecommerce kept and boosted sales,

creating a promising and growing market (Hoffmann and Mehta, 2024).

Luxury Goods market in billion US$

+4 0%(”
5360 557,40 577,80
516,10
473,90 495,20
454,30
405,90
375,70 299,60 382,10

lll33s | I I

2018 2019 2020 2021 2022 2023 2024 2026 2027 2028 2029

Figure 1.2: Worldwide Luxury Goods revenue (Hoffmann and Mehta, 2024).

However, despite its profitability, pricing is still a vital challenge since price in the luxury
industry is not based on competition, but in provided value, brand positioning, and social signal
meaning. The perfect example is the continuous gained value for some luxury goods in the last
years, such as wine, art, and handbags, increasing their value to 146%, 138%, 105% and 67%,
respectively (Hoffmann and Mehta, 2024).

Theories as the leisure class by the economist Thorstein Veblen, who brought the concept
“conspicuous consumption”, defined as the consumer exhibition behaviour about social status
and prestige that products grant. Veblen (1899) said that CC goes beyond wealth and financial
power as the ones that reinforce status, since exhibiting goods is an statement of possessing
enough wealth to acquire them, that is what sets the status level. Shukla (2010) reinforces that
affirmation in his research, describing how consumers regularly seek products which satisfy
their social needs regardless of their economic status. Therefore, literature suggest pricing in
the luxury market is more complex, involving besides strategic techniques, psychological
behaviours, and theories to consider in order to understand how brands can impact consumers’

social identity, desires, and comparisons (Eastman et al., 1999).
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1.2. Research Gap

Previous research has demonstrated a connection between pricing, consumer valuation, and
psychological behaviour among different markets, emphasising in the inclusion of behavioural
theories about pricing perceptions patterns and their influence. For example, anchoring and
price comparison when purchase decision, and how them can evoke positive emotions after
perceiving a great deal, or getting cheaper prices than others (Zong and Gou, 2022). Moreover,
even when social status and consumers’ willingness to pay for luxury goods rather than
practicality or quality is acknowledged, far fewer studies have expanded this understanding
into applicable pricing strategies, from a business perspective. Specially, the potential use of
status-driven willingness to pay to enhance pricing power, defined as the ability to increase
prices without losing demand and competitive advantage (Liozu, 2019), remains
underexplored. Therefore, this study addresses this underexplored intersection by examining
and quantitatively measuring how perceived status orientation predicts willingness to pay, to
evaluate how this insight can inform price segmentation and pricing power strategies within

the luxury market.

1.3. Problem Statement

In the luxury market, consumers’ willingness to pay premium prices frequently relies in the
social prestige and value that such products confer instead of quality or product functionality
(Han et al., 2010). According to Ko et al. (2019) display prices have a favourable outcome on
brand perception, enhancing social symbolic meaning, by reinforcing uniqueness and
exclusivity, accentuating the solid relation between expensiveness and luxury in the global
consumption culture. Furthermore, consumer behaviour in luxury market is deeply rooted in
psychology. While price frequently is perceived as an initial sign of value, emotional and
symbolic factors are critical in sharping that perception. In goods consumption, specifically in
the luxury market, products that confer prestige are perceived higher value, consequently,
manifesting the highest willingness to pay (Guzman Martinez and Orozco Gomez, 2024). This

highlights the significant role of status-driven perception in consumer decision-making.

Nevertheless, controlling price perception becomes peculiarly defiant in inflationary scenarios.
Kapferer and Bastien (2012) state that while luxury brands might need to increase prices to
protect profit margins, these rises must come with added perceived value. Otherwise, a brand

desirability decreases, potentially reducing demand. Furthermore, scholars emphasise that
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exclusivity is a main factor to luxury brand equity. Overexposure or unreasonable prices can
undermine this exclusivity, crumbling the prestige that justifies high willingness to pay
(Wiedmann et al., 2009; Ko et al., 2019). The crucial challenge for luxury brands, then, is to
strengthen pricing strategies without diluting symbolic value or disconnect status-conscious

consumers to build long-term sustain pricing power.

1.4. Research Structure

This research structure lies in different chapters; starting with the exposure of the reviews in
the current literature on luxury consumption, psychologic behavioural theories, and pricing
power; outlining the methodology implemented, including survey design and statistical
methods in the following chapter. Results, analysis, findings, as well as discussion,

conclusions, and suggestions for future research will be presented in the closing chapters.
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Chapter 2: Literature Review

2.1. Introduction

Products can be considered luxurious for their premium prices and exclusivity, which
differentiate them from regular goods along with their features and competences, such as
delicate design, workmanship, sensory appeal, and embedded social perspectives. Thus,
according to Figure 2.1, luxury consumption integrates wealth and competency-based
perspectives, such as luxury expertise, aesthetic taste, and symbolism appreciation (Wang,

2022).

Socio-Cultural Sensitivity to
Narratives ~ Luxury Symbolism
Luxury Luxury
. C ~1
Features Design 1 E : . ompetencies

Figure 2.1: Luxury Features and Luxury Competencies (Wang, 2022).

Furthermore, luxury goods consumption remains increasing, hence, prestigious brands have
been expanding segmentation, covering menswear and technology sectors, being the
millennials generation, the ones leading the markets, thus, countries like China are driving the
luxury market thanks to the 400 million of millennials in the country (Hoffman and Mehta,
2024). For globalised markets, brands must understand what drive consumers to spend in
luxury goods, to start redefending pricing strategies and the creation of stronger customer-
brand relationships (Ishaq et al., 2023). Moreover, purchasing behaviour impacts luxury brands
strategies, in a market where value perception is fundamental to succeed, luxury brands’
management must find techniques to increase brand equity, including pricing strategies and
value propositions, such as lifestyles instead of just selling products (Ishaq et al., 2023).
Furthermore, due to middle class expansion and emergent markets, new strategies must be

defined to keep expanding target segmentation without diluting luxury value perception.
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This chapter reviews relevant academic literature regarding willingness to pay and consumer
behaviour, focusing on social status perceptions and conspicuous consumption in the luxury
market, to understand and contextualize the relationship between these constructs. On the other
hand, pricing strategies and its connection with psychological consumers’ behaviours, the
pricing power concept and its implications will be explored in order to assess the development
of this research. The review starts by investigating the luxury consumption basis, followed by
an exploration of consumer behaviour, social status, conspicuous consumption, and willingness
to pay. This chapter will conclude by examining pricing strategies and pricing power in the
luxury market, setting the base for the construction of the conceptual framework, presented in

the following chapter.

2.2. Luxury Consumption

Nowadays, a globalised world is facing consumption times, recent technologies had simplified
purchase processes, connecting brands with consumers at one single click. However,
consumption is not a modern concept, but a more visible one in a connected society. Is that
precisely the case for the luxury markets. Firstly, it is important to identify the factors that
transform a regular product into a luxury one. Several scholars, including Shukla (2012),
Eastman et al. (1999) and Wang (2021) associate luxury with social classes, and how luxury
contributes to categorise individuals, being the desire of belonging the core of luxury. That
means, social signifier is key to transform anything in luxury as long as it retains its signifier,
once it loose social value perception, its luxury rank disappears as well (Kapferer and Bastien,
2009). Being money and luxury social and cultural convections, once it concludes, it loses
value (Kapferer and Bastien, 2009). For Wiedmann et al. (2009), the psychological benefits are
what differentiate regular goods from luxury goods, emphasising consumers buy products to

which not only they recognise value but also those with whom they surround themselves.

Kapferer and Bastien (2009) associated luxury, time, and money, arguing that time is money,
therefore, individuals try to find ways to gain time, meaning they are gaining money as well,
thus, for their free time, luxury comes as a complement to enjoy such spare time. Furthermore,
the authors recognised money as the universal power able to measure and establish social
levels, creating the connection between luxury, money, and status orientation. Luxury goods
might be perceived by some consumers as non-essential or non-functional products but

pleasure providers, desirable for those in seek of social and delight satisfaction (Wiedmann et
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al., 2009). Furthermore, scarcity, singularity, and limit affordability are typical concepts
associated with luxury, sometimes, attributes have more weight than utility or quality (Ishaq et
al., 2023). Wiedmann et al. (2009) attributes individual value to psychological patterns, such
as hedonism, materialism, and self-identity. Still, premium prices are perceived as higher
quality. (Guzman Martinez and Orozco Gomez, 2024). Veblen (1899) reinforce and attach that
statement with the inferiority and demerit that cheap consumption, low quality or less quantity,

says about those consumers.

Prior literature had established a luxury index, identifying the main dimensions of luxury value,
Shukla (2012) underscored such dimensions from prior authors, pointing objective or
materialism value, subjective or individual value perceptions, and collective or social and
financial value, as value-driven dimensions. While Wiedmann ez al. (2009) defined four
dimensions for value in the luxury market, which are financial, individual, social, and
functional, similar to the ones described by Shukla (2012). Following with the author
discussion, Shukla (2012) emphasised in quality and utility as factors to consider in the
subjective aspect, which is also linked to the social dimension since superior quality works as
a differentiation that can translate into supremacy and alignment with high social status,
increasing perceived value. On the other hand, Truong (2010) highlighted consumers’ pleasure
is significantly more important than quality or another utility features, however, the author

suggests to consider both types of motivation.

2.3. Consumer Behaviour and its Relationship with Social Status

Social status and consumer behaviour relationship is rooted to ancient social hierarchies, in
those times, people had its social place, typically, since the day they born. According to Han et
al. (2010) about two centuries ago, wealth and success were linked with social status,
positioning the upper classes in a state of superiority and prestige with respect to the lower
classes, who cannot demonstrate their achievements in an economic way. Scholars like Shukla
(2012) and Han et al. (2010) have established dimensions that impact value perception for
luxury goods. Such dimensions vary depending on the author, but they have similar factor, such
as social value, utility value, price value, and personal value (Shukla, 2012). Those items are
intertwined with each other, due to personal value can be influence by social factors, price
value can be associated with prestige or utility elements, and so on and so forth. Regarding

social factors that increase perceived value, social status is the most common to associate by
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scholars. Fitzmaurice and Comegys (2006) added that the value from becoming a member of
any association, depending on the owned luxury goods to which they depend in order to enter

in such group, symbolising products as the power tool to access to desired social memberships.

Ko et al. (2019) attributed consumption to social and personal influence lead by the desire of
express status by the possession of luxury goods, relating it to bandwagon behaviour. For
Widmann et al. (2009) luxury items’ prestige and premium prices are consumed to raise
consumers’ self-esteem. Explaining the process individuals go through when purchase
decision-making, categorising it into two groups with five factors in total, similarly to the
dimensions established by other authors like Shukla (2012). Those factors are the perceptions
of extended self, hedonism, conspicuousness, uniqueness, and quality, splitting into personal

and non-personal perceptions.

Status consumption then, with all those dimensions substantiated on individuals value
perceptions connected with psychological needs, is defined as a behaviour among consumers
who seeks social status in products, typically, luxurious ones, despite their economic level
(Shukla, 2010). From this behaviour several theories are derived, which seek to understand on
a psychological level why human beings are willing to pay more for products that raise their
social status. The social identity theory, dictates that individuals construct their identity based
on personal and social concepts, being influence by collective assumptions and desires of
membership and acceptance in social groups (Malecka et al., 2022; Fitzmaurice and Comegys,
2006). Nelissen et al. (2011) confirmed the impact that social status aspirations have on the
luxury industry’ consumption, arguing status is an evolutionary behaviour present from the
start of humanity, highlighting how even other primates tend to behave on behalf of their social
level. On the other hand, conspicuous consumption theory examined how luxury goods become
signals of wealth, prestige, and other social status determinants (Veblen, 1899). Hence, more
theories emerged from that one, such as the costly signaling theory, which connects
expensiveness to the social benefits luxury items confer, and the impact it has in consumers
and spectators, who behave differently to those who possess signal goods. For example, being
more respectful or kind (Nelissen ez al., 2011). Such theories are intended to be explain in detail

in the next section.
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2.4. Conspicuous Consumption

The concept of conspicuous consumption was introduced by the economist Thorstein Veblen
in 1899, emphasising luxury consumption was associated with wealth and prestige. However,
owning goods does not confer those attributes but the exhibition of items as confirmation. Thus,
the acquisition of extravagant and expensive goods is not related with needs satisfaction but to
the ego corroboration of the wealth such individuals possess in order to afford those products
and the benefits their confer (Veblen, 1899). Conspicuous consumption belongs to the social
dimension of luxury value, explaining how consumers tend to purchase based on prestige and
other social benefits that the items confer them in accordance with their social level and the
associations such group demands (Wiedmann et al., 2009). Following Veblen’s theory, social
classes were separated and analysed one by one to determined psychological and status-driven
behaviours. Arguing how associations with and disassociation from other classes influence

branding preferences and consumers’ willingness to pay (Veblen, 1899; Han ef al. 2010).

In order to verify the level of conspicuous consumption among different social levels Han et
al. (2010) separate consumers in four groups, referring at them as the Ps of luxury: patricians,
parvenus, poseurs, and proletarians. Starting from the upper to the low classes. Patricians are
described as wealthy and economic successful individuals, who aim to be associate exclusively
with other patricians, willing to pay premium prices for inconspicuously branded products only
recognised by people within their class. The parvenus group possess relevant wealth but not
enough to recognised patricians' signals, therefore, these consumers are inclined to consume
conspicuous products, disassociating from lower classes. Poseurs' consumers do not possess
high income to afford luxury goods, however, due their high status-driven consumption, this
group tend to purchase conspicuous counterfeit which associates them with parvenus and
disassociate with the group below them. Lastly, the proletarians group is defined as the
individuals with the lowest economic level, which makes them not aware of status and

associations or disassociations with other groups (Han ef al. 2010).

Therefore, according to classes division, the groups who seek conspicuous consumption are
the middle classes, based on aspirations, perceptions, opinions, acceptance and belonging
(Truong, 2010). On the other hand, Shukla (2012) argues that conspicuousness is not related to
luxury consumption anymore, as consumers are abandoning conspicuous items for subtle but
luxury designs. Shukla (2012) invites managers to replace conspicuous signalling and associate

their brands with the desire status consumers aspire to belong. As Ishaq et al. (2023)
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highlighted, the secret in luxury branding is the subtle ability to create, sell and keep their
consumers’ dreams alive. Thus, conspicuous consumption plays a key role for branding in
luxury industry, since according with Wernerfelt (1990) the consumers’ display actions turn
brands into symbols and status signals that represent them. Therefore, this long-standing and
influential theory is intended to be use as a moderating variable for this research, measuring its

influence in the relationship of perceived social status and willingness to pay.

2.5. Willingness to Pay in the Luxury Market

Willingness to pay is a well-studied construct, which works as a value measure regarding the
maximum amount of money a consumer is willing to spend for certain product or service
(Humburg et al., 2005). Previous findings in Shukla (2010) research suggest consumers expect
products to fulfil the demands of the social status to which they aspire to be perceived on at
others’ eyes. A statement perfectly applicable to Apple and their yearly phones launches,
ensuring more innovation, convenience, and luxury. Despite immense constant competition
within the smartphones market, brand enthusiasts prefer paying exorbitant prices to satisfy their
social and emotional needs rather than the attributes or benefits of the phone itself (Liozu,

2019).

Connecting conspicuous consumption and willingness to pay, scholars underscore the higher
price for signaller products in comparison with non-labelled brand items, suggesting,
consumers are willing to pay premium prices to wear conspicuous goods than align with their
social standing. Additionally, Nelissen et al. (2011) justified their study using the costly
signalling theory, which dictates luxury products must be expensive and affordable exclusively
for wealthy consumers to send a credible signal about prestige and high status for other to
perceived such consumers as wealthy individuals, otherwise, if the product is affordable for
several classes, the signal goes weak and unreliable. Confirming the dependent relationship
between luxury and price. Han ef al. (2010) concurred with Nelissen et al. (2011), arguing
premium prices are associated with superiority and status conferral for those who can afford
luxury. However, from a business view, Nelissen et al. (2011) emphasised how luxury brands
must create a social image that consumers can obtain when purchasing their products, since
status seeking do not guarantee brand eligibility without a prototype design image associated
to the brand, ensuring status-driven consumers desirability for the brand and willingness to pay

the established premium prices.
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Nonetheless, literature suggest consumers also except high quality in the luxury market
justified by premium prices besides prestige, wealth, and other social attributes perceived in
luxury items; which increases their perceived value and willingness to pay in terms of quality,
benefits, and price (Shukla, 2012). Homburg et al. (2005) findings proved that satisfied
consumers are willing to pay premium prices, using quality as a mediator it confirmed their
hypothesis of a strong relationship between customer satisfaction and willingness to pay.
Questioning other scholars who argued social status conferral outweighed the quality or
functionality of products. However, other moderating variables may also impact consumer
satisfaction, for example, social benefits (Shukla, 2010). Therefore, pricing in the luxury
market relates to prestige and quality as they are perceived as aggregated value factors by
consumers, increasing product desirability and consequently, consumers’ willingness to pay.
However, it is important to clarify that price does not convert a product in a luxurious one,
value must be perceived by consumers, whether through superior quality, status conferred or
other factors that justify the price (Wiedmann ef al., 2009). Consumer perceived value was
measured by Guzman Martinez and Orozco Gomez (2024) as an independent variable and its
impact on willingness to pay, demonstrating a strong relationship between those constraints,
highlighting the influence of emotions in the purchase experience, which for the luxury market,
such emotions and feeling are more related to prestige and wealth, according to previous

research (Han et al., 2010).

2.6. Strategic Pricing and Pricing Power

Pricing strategies vary from market to market, Hinterhuber and Liozu (2012) established three
price categories: cost-based pricing, competition-based pricing, and customer value-based
pricing. Cost-based pricing relies in collected data, focusing on investment returns, excluding
demand and competition, making it a weak approach to follow since its failure susception
through intense competition. Competition-based pricing, relies on competitors’ price data,
establish it as a parameter to determine price levels; a stronger approach which consider
competition; however, demand is still ignored. Lastly, customer value-based pricing, is based
in consumer value perception data. Being the later approach the most accurate for the luxury
market and the pursuit of pricing power, which is a concept still not fully appreciate by the
financial and marketing sectors; defined by Liozu (2019) as the ability to increase prices

without losing demand and competitive advantage. Highlighting key main factors, innovation
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and differentiation as increasing metrics for consumers’ willingness to pay, justifying premium
prices. In this scenario, the luxury market can fit in both, yet, differentiation aligns better with
prestige and associations or disassociations consumers seek in this market, besides exclusivity
and scarcity, key factors always associated as differentiators for luxurious products (Han et al.,

2010; Wang et al., 2024).

Specifically in the luxury market, pricing strategies are geared towards value perception and
social needs, such as status or distinctiveness. Therefore, luxury brands are distinguished by
their exclusivity and product scarcity, segmenting their consumers from the rest of the
individuals who cannot access the brand, thus sending signals from those who can afford it
(Wang et al., 2024). Hermes, the French luxury brand, combines exclusivity, premium quality,
and rarity as its price strategy; selecting consumers who are worthy of wearing the brand, by
adding them on a waiting list. Furthermore, the luxurious brand controls the production of its
products, ensuring high quality and increasing desirability for unique and rare products,
generating profits up to 99% without losing demand or desirability when increasing prices

(Wang, 2021) enhancing Liozu’s (2019) pricing power definition.

Based on those factors, prices for conspicuous products must be high in order to maintain sell
numbers; lowering prices increases accessibility impacting perceived value (Amaldoss and
Jain, 2005) which makes the luxury industry an appropriate market to capture pricing power.
The theory of consumption values (Akarsu et al., 2024) comprises different element that
contribute to perceived value and influence purchase decision-making, functional, social, and
emotional value are some dimensions included in the theory. Moreover, value dimensions must
be considered in pricing strategies, since perceived value in luxury goods influences

consumers’ willingness to pay, hence, enhancing pricing power.

Hinterhuber and Liozu (2012) change the narrative for the relationship between rising prices
and competition to increase willingness to pay trough value addition, considering behavioural
and perception data. Emphasising that value must be informed to consumers before linking it
with price, consequently, customers can base their decision on value rather than merely on
price. Furthermore, the scholars made an invitation to focus further research into ways to obtain
and interpret consumer behavioural data, such as when and what is perceive as valuable for
consumers, and how the emotional aspect impacts the association between price and value, and
hence willingness to pay (Hinterhuber and Liozu, 2012). As Guzman Martinez and Orozco

Gomez (2024) said, the higher value perceptions the more willingness to pay the price.
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2.7. Identified Gaps in the Literature

Literature has inquired into value perceptions (Wiedmann et al., 2009), social inclination (Han
et al., 2010), brand identity (Ishaq et al., 2023), and cultural perceptions (Truong, 2010) on
luxury consumption as determinants of willingness to pay in this industry. Nonetheless, social
status is often presented as one of the various components for consumer behaviour predictions
(Eastman et al., 1999; Han et al., 2010). Limited research isolates perceived social status as the
predominant influential factor of willingness to pay. Moreover, very few studies use that
relationship to analyse and develop pricing strategies. Research on status consumption (Shukla,
2010) and conspicuous behaviour (Roy Chaudhuri ef al., 2011) has demonstrated that status
drives are significant, yet hardly any studies connect these constructs to managerial pricing
decisions. Therefore, by segregating perceived social status as a main psychological driver,
measuring the role of conspicuous consumption as a moderator, and connecting their integrated
effect to willingness to pay and hence on pricing power within the luxury industry, this research
contributes to bridging the above gaps. Furthermore, this study enhances the understanding of
consumer-driven pricing potential by the integration of psychological and strategic views.
Additionally, it strives to provide luxury brands with evidence-based direction on exploiting

status driven willingness to pay for strategic pricing.

2.8. Conclusion

Existing literature review is focus on social status and prestige as value indicators and
increasers of desirability and willingness to pay within the luxury market. Highlighting brand
prestige, market positioning, and exclusivity (Kapferer and Bastien, 2009; Ko ef al, 2019),
from a business or economic perspective. These studies frequently justify premium prices by
brand equity or scarcity without exploring deeply the psychological behaviours that drive
consumers’ willingness to pay such prices. Moreover, theories as the conspicuous consumption,
costly signalling, and the influence theory are constantly discussed in luxury contexts, however,
there is limited updated empirical studies that measure how consumer’s perceived social status
influences their willingness to pay for luxury products and the contribution for the development
of strategic pricing. Thus, this research seeks to address this gap by implementing a consumer-
focused quantitative approach to examine how perceived social status influences willingness
to pay, and the affection of conspicuous consumption as a relationship moderator. Aiming to
contribute to the development of pricing strategies that enhance pricing power by using this
study psychological findings. Additionally, data insights might assist luxury brands to
redefined segmentation.
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Chapter 3: Research Question

3.1. Research Aim and Objectives

Following prior literature and its gaps, this research aims to demonstrate how perceived social
status influence consumers’ willingness to pay for luxury goods, and to inspect how this
relationship can inform pricing strategies that enhance pricing power within the luxury

industry. Therefore, the objectives established for this study are the following:

e Validate and measure the connection between consumers perceived social status and
their willingness to pay for luxury products.

e Examine the role of conspicuous consumption in the relationship between status
orientation and willingness to pay in the luxury industry.

e Evaluate how status-based consumer segmentation can be strategically used by luxury

brands to construct differentiated pricing strategies that enhance pricing power.

3.2. Research Question

Following Liozu (2019) and Hinterhuber and Liozu (2012) findings, pricing power needs to be
capture, meaning that companies need to implement scientific segmentation, pricing research,
and consumer and pricing analytics, as well as redirect their marketing strategies and maximise
the attention paid to this specific topic. Regarding the luxury industry, there is not solid research
connecting consumer valuation behaviour through social status perception with pricing power,
which is a fundamental factor to obtain it. Additionally, taking Liozu (2019) example about
consumers camping outside stores at midnight only to be the first owners of the newest high-
cost iPhone, which can relate to Shukla (2010) findings about social desires rather than needs,
making competition insignificant in terms of pricing. Thus, this study is guided by the

following research question:

How can luxury brands use consumers’ status-driven willingness to pay to develop strategic

pricing decisions?

The question will be answered by using a quantitative research methodology taking a purposive
sample of consumers representing a variety of status orientations. Moreover, data will be

collected through an anonymous online survey to be analysed and interpreted at a later stage
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by inferential statistics to obtain probability percentages for the entire population. Lastly, the

analysis will explore common relationships between social status perception and willingness

to pay.

3.3. Conceptual Framework and Hypotheses

The conceptual framework for this study is supported on current literature on conspicuous
consumption theory (Veblen, 1899; Wiedmann et al., 2009), status consumption (Eastman et
al., 1999; Shukla, 2012; Ko et al., 2019), costly signalling theory (Han et al., 2010; Nelissen
et al., 2011), and willingness to pay (Humburg et al., 2005). This outlook implies that luxury
products are used as status symbols, thus, consumers are willing to pay premium prices for
prestige, status, and social identification. Based on those concepts, perceived social status is
handled as the independent variable, reviewing consumer beliefs about owning luxury products
as an induvial social standing expression. Furthermore, willingness to pay has been defined as
the dependent variable for this study, determining the extent to which consumers are prepared
to pay premium prices perceiving value in luxury goods in order to satisfy their social needs.
Lastly, conspicuous consumption is presented as a moderator, representing the extent to which

consumers buy luxury products to reflect wealth and high-status recognition.

While willingness to pay for luxury products can be confirmed by multiple factors, such as
value perceptions, quality, exclusivity, brand heritage, social and personal associations,
emotions, and cultural motives, this research intentionally isolates perceived social status as
the main explanatory element as its theoretical and managerial relevance to pricing power. This
decision with the aim to reach the understanding of how representative status driven motives
translate into price tolerance, as a significant factor for luxury brand pricing. Although, other
determinants are acknowledged and included in the above literature review, are still considered

out of scope for the present research and are treated as approaches for further research.
Based on this framework, four hypotheses are proposed:

H1: There is a positive relationship between consumers perceived social status inclination and

their willingness to pay for luxury goods.

H2: Consumers with high status-seeking orientation perceive higher value in high priced

luxury items in comparison with consumers with low status-seeking orientation.
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H3: Conspicuous consumption moderates the relationship between perceived social status and

willingness to pay.

H4: The willingness to pay among consumers seeking high status enables price differentiation

strategies without reducing demand, supporting pricing power.

A visual description of the conceptual framework shown in figure 3.3 represents these
relationships: perceived social status affects willingness to pay (H1, H2), while conspicuous
consumption moderates this effect (H3), and willingness to pay enhance the development of

strategic pricing power.

( Perceived Social Status )

H1 "H2

( Willingness to Pay )

|

( Strategic Pricing Power )

H3 | (moderation)

(Conspiouous Consumption)

Figure 3.3. Conceptual Framework by author

This framework has been designed to enable hypothesis development and statistical testing,
specifically applying moderated regression analysis, assessing whether the effect of social
status on willingness to pay is intensified for individuals with high propensity to conspicuous

consumption.
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Chapter 4: Methodology

4.1. Introduction

This chapter lays out the methodological approach adopted to examine how the influence of
perceived social status on consumers’ willingness to pay for luxury goods, and how this
relationship can inform strategic pricing decisions aimed at enhancing pricing power in the
luxury market. In order to assure an orderly and coherence structure, this chapter is guided by
the research onion model proposed by Saunders ef al. (2019), which offers a systematic
framework for the selection and justification of research methods. The research onion’s layers
follow a gradual progress from philosophy, approach, methodological choice, strategy, time
horizon, and data collection techniques, all layers are applied specifically to the objectives of
this study. A positivist philosophy and deductive approach reinforce the choice of a
quantitative, mono-method strategy, applying a cross-sectional survey design to collect primary
data on social status perception, conspicuous consumption, and willingness to pay.
Furthermore, this chapter comprises the sampling process, data collection, and ethical
considerations, ensuring academic integrity, reliability, and relevance. Each methodological
decision is critically justified corresponding to the research question and the practical

constraints addressed during this research.

4.2. Research Philosophy and Approach

This research adopts a positivist philosophy, which views reality as objective and measurable
by observable data (Saunders ef al., 2019). Positivism is appropriate since this research seeks
to quantify the relationship between consumers perceived social status and their willingness to
pay for luxury items, and to transfer those findings into applicable pricing strategies for
managers. This study maintains researcher neutrality and avoids influencing respondents by
collecting numerical survey data and using statistical tests; an indispensable posture when

measuring symbolic constructs such as status and conspicuous consumption.

Furthermore, the theoretical approach adopted for this research is deductive, which following
Saunders ef al. (2019) this study initiates with established theories, such as status consumption
(Eastman et al., 1999), conspicuous consumption (Veblen, 1899), costly signalling (Han et al.,

2010), and value-based pricing (Hinterhuber and Liozu, 2012). Thus, the following hypotheses
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were formulated for empirical testing. H1&H2 propose a direct impact of perceived social
status on willingness to pay. While H3 assumes a moderating effect of conspicuous
consumption. Lastly, H4 connects high willingness to pay among status seekers consumers to

pricing power implications.

Operationalising these constructs into Likert-scale survey items allows quantitative hypothesis
testing via moderated regression. A deductive approach is therefore essential, since enables this
research to confirm or refute theory expectations with primary data from luxury consumers,
and to generalise findings to strategic pricing practices. Furthermore, a positivist philosophy
and deductive approach has been applied in previous literature. Shukla (2012) implemented a
deductive, survey-based approach to explore luxury consumers’ value perceptions across
markets. Eastman et al. (1999) and Roy Chaudhuri et al. (2011) adopted similar techniques for
the validation of their status consumption scales. Thereby, testing hypotheses adapted from
confirmed theories like Veblen’s (1899) conspicuous consumption theory, aligns with previous
studies based on validated luxury consumption scales (Wang, 2021; Cristini ef al., 201; Wang
et al., 2024). Following this precedent, by adopting a positivist and deductive orientation, this
study ensures operatively, generalisability, and reproducibility; key considerations for deriving
recommendations based on evidence on how luxury brands can use status-driven willingness

to pay to support premium pricing without eroding demand (Saunders ef al., 2019).

4.3. Research Design and Strategy

The research strategy operationalises the positivist, deductive posture adopted in this research
by specifying how data are gathered and why the chosen approach reinforce coherence with
the research question. Following the methodological choice diagram explained by Saunders et
al. (2019), a mono method quantitative design was selected since the focus of this study is
testing pre-defined hypotheses about relationships among perceived social status, conspicuous
consumption, and willingness to pay. Implementing a single data collection technique avoids

methodological heterogeneity and enables a statistical analysis of standardised data.

According with Saunders ef al. (2019) using survey as a data collection strategy is often
appropriate for deductive and descriptive research, collecting data from a several numbers of
participants providing simple comparison on a later stage to analyse such data quantitatively
through descriptive or inferential statistics. Additionally, prior research regarding

psychological influencer of luxury consumption implemented quantitative, cross-sectional
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designs (Fitzmaurice and Comegys, 2006; Matecka et al., 2022). Such design enables statistical
testing of the hypotheses of the relationship between established variables, close to the
approaches implemented by Eastman ef a/. (1999) and Shukla (2010). Thus, the survey strategy
aligns with this study aim and objectives. Therefore, an online questionnaire has been selected
as the data collection strategy to measure the relationships between perceived status,
willingness to pay, and conspicuous consumption, allowing capturing efficient data from
geographically diverse luxury consumers, guaranteeing generalisability within the restraints of
the sample. While the structed format ensures reliability, replicability, and objectivity, which
are essential for reaching internal validity in positivist research models. Moreover, this strategy
reflects the researcher’s epistemological stance of positivism, which deduces that observable
and quantifiable facts can be used to describe consumer behaviour in the luxury market. It also
adheres with a realist ontology, proposing that consumer attitudes and perceptions exist

independently and can be evaluated objectively (Saunders et al., 2019).

The survey instrument contains validated Likert scale items for each variable, enabling the
application of descriptive statistics, correlation tests, and moderated regression, aligning with
the strategy used by Roy Chaudhuri ez al. (2011) and Ishaq ez al. (2023). These analyses directly
test four hypotheses and produce findings that are both statistically vigorous and managerially
actionable for pricing decisions in the luxury industry. Furthermore, this research has been
adopted a cross-sectional time horizon, given the study’s time and resource constraints.
Collecting data at a single point in. time is sufficient for assessing the hypothesised
relationships, which focus on stable psychological constructs rather than temporal change,
Cross-sectional surveys are frequently use when is sought to explain the relationship between
opinions, behaviours, or attitudes. In this context, the focus is on understanding the connection
between perceived social status and consumers’ willingness to pay, two variables that perfectly
fit into the behaviours and attitudes concepts (Sauders et al., 2019). Collectively, the mono
method survey design, deductive logic, and cross-sectional horizon provide a coherent
methodological fit with this research’s aim, to measure how status orientation and conspicuous
consumption influence willingness to pay and to translate these insights into strategic pricing

direction for luxury brands.
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4.4. Variables and Conceptual Framework

This research explores the relationship between perceived social status and consumers’
willingness to pay for luxury goods and whether conspicuous consumption amplifies that
connection, as a moderating variable. Revealing insights on how these psychological and
behavioural relationship can be used by luxury firms to develop pricing strategies that enhance
pricing power. Following a deductive approach, this study tests the conceptual framework via
quantitative data collection and analysis. All variables are measured with validated 7-point

Likert scales to ensure validity and reliability.
e Independent Variable: Perceived Social Status

This variable reflects how consumers perceive their own social status or how they desire to be
perceived by others, especially through luxury purchasing behaviour. Measured using a 7- point
Likert scale, items are drawn from Shukla’s (2012) social value perception scale, which
demonstrates high internal consistency among luxury consumers in both emerging and mature
markets (see Appendix A). Statements include: “Owning luxury products increase my social

status” and “Wearing luxury brands reflect my wealth and success”.
e Dependent Variable: Willingness to Pay (WTP)

Willingness to pay is defined as the magnitude to which consumers are willing to spend money
on luxury products based on their social value perception and symbolic motivations. It is
measured using a 7-point Likert scale adapted from the status consumption scale by Eastman
et al. (1999) and the willingness to pay scale by Ishaq et al. (2022) (see Appendix B). Both
scales have reported Cronbach’s a> 0.80. Items include: “I am willing to pay a premium price
for luxury brands that reflect my social identity” and “When I purchase luxury products that

enhance my social status, price is not a concern”.
e Moderating Variable: Conspicuous Consumption

Conspicuous consumption reflects the tendency to purchase luxury goods, to express wealth
and social status though visible luxury goods. It is conceptually related to status standing;
however, it represents the behavioural intensity of status signalling. Therefore, it is adjusted as
a moderator, meaning individuals with high conspicuous consumption are expected to translate
status motives into higher willingness to pay in contrast with low display consumers. Measured
using a 7-point Likert scale, five items are drawn from Roy Chaudhuri ef a/. (2011) conspicuous

consumption scale, whose scale shows robust psychometrics across cultures and luxury
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markets. (see Appendix C). Items include: “Wearing prestigious brands describe to others who

[ am” and “I like other to know I can afford expensive luxury goods”.

The following figure 4.4. explains the perceived social status variable influencing willingness

to pay, with conspicuous consumption moderating such influence.

( Perceived Social Status ) —_— ( Willingness to Pay )

|

Conspicuous Consumption
(Moderator)

Figure 4.4. Methodology Conceptual Model by author

A moderated regression analysis will test whether the interaction between conspicuous
consumption considerably increases the variance in consumers’ willingness to pay,
consequently indicating that display tendencies amplify status driven tolerance. Although the
variables used in this research (PSS, WTP, and CC) are measured on Likert-type scales, which
is technically considered ordinal data, they were composed with validated items, aggregated to
create composite scores, which are similar to interval data properties. Such approach, is
frequently used for behavioural research. Therefore, linear regression analysis is suitable for
testing the hypothesis of this study, given the focus on consumer behaviour, sample size and
distribution. To address this framework, a three-step hierarchical regression model will be

implemented:

Model 1 includes Perceived Social Status as the only motivator to explore its direct impact on

Willingness to Pay.

Model 2 introduces Conspicuous Consumption to the equation as an independent influencer,

testing its main effect on Willingness to Pay, exploring for additional explained variance.

Model 3 adds an interaction term (PSS x CC), generated by multiplying mean-centred PSS and
CC values, to assess the moderating effect; where a significant interaction coefficient would be

the confirmation that CC magnifies the relationship between PSS and WTP.
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This three steps model aim to obtain a deeper understanding of the contribution and interaction
of each variable. Aligning with this research objectives which seek to examine the role of
Conspicuous Consumption as an amplifier on luxury good willingness to spend. Furthermore,
indicators for Conspicuous Consumption, as the rest of the variables, will be used as a
combined variable, calculated by averaging all five Likert item, supported by a Cronbach’s
coefficient above .70. This approach sustains the conceptual integrity of the scale as a

consolidated construct, simplifies the moderation analysis, all aligns with prior literature.

Although income was collected as demographic data, it was intentionally not included as a
moderator variable in the regression analysis since it does not align with the psychological
orientation of this study, focus on Perceived Social Status and Conspicuous Consumption rather
that the economic status of individuals. This is supported by the findings of previous research
showing that status-motivated luxury consumption cuts across economic levels, underpinning
the importance of psychological constructs over economic ones (Shukla, 2010). Furthermore,
the sample was not geographically limited, which means that differences in individuals’
economic conditions affect the reliability of the income data. For such reasons, income level is

only considered for descriptive analysis.

4.5. Data Collection and Sampling
4.5.1. Data Collection Method

Following the research onion model by Saunders ez al. (2019), in accordance with the positivist,
deductive, and quantitative orientation, primary data were collected using a self-administered
online questionnaire. This method was chosen since it allows swift, cost-efficient access to
geographically dispersed luxury consumers, while reducing contamination within other modes,
decreasing participant bias, maintain instrument standardisation; key conditions for statistical
testing (Saunders et al., 2019). The questionnaire was constructed to measure three key
constructs: perceived social status (ID), willingness to pay (DV), and conspicuous consumption
(MV). Additionally, demographic questions were incorporated for segmentation analysis and
contextual responses interpretation. Each variable applies a validated 7-point Likert sale, a
format frequently used when measuring opinion and attitudes tendencies and for posterior
parametric analyses such as correlation and moderated regression. The survey was built in
Google Forms, ensuring data protection and storage, and a friendly user interface accessible

via any device. The hyperlink was distributed through online platforms, such as social media,
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email lists, and student networks. A non-probability convenience sample supplemented by
snowball sampling, was adopted as the most effective approach due to accessibility, time and
cost constrains, to guarantee exposure to multiple luxury consumers whose possess or aspire
to luxury goods. To enhance content validity, scale items were adapted from peer-reviewed
sources (Shukla, 2012; Eastman et al., 1999; Ishaq et al., 2023; Roy Chaudhuri et al., 2011)
and were slightly reworded to fit this research context. The full questionnaire is provided in

Appendix D.

4.5.2. Sampling Strategy

The target population for this research includes adults from 18 to 65 years old who have
purchased or expressed interest in purchasing luxury goods. Vulnerable groups, such as minors
and the elderly were excluded since are irrelevant for research purposes due to their purchasing
activeness in the luxury market. Due to this study examines cross-cultural status consumption,
and according with the focus of this research on universal behavioural factors to explore
generalised patterns of status-driven willingness to pay for luxury items and due the global
nature of the sample, geographic location was not restricted. As part of a non-probability
sample, data were collected through volunteer sampling supplemented by snowball referrals.
The survey link was spread via social media, email lists, and students’ networks. This non-
probability approach was adopted for pragmatic motives, monetary resources, time, and
worldwide luxury consumers reachability. Supported by the snowball technique, it was possible
to expand reach. Volunteer sampling was used to provide maximum data variation (Saunders
et al., 2019). Including participants regardless their grade of interest in social status. Thus,
respondents who had some familiarity with luxury consumption provided realistic judgment of
willingness to pay while non-familiarise volunteers can also contribute to test the relationship

between perceived status orientation and willingness to pay.

To determine the sample size for unknown target populations, studies frequently run at a 95%
confidence level of certainty. For this research context, the population is quite considerable,
therefore, the minimum sample size required at a 95% confidence level with 5% margin of
error is 384 respondents (Saunders et al., 2019). However, given practical constraints regarding
access, resources, and time; a reduce sample size of 150 was used at a 95% confidence level
and 8% margin of error. Nonetheless, such sample size still enables inferential analysis and

aligns with Saunders et al. (2019) since under the Central Limit Theorem for statistical testing,
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a minimum of 30 participants is acceptable, justifying established sampling is well targeted.
Additionally, all participants gave inform consent, and data quality was ensured through

completeness and duplication checks before analysis.

4.6. Data Analysis Techniques

The aim of this research is to examine whether perceived social status (IV) predicts consumers’
willingness to pay (DV) for luxury goods and whether this relationship is strengthened by
conspicuous consumption (MV) for luxury brands to enhance pricing power through strategic
pricing. Thus, a quantitative analytical approach was adopted to statistically test the proposed

relationships using arranged data collected via a Likert-scale questionnaire.
1. Data screening and coding

Once data was collected, incomplete or duplicate questionnaires were removed to maintain
results validity. Then, the remaining data were coded and introduced into SPSS Statistics
version 30 for statistical analysis. Likert scale items were used as interval data, permitting

parametric procedures (Saunders ef al., 2019).
2. Descriptive statistics

For demographic information, the application of descriptive data generated a clear picture of
central tendencies and dispersion for each scale item, allowing variable numeral comparisons.
A crucial step to preserve quality and for sample description and argument support (Saunders

etal.,2019).
3. Reliability testing

For internal consistency, the Cronbach’s Alpha method was adopted to measure all constructed
scales: perceived social status, willingness to pay, and conspicuous consumption, guaranteeing
reliability. Values for Cronbach methods go from 0 to 1, however, a threshold of 0.70 or above

ensures responses consistency (Saunders et al., 2019).
4. Preliminary visual check

A scatter plot of perceived social status against willingness to pay offers a visual indication of

linearity and potential outliers prior inferential testing.
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5. Correlation analysis

A Spearman’s rank correlation analysis is run to estimate the relationship solidity and direction
between perceived social status (IV), conspicuous consumption (moderator), and willingness

to pay (DV).
6. Group Comparison

To assess H2 which compares differences in willingness to pay according with participants
perceived social status level, a Mann-Whitney U test is perform before running the regression
analysis. This non-parametric test is adopted because of the ordinal nature of Likert-scale data.
Moreover, it is consistent with Saunders et al. (2019) recommendations when comparing two
independent groups on a ranked variable. Thus, for this study, participants are divided in two
groups, high and low perceived social status, derived from a median split of their total
Perceived Social Status results. Applying the Mann-Whitney test it will determine if there are
statistically significant differences in Willingness to Pay between these two groups,
consequently addressing H2 which test if individuals with higher social status perception are

les price sensitive for luxury products.
7. Regression analysis
A hierarchical, three step regression model test the hypotheses:
Model 1: Perceived Social Status — Willingness to Pay (tests H1, H2)
Model 2: Adds Conspicuous Consumption to evaluate its main effect.
Model 3: Introduces the interaction term (Status x Conspicuous) to assess moderation (H3)

A significant interaction coefficient would confirm that conspicuous consumption amplifies

the social status-WTP connection.
8. Managerial implication test

To test H4, the final model’s coefficients are interpreted against pricing power theory, if high
status consumers present higher willingness to pay, this supports differentiated pricing without
losing demand (Liozu, 2019). A standard p-value threshold of 0.05 is set to test statistical

significance for all tests, as recommended by Saunders et al. (2019).
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4.7. Ethical Considerations

All the standards of behaviour that are set as conduct guidance regarding individuals involved
in this study rights are considered ethics (Saunders ef al., 2019). This research complied to the
fundamental ethical principles to ensure respondents’ rights, safety, and dignity throughout the
research process. Thus, as part of the online questionnaire (See appendix D), participants were
informed about the aim of the study and their contribution in it. Moreover, the right to withdraw
at any point without penalisations and the consent approval once they decided to start the
survey was clearly mentioned in the opening message. Participation was completely voluntary,
financial, or other types of incentives were not offered. Therefore, participation was based on
interest and willingness. Moreover, collected data was de-identified, no personal information
was obtained, and all responses were treated with strict confidentiality. The data is and will be
securely stored for the following five years until its destruction, according to the NCI policy.
Participants were informed about anonymity and the exclusive academic use for collected data.
Lastly, the nature of the questions included in the survey did not mention sensitive topics. The
study focused merely on consumer behaviour associated to luxury products and implicated
minimal risk. This research adhered to the NCI Ethical Guidelines for Research with Human

Participants the entire time.

4.8. Limitations

The principal limitations for this study were a consequence of time and resources constrains;
thus, the representativeness of the sample was limited due a non-probability convenience
sampling method, affecting the applicability of findings to the complete population.
Additionally, the survey consisted of self-administrated questionnaires, which might be
susceptible to social desirability bias where respondents may answer in ways to show
themselves more positively. Furthermore, this study relied on voluntary responds, which can
limit the number of participants. This research used a cross-sectional method, meaning data
was collected at a single point in time, therefore, this study does not account for changes in
consumers’ attitudes or behaviour eventually. Moreover, this study focused on generalised
luxury goods, consequently, findings are generalised, and specific results may vary with
distinct categories. Lastly, the influence of conspicuous consumption as a moderator variable

might be impacted by other unmeasured factors not included in the study.
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Chapter 5: Findings & Analysis

5.1. Introduction

This chapter presents the analysis and findings of the primary data collected though an online
survey designed to examine how perceived social status influences consumer’s willingness to
pay for luxury goods, and whether conspicuous consumption moderates this relationship.
Moreover, the findings aim to support the development of pricing strategies that enhance
pricing power in the luxury industry. The results are analysed quantitatively using descriptive
and interferential statistical methods though SPSS version 30. Furthermore, the analysis
follows the hypotheses outlined in chapter 2 and uses the cleaned dataset derived from the
original questionnaire responses. The structure follow in this chapter begins with data
preparation steps, including cleaning and coding process, followed by demographic data
examination to contextualise results and define the sample. Subsequently, as mentioned in the
previous chapter, the Cronbach approach for each construct will ensure the reliability and

validity of this study.

Next, descriptive statistics will set a baseline prior correlation analysis, which is the next
section where Sperman’s model and scatter plot will address hypotheses and relationship
between variables. The implementation of regression models will measure the interaction
among variables, including the moderating effect of conspicuous consumption construct.
Lastly, managerial segmentation will attempt to address hypothesis number 4 and the research
question, implementing findings and its connection with current theories considered in the
present research, aiming to suggest pricing strategies for luxury brands based on the obtained

results.

5.2. Data Preparation

Before the statistical analysis, collected data was extracted from Google Forms in a Microsoft
Excel format. The survey consisted of 25 items, divided between the three variables to be
analysed in this study, perceived social status, willingness to pay, and conspicuous

consumption, as well as demographic factors.
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The below procedures were followed in order to ensure validity and reliability:

e All Likert scale answers were coded from 1 to 7 based on the 7-point scale used in the
survey.

e Every response with missing values was identified and excluded for the analysis.

e Exclusively completed survey was maintained in the dataset, excluding inconsistencies
and duplicate entries.

e Lastly, the cleaned dataset was imported into SPSS version 30 for statistical analysis.

The sample size established in Chapter 3 is 150 respondents, after the data collection stage 151
participants, who voluntarily and anonymously completed the questionnaire (see Appendix D).
Once the cleaning and coding process inspected the data, sample number remain unaffected,

with 151 entries.

5.3. Descriptive Statistics

5.3.1. Demographic Profile
Overall, of the 151 respondents, 62.3% identified as female, 37.1% male, and 0.7% preferred
not to say their gender; of which, 64.2% were employed, 6.6% self-employed, 23.8% were
students, and only 5.3% of the participants were unemployed or retired. The majority were
aged between 25-34 (55.6%), followed by the 35-44 group (19.2%). Participants were
predominantly from Latin America (60.1%), with the remainder distributed across Europe and

Asia. (See Table 1).
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Table 1.

Demographic Statistics

Variable Category n %
Gender Female 94 62.3%
Male 56 37.1%
Prefer not to say 1 0.7%
Age Group 18 -24 26 17.2%
25-34 84 55.6%
35-44 29 19.2%
45 - 54 9 6.0%
55 or above 3 2.0%
Country Europe 39 25.7%
North America 3 2.0%
Latin America 91 60.1%
Asia 18 11.9%
Education No formal education 2 1.3%
Secondary education 11 7.3%
Undergraduate 51 33.8%
Postgraduate Degree 87 57.6%
Income Less than €1,000 38 25.2%
€ 1,000 - €2,500 82 54.3%
€ 2,500 - €4,000 25 16.6%
Above €4,000 6 4.0%

5.3.2. Participants Behaviour Patterns

To gain a deeper understanding into consumer behaviour towards luxury goods, participants
were asked how frequently they purchased luxury products. As shown in Table 2, the most
common answer was “A few times per year” (37.7%), followed tightly by “Once a year”
(35.8%). Furthermore, a minor proportion reported never purchasing luxury items (22.5%),
and only a tiny share reported monthly (3.3%) or weekly (0.7%) purchases. Reflecting that
while luxury consumption is not recurrent for most participants, there is a considerable annual

recurrence for the luxury industry.
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Table 2.

Frequency of luxury purchase

Frequency n %

Never 34 22.5%
Once a year 54 35.8%
A few times per year 57 37.7%
Monthly 5 3.3%
Weekly 1 0.7%

Following the objectives of this research, to inspect how economic status impacts luxury
purchase frequency, a crosstab analysis was conducted between respondents’ income levels and
their purchasing habits (see Table 3). The findings suggest a substantial connection between
economic capacity and luxury consumption patterns since participants in the low-income
category (Less than €1,000) demonstrated less luxury consumption activity, including 35.3%
of which reported never purchased a luxury item. Contrarily, participants in higher economic
levels (Above €4,000) reported more consistency in their luxury purchases, with 100% and

20% in weekly and monthly purchases, respectively.

Respondents in the middle economic status (€1,000 - €2,500) had the most consistent
engagement for the luxury industry, particularly in the “Once a year” (54.7%) and the “A few
times per year” (54.4%) categories. According with these purchase habits, it can be
demonstrated that despite the correlation between economic status and luxury consumption,

individuals in the middle status levels still spend in the luxury purchase occasionally.
Table 3.

Crosstab table between monthly income and frequency of luxury purchasing.

Economic Status Never Once a year A;zr;éﬁes Monthly Weekly
Low (Less than €1,000) 35.3% 22.6% 22.8% 20.0%  0.0%
Middle (€1,000-2,500) 52.9% 54.7% 54.4% 60% 0.0%
Upper middle (€2,500-4,000) 11.8% 20.8% 17.5% 0% 0.0%
High (Above €4,000) 0.0% 1.9% 5.3% 20% 100%
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Descriptive statistics were calculated for the three main variables for this study (see Table 4).
Perceived social status (M= 3.41, SD= 1.37) suggests a moderate average level, with broad
variation among participants. Willingness to pay (M= 2.69, SD= 1.41) shows low tendency to
pay premium prices for luxury products. Lastly, regarding conspicuous consumption (M= 2.90,
SD= 1.39) results reflect low luxury consumption intentions under this motivation, although a
noticeable proportion reported high scores. Therefore, descriptive statistics indicate diverse
perspectives across participants, with solid status driven purchasing attitudes, while others

expressed minimum interest for luxury goods and its stimulus.
Table 4.

Descriptive statistics for main variables.

Variable N Minimum Maximum Mean Std. Deviation
Perceived Social Status 151 1.00 6.71 3.4153 1.37503
Willingness to Pay 151 1.00 7.00 2.6987 1.41090
Conspicuous Consumption 151 1.00 6.80 2.9007 1.39348

Note: All variables were measured on a 7-point Likert scale.

5.4. Reliability Analysis

To ensure internal consistency of the scale used to measure the three variables for this study,
Perceived Social Status, Willingness to Pay, and Conspicuous Consumption; a Cronbach’s
Alpha analysis was conducted (see Table 5). Following Saunders ef al. (2019), a Cronbach’s

Alpha coefficient of 0.70 or above assess the level of reliability required for research.
Table 5.

Cronbach's Alpha reliability analysis.

Variable Cronbach’s Alpha N of items
Perceived Social Status 0.881 7
Willingness to Pay 0.920 6
Conspicuous Consumption 0.865 5
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As shown in Table 5, all three scales demonstrated strong reliability, being the Willingness to
Pay scale the one with the highest reliability score (a= 0.920), followed by Perceived Social
Status (o= 0.881), and Conspicuous Consumption (o= 0.865). Thus, the results confirm the
internal consistency among the constructs included in the questionnaire and their acceptance

for further statistical analysis, such as correlation and regression.
5.5. Correlation Analysis

This section investigates the strength and direction of the relationship between this study
variables: Perceived Social Status (PSS), Willingness to Pay (WTP), and Conspicuous
Consumption (CC). Therefore, a scatter plot graph and the Spearman’s rank were employed,

to assess such relationships.
5.5.1. Scatter Plot Graph

In order to create a visual examination about the relationship between Perceived Social Status
and Willingness to Pay before conducting the correlation analysis, a scatter plot was generated.
The aim of this preliminary view ensures linearity, direction of association, and it detects
potential outliers to avoid statistical assumptions effects for correlation or regression analysis
(Saunders et al., 2019). As shown in figure 4.5.1, the points mainly follow an upward trend,
suggesting a positive linear relationship between the two variables; the fitted regression line
illustrates such trend, moreover, the R? value of 0.407 indicates that approximately 40.7% of
the variance in the willingness to pay variable can be attributed to perceived social status.

Therefore, it can consider that a moderately strong association between PSS and WTP exists.

R® Linear = 0.407

6.00

Willingness to Pay

L.00 2.00 3.00 4.00 5.00 6.00 7.00

Perceived Social Status

Figure 5.5.1. Scatter Plot of the relationship between PSS and WTP
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5.5.2. Spearman’s Rank Correlation

The strength and direction of the relationship among the main constructs for this research were
assessed by a Spearman’s rank correlation analysis, the property of this method relies in the
ordinal nature of Likert scale data, and the evaluation of monotonic relationships (Saunders et

al., 2019). Table 6 illustrates the Spearman’s correlation coefficients for each variable.
Table 6.

Spearman’s correlation between Perceived Social Status, Willingness to Pay, and Conspicuous

Consumption.
Perceived Willingness to Conspicuous
Social Status Pay Consumption
Perceived Social Correlation 1.000 626** J150%*
Status Coefticient
Sig. (2 — tailed) <.001 <.001
N 151 151 151
Willingness to Correlation 626%* 1.000 793 %*
Pay Coefticient
Sig. (2 — tailed) <.001 <.001
N 151 151 151
Conspicuous Correlation 750%* 793%* 1.000
Consumption Coefticient
Sig. (2 — tailed) <.001 <.001
N 151 151 151

Note: **. Correlation is significant at the 0.01 level (2 — tailed).

The results demonstrated a relevant positive correlation between Perceived Social Status and
Willingness to Pay (p= 0.626, p<0.001), indicating an association between participants with

higher status standing and an increasing willingness to pay for luxury products.

Furthermore, Perceived Social Status has a strongly and positively correlation with
Conspicuous Consumption (p= 0.750, p<0.001), suggesting that status driven consumers tend
to consume symbolic products to denote their prestige. Lastly, the strongest relationship was
between Willingness to Pay and Conspicuous Consumption (p= 0.793, p<0.001), implying

consumers with social display attitudes are more inclined to pay higher prices.

These results present solid intuitive insights into luxury consumer attitudes. The positive

significant correlation between Perceived Social Status and Willingness to Pay implies that the
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higher the status-seeking, the more willingness to pay premium prices for luxury items.
Supporting Veblen’s (1899) Conspicuous Consumption theory, where the quest for status
demands for visible and costly products. Moreover, the stronger correlation between
Conspicuous Consumption and Willingness to Pay indicates that consumers who are inclined
to visibly display status are willing to accept higher prices for luxury goods, which aligns with

previous studies (Han ef al., 2010) that connect social signaling to price insensitivity.

Lastly, the positively high correlation between Perceived Social Status and Conspicuous
Consumption suggest that although these concepts are distinct, they are intricately linked.
Individuals who are concern about social status and how they are perceived by others, tend to
consume products that visibly increase their status, reinforcing the assumption about

segmentation and pricing strategies. Thus, such findings provide empirical support for:

H1: There is a positive relationship between consumers perceived social status inclination and

their willingness to pay for luxury goods.

Reinforcing the theoretical proposition that consumers ‘social status aspirations significantly

influence the amount of spending on luxury goods.

5.6. Group Comparison

In this section, a Mann-Whitney U analysis is run to test H2. Therefore, the sample was split
in two groups, dividing participant by using a median split to their Perceived Social Status
scores, being the median value 3.28. Thus, participants with scores above the median were
classified as high status seekers and those with score at or below the median were categorised
as low status seekers; enabling groups comparison of groups with different social status

perceptions. Tables 7 and 8 presents the results and interpretation of this test.
Table 7.

Mann-Whitney U Test Mean Ranks

PSS N Mean Rank Sum of Ranks

WTP Low Status Seekers 75 53.15 3986.00
High Status Seekers 76 98.55 7490.00
Total 151
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Table 8.

Mann-Whitney U Test Statistics

Statistic Value
Mann-Whitney U 1136.000
Wilcoxon W 3986.000
Z -6.399
Asymp. Sig. (2 — tailed) <.001

The results show there is a highly significant difference in WTP between the two groups
demonstrated by the distribution value (Z= -6.399) and by the p-value (p= 0.001) which is
considerably lower to the standard significant level of 0.05, implying statistically significant
difference in willingness to pay between the high and low status seekers groups. Thus, for H2

assumption:

H2: Consumers with high status-seeking orientation perceive higher value in high priced

luxury items in comparison with consumers with low status-seeking orientation.

Results from the Mann-Whitney tests disclose a significant difference in the willingness to pay
between the groups (U= 1136, z=-6.39, p <.001). As presented in Table 7, the high status
seekers group (Mean Rank = 98.55) had higher WTP scores, with a mean rank of 98.55, than
the low status seekers group with a mean rank of 53.15, suggesting participants with higher
status orientation tend to present greater readiness to pay, aligning with previous literate
findings (Eastman et al., 1999; Shukla, 2012). Therefore, hypothesis number two is supported
by the data.

5.7. Regression and Moderation Analysis

Following the interferential statistical analysis, a hierarchical regression, which consist of three
models as explained in section 3.4, is conducted to test H1 and H3. This analysis aims to
examine the influence power of Perceived Social Status (IV) on Willingness to Pay (DV),
evaluating the independent role of Conspicuous Consumption, and exploring whether CC

moderates the relationship between PSS and WTP.
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5.7.1. Assumption Checks

Prior to conducting the linear regression analysis, the corresponding assumption were tested
(see Appendix E). For the linearity assumption, the scatterplot of standardised residuals against
standardised predicted values shows no systematic pattern, indicating that the relationship
between the predictor and WTP is linear. Moreover, for the independence of errors check, the
Durbin-Watson statistics of 1.637 suggest no serious autocorrelation since its proximity with
the value of two, which indicates no autocorrelation (Saunders et al., 2019). To test the
normality of residuals, the histogram and the P-P plot show residuals closely following a
normal distribution. Lastly, to support homoscedasticity assumption, the scatterplot shows a
random spread of residuals with no clear pattern or funnelling shape, implying constant

variance of residuals.

5.2.7. Collinearity Diagnostics

Furthermore, before running the regression models, to ensure the inclusion of Perceived Social
Status (ID) and Conspicuous Consumption (MV) in the models without inflating standard
errors, a multicollinearity test was run. Therefore, the variance inflation factor (VIF) values
were 2.281 for both predictors (See Appendix F), which fits below the threshold of 5 for VFI
suggested by Saunders et al. (2019). Additionally, tolerance values were .438, which according
with Saunders et al. (2019) a value of 0.10 or above indicates insignificant collinearity.
Therefore, these results demonstrate that, while PSS and CC are relatively correlated,

multicollinearity is not a concern, and both variables can be include in the regression models.

5.2.8. Regression Analysis
Model 1: Baseline Relationship PSS —» WTP

The first model is set as the baseline, examining the influence of Perceived Social Status (IV)
on Willingness to Pay (DV) for luxury products through a simple linear regression, hence

testing H1 (See Table 9 and 10).
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Table 9.

Model 1, simple linear regression.

Predictor R R Square Adjusted R Square

Std. Error of the Estimate

PSS .638 407 403

1.08980

Note: Predictors: PSS

Table 10.

Model 1, simple linear regression coefficients.

Model 1 B t B
Constant 462 1.940 -
Perceived Social Status .655 10.120 .638 <.001

Note: Dependent Variable: WTP

The results show a statistically significant model, indicating that approximately 40.7% ( R? =

407) of the variance in willingness to pay can be attributed by perceived social status. The

regression coefficient for perceived social status was = .638, p < .001 supporting Hlas is

implying that participants who are driven by social status are more likely to pay higher prices

in order to maintain or improve their social image. Therefore, H1 can be supported by this

analysis and the Spearman’s correlation test.

Model 2: Including Conspicuous Consumption

Model 2 includes Conspicuous Consumption to the equation as an additional independent

variable with the aim of evaluate its independent effects on Willingness to Pay (DV) while

controlling for Perceived Social Status (ID) (See Table 11 and 12).

Table 11.

Model 2, simple linear regression including Conspicuous Consumption.

Predictor R R Square Adjusted R Square  Std. Error of the Estimate
PSS .638 407 403 1.08980
CC 812 .659 .654 .82984

Strategic Pricing in the Luxury Industry: A Study on the Impact of Status-Driven Willingness to Pay.

37



Table 12.

Model 2, simple linear regression coefficients including Conspicuous Consumption.

Model 2 B B t Sig.
Constant 227 - 1.242 216
Perceived Social Status .073 071 975 331
Conspicuous Consumption 767 157 10.439 <.001

Note: Dependent Variable: WTP

The results positioned Conspicuous Consumption as a solid predictor of willingness to pay and
statistically significant (R? =.659, p <.001) with a significant grow of R? = .252 compared to
Model 1, despite being controlled by perceived social status. Remarkably, while adding CC
significantly influences WTP (p=<.001) the statistical significance of perceived social status
decreases (p=.331), suggesting a possible multicollinearity effect. Due to the strong correlation
between PSS and CC (p=.750), the share variance might lower the isolated effect of PSS when

CC is presented.

Model 3: The moderating role of Conspicuous Consumption

Lastly, Model 3 tests the moderating role of Conspicuous Consumption (MV) on the
relationship between Perceived Social Status (IV) and Willingness to Pay (DV) by adding the
interaction term (PSS x CC), in order to assess H3. Examine if the effect of PSS on WTP is

magnified by display behaviours (See Table 13 and 14).
Table 13.

Model 3, moderating analysis.

Predictor R R Square  Adjusted R Square  Std. Error of the Estimate
PSS .638 407 403 1.08980

CC 812 .659 .654 .82984

PSS X CC 813 .662 .655 .82891
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Table 14.

Model 3, moderating analysis coefficients.

Model 3 B B t Sig.
Constant 598 - 1.617 .108
Perceived Social Status -.032 -.032 -.276 783
Conspicuous Consumption .610 .602 3.942 <.001
Status X Conspicuous .039 248 1.154 250

Note: Dependent Variable: WTP

The results show that 66.2% (R? = .662) of the variance in Willingness to Pay is attribute to
the combination of Perceived Social Status, Conspicuous Consumption, and the interaction
between them. Nonetheless, the increase from the previous model, Model 2 (R? = .659) is
almost null, with a marginal R?= .003 which means that the addition of the term Status X
Conspicuous did not represent a relevant explanatory improvement. Furthermore, the
interaction term with a p value of .250 suggest it is not statistically significant, possible because
the two variables impact WTP independently with limed synergistic interaction. Suggesting
that CC does not significantly moderate the relationship PSS-WTP. Thereby, this result implies
the possibility that PSS and CC work as parallel instead of interconnected constructs,
contradicting H3, which states that consumers with display interest would show a stronger
inclination for status social perception and their spending willingness. Therefore, H3 is not

entirely supported.

5.8. Insights for Pricing Power

Once analysis 1s completed, this section aims to link the statistical findings to address the last
hypothesis (H4), and the research question, which attempts to inform luxury brands how the
influence between perceived social status on willingness to pay, can be used to enhance pricing

power.

H4: The willingness to pay among consumers seeking high status enables price differentiation

strategies without reducing demand, supporting pricing power.
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Findings showed a strong connection between PSS and WTP, supported by the results in Model
1 in the regression analysis (B= .638, p < .001), explaining 40.7% of the variance in WTP.
Moreover, the results from the Mann-Whitney U analysis (p < .001) which supported H2,
dictated that there is a higher willingness to pay premium prices for luxury goods by those who
seek for higher social status levels. Thus, status orientation segmentation differentiates value
perception, a key factor for pricing strategy, which also supports H4. Furthermore,
Conspicuous Consumption represents a solid prediction of WTP (B=.757, p <.001), indicating
that individuals seeking for prestige through luxury display are less sensitive to prices. Model
3 did not prove a moderating effect to the PSS-WTP relationship, however, its impact on WTP
is significantly powerful, which also supports H4 by segmenting this group of individuals as
potential luxury products’ consumers, willing to pay premium prices. Overall, data supports
H4, which suggest for luxury brands the implementation of differentiated pricing strategies by
segmenting consumers by status orientation, applying premium offers and products for status

seekers, which justices elevated prices without reducing demand, enhancing pricing power.

5.9. Discussion of Findings

This research investigates the influence of Perceived Social Status on Willingness to Pay for
luxury goods, besides examining the moderating role of Conspicuous Consumption for such
relationship. The main objective is to exploit this influence, from a business view, to develop
pricing strategies that enhance pricing power. This section discusses the empirical findings

following the theoretical framework and literature presented in earlier chapters.

5.9.1. Perceived Social Status and Willingness to Pay

For the main variables for this study, PSS and WTP, results showed a positive and significant
relationship between these constructs, confirming H1, in line with existing literature on social
status consumption (Widmann et al.,, 2009; Shukla, 2010). The Spearman’s correlation (p=
.626, p< .001) and simple linear regression model (B= .638, R? = .407) underpin that higher
value is perceived for those consumers who seek for social status, using value to justify
premium prices, creating acceptance among consumers. Agreeing with Widmann et al. (2009),
who emphasised that luxury consumption is perceive as a status enhancer through wealth

prestige, accepting the price tag it carries.
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5.9.2. Behavioural Segmentation

The group comparison analysis, applying the Mann-Whitney U tests informed a statistically
significant difference (p < .001) in willingness to pay between high and low status seekers,
confirming H2. These findings imply that luxury consumers perceived value in diverse ways.
In accordance with Han ef al. (2010) who divided consumers in four groups depending on their
social status level, thus, results found consumer with higher status desired see more value from
those with low status orientation, consequently, the former group is more inclined to pay higher
prices. Such implication is key for segmentation strategies, therefore including social status as
a psychological influential factor besides standard elements can enhance the development of
pricing strategies. These findings provide empirical support for behavioural segmentation for

price positioning, as proposed by Liozu (2019).

5.9.3. The Role of Conspicuous Consumption

The moderation analysis that tested H3 showed not statistically interaction effect (p=.250) for
CC as a moderator of the relationship between PSS and WTP. However, Spearman’s rank
demonstrated a strong correlation (p= .793) between Conspicuous Consumption and
Willingness to Pay. These findings suggest that although conspicuous consumers are willing to
pay higher prices, their level of conspicuousness does not intensify the influence of social status
on willingness to pay. These findings differ with the existing literature (Roy Chaudhuri et al.,
2011), which mentioned that conspicuous amplifies status consumption behaviours. The results
and their contradiction with previous literature, is possibly due to the diversity of the
participants, as many are social status seekers and display consumers, others are motivated by
other reasons, such as hedonism, prestige and satisfaction. This creates several avenues to
explore a variety of motives that lead to luxury consumption and its implications regarding

pricing strategies.

5.9.4. Strategic Pricing Implications

Findings from hypothesis number 4, underpin how the behavioural insights obtained, benefit
pricing strategies. The strong influence from both perceived social status and conspicuous
consumption on willingness to pay, which suggests that psychological segmentation can be

used by brands as a justification of premium prices and increasing the value offer. Findings
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demonstrated that participants in higher status and conspicuous segments have low price
sensitivity, which completely aligns with pricing power, describing by Liozu (2019) as the
ability to increase prices without decreasing demand. By segmenting by psychological
behaviour, pricing strategies can be applied for each segment, something similar to the third
degree price discrimination strategies, in which premium and exclusive products are target to
consumers with lower price sensitivity, while for consumers with higher sensitivity but still
status seekers, luxury goods at affordable prices are ideal for this segment. These insights
resonate with eh contributions of Zong and Gou (2022) about the importance of anchoring and
reference pricing, underpinning how psychological behaviours determine value perception, as

Hinterhuber and Liozu (2012) suggested.

5.10. Summary of Findings

Surprisingly and in accordance with Shukla (2010) middle income consumers were remarkable
active in occasional luxury purchases, suggesting, luxury consumption is not entirely tie to
income level. Moreover, conspicuous consumption was not an entirely moderator but a strong
predictor of willingness to pay, implying other status consumption amplifiers drivers, inviting
to analyse such factors for future research. Furthermore, the interaction of perceived social
status on willingness to pay is explained by over 40% of variance, underpinning the relevance
of psychology behaviour for luxury pricing. Regarding status orientation, consumers with
higher status motivation perceived more value in high priced luxury goods and are willing to
pay more than those with lower status motives. Lastly, value perception varies depending on
the status orientation, which benefits segmentation to implement pricing strategies that enhance

pricing power.
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Chapter 6: Discussion

6.1. Interpretation of Findings

The findings of this study underpin the main hypothesis that perceived social status remarkably
influences consumers’ willingness to pay for luxury products, confirming H1 and supporting
theories such as Veblen’s (1899) theory of conspicuous consumption, which highlights how
individuals perceive and use luxury goods as social indicators. The positive results obtained
from the Spearman’s correlation analysis implies that the ones who are inclined to pay more
for goods are the consumers who relate social status and luxury consumption, as they perceiver
greater value from high-priced products, accordant with previous literature (Eastman et al.,

1999; Shukla 2012).

Furthermore, to test H2, the Mann-Whitney U test demonstrated that consumers with higher
social status desire through the luxury goods ownership are willing to pay higher prices in
comparison with individuals with lower social status inclination, which perfectly supports
previous research by Eastman et al. (1999) and Shukla (2012), who found that consumers with
strong status orientation perceived higher value in luxury products with expensive price tags ,

and more individual validity.

The role of Conspicuous Consumption as a moderator of the relationship between PSS and
WTP was slightly confirmed by the regression analysis, nonetheless, since it did not
significantly amplify such relationship, H3 was not entirely supported. However, it showed to
be a strong predictor of WTP in a direct way. These findings partially contradict prior
discoveries by Han et al. (2010) and Roy Chaudhuri et al. (2011), who highlighted
Conspicuous Consumption as a magnifier of status-driven consumption. Nonetheless, Roy
Chaudhuri et al. (2011) also mentioned other motives which lead consumers to purchase luxury
items beyond personal satisfaction, such as wealth projection and success perceived by others.
Even when the moderator function was not supported, data suggest that individuals who tend
to display their luxury possessions in public are more susceptible to pay more for luxury items

which reaffirm their beliefs.

For this study, a possible explanation is the multicultural and global nature of the sample. The
moderator role of CC may be weakened in a cross-cultural environment but in homogeneous
cultural scenarios its role as a moderator is stronger. Another reason may be the evolution of

Conspicuous Consumption into the digital world, where the usual visible parameters that
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supported this type of consumption are no longer relevant, which presents digital
conspicuousness as an interesting construct to include in future research to understand its

effects either as a moderator or independently.

Lastly, the previous assumption of H4, stating that the willingness to pay increases in status-
driver consumers enabling the differentiation of pricing strategies was supported by the
regression models, since it completely fits in Liozu’s (2019) pricing power definition, which
is describe as the ability to increase price without negatively affecting demand, in terms of this
research, consumers with status inclination are less price sensitive and higher value perception.
This underpins the managerial relevance of segmenting consumers by psychological features
rather than economic indicators alone. Thus, the formulated question at the beginning of this

study:

How can luxury brands use consumers’ status-driven willingness to pay to develop strategic

pricing decisions?

Is answer by showing that luxury brands can significantly adapt their pricing strategies by
segmenting their consumers based on their perceived social status, applying value-based
premium pricing. Since high status-oriented individuals have higher WTP y less price
sensitivity it makes them the ideal group to target them premium or exclusivity products that

are perceived as high value, justifying their elevated price, thus, maintaining demand intact.

Although the moderating role of Conspicuous Consumption was weaker than expected, its
strong direct influence on Willingness to Pay represents an actionable insight, as it implies that
consumers with high display attitudes represent a segment with high Willingness to Pay
premium prices for luxury products with visible signaling, supporting the importance of
integrating display behaviours into design, branding, and marketing, even when its relationship
with PSS is not always conditional. In conclusion, whilst findings mostly align with current
literature, they also point to limitations on the application of status-signaling models
universally. Inviting for further research, to explore pricing strategies in the luxury industry

based on emergent behaviour patterns in cultural and digital contexts.
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6.2. Theoretical Contributions

This research enriches current literature regarding luxury consumption, psychology behind
pricing, and consumer behaviour by empirically integrating Perceived Social Status,
Willingness to Pay, and Conspicuous Consumption into a testable model. As showed in Chapter
2, these constructs have been researched independently, this research presents a more nuanced
relation view, explaining how they interact in a pricing context. Furthermore, it contributes to

various theoretical areas:
e Reinforcing and contextualising status consumption theory.

It confirms theories about social consumption (Veblen, 1899; Eastman et al., 1999; Han et al.
2010) by empirical testing of the relationship between PSS and WTP, validating that
consumers’ social perception is crucial for spending decision. By statistically confirming this
link among a multicultural sample, this study enlarges theoretical generalisability, showing
how social status remains as a pricing driver despite nationality, age, or income. Thus, this
contribution enhances the theoretical assumption that psychological attitudes regarding social

status, are a significant predictor of price tolerance and value associations.
e Exploring and reframing the Conspicuous Consumption role.

While previous studies attach CC to the social status category (Veblen, 1999; Shukla, 2012),
this research explores its effect as a moderator of the relationship between PSS and WTP,
separating it but assigning it an indirect role at the same time. Nonetheless, findings suggest
that its direct influence is more significant that its impact as a moderator, diverging from prior
assumptions by Han et al. (2010) stating CC as an amplifier. Suggesting its role as a parallel
predictor, opening the invitation for further research to explore cultural or digital variables that

explains CC role as a magnifier of WTP.
¢ Bridging behavioural psychology with pricing strategy.

This study associated status consumption theories, such as conspicuous consumption and costly
signalling, with managerial pricing framework, specifically with Liozu’s (2019) work on
pricing power. This metatheoretical link sets an overarching perspective that positions
behavioural attitudes, like social status, as relevant factors for the development of pricing

strategies from a business view.
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e Operationalising psychological constructs.

Lastly, this research contributes by the implementation of social and psychological constructs
into quantitative variables supported by validated scales. This study stated how validated
consumer psychology insights can be incorporated into business and pricing analytics.
Moreover, it reinforces methodological accuracy in behavioural pricing research, proposing a
reproducible framework for further research to explore similar relationship in specific luxury

markets.

6.3. Managerial Implications

The findings obtained in this study present several managerial insights for luxury brands,
especially in the development of pricing models that enhance psychological drivers such as

status orientation and conspicuous consumption.
e Consumer segmentation based on status orientation.

Luxury brands can use consumers’ status seek as a criterion for identify and segmentate
consumers with high willingness to pay. The solid correlation between PSS and WTP suggest
that there is space to develop and implement pricing strategies and targeted marketing for the
group of individuals who perceived higher value and wealth through the purchase of luxury

items.
e Value-based pricing.

Aligning pricing strategies with value perception enhanced by psychological drivers, luxury
brands can reach and sustain pricing power, targeting consumers who associate luxury as a
status symbol. Thus, premium prices reinforce the exclusivity and prestige perception,

increasing value and justifying prices at the same time, enhancing brand positioning.
e Integrate Conspicuous Consumption as a booster.

Findings presented CC as a strong predictor of WTP, despite its minor effect as a moderator,
which creates an opportunity for luxury brands to magnify visible luxury signals, whether in
product design, packaging, or marketing strategies. The aim of this implication is to justify

soaring prices by creating products that evoke wealth, success, and prestige to the eye.
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e Intercontinental considerations.

The multiculturality of the sample in this study can be examined by luxury brands as an
exploration of status-oriented pricing across markets worldwide, since findings imply that
status-driven willingness to pay is not associated with a specific region. However, cultural

differences may help to develop specific strategies for certain regions or markets.
e Status narratives integration.

Luxury brands can be positioned as status providers through the purchase of their products by
integrating and communicating status-oriented narratives into brands’ branding, reinforcing the
association with prestige, wealth, and social admiration. Furthermore, using this approach an
emotional connection emerges, justifying premium prices for consumers who associates social

value with price.

6.4. Limitations

While this research provides significant insights into the relationship between perceived social
status and willingness to pay in the luxury industry, it is essential to contextualise findings and

its interpretation to highlight the multiple limitations of this study.
1. Sample Size and Technique

The final sample (n=151) allowed statistical analysis, surpassing the minimum necessary
proposed by Saunders et al. (2019). However, it is still less than half the sample size suggested
by the same authors (n=384) for a 95% confidence level with 5% margin of error. Furthermore,
the non-probability approach and the snowball technique limit generalisability. Self-selection
bias may have occurred due to participants were self-selected, thereby, their interest may have
inclined them to respond to the survey, compared with those individuals who were less attracted

to the topic.
2. Cultural and geographical representation

This study, not being limited to a specific region, individuals across the world could be part of
the sample. However, distribution was not balanced, since some regions such as Mexico and
Ireland, significantly contribute to the sample. Thus, findings across regions cannot be

consistently applied since cultural differences may impact the relationship among variables.
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3. Cross-sectional design

The cross-sectional time horizon adoption for this research limited collection of attitudes and
perceptions at a single point in time. Luxury consumption tends to be impact by temporal
factors that were not captured in this study. Therefore, long term affectations of such factors

are not represented in the findings.
4. Scope of variables

This study only considered PSS and CC as willingness to pay predictors due to theoretical
focus and methodological practicality. Nonetheless, there are other possible drivers that were

not included in the analysis, which may present additional explanations.
5. Linear regression model

Although linear regression assumes interval data, the analysis was implemented due to the
aggregated Likert scale scores, which frequently are treat as quasi-interval data in consumer
behaviour studies. Moreover, the corresponding assumptions were tested and met (See
Appendix E). Therefore, the use of linear regression is properly supported. Nevertheless, this

methodological choice might presents minor derivations from rigid statistical assumption.
6. The moderating role of Conspicuous Consumption

This research measured the role of CC as a moderator. However, the results were weaker than
anticipated. Probably due to constrains like the multiculturality of the sample, the need of
consideration to include other constructs as moderators of the relationship PSS-WTP or the

constrained adaptation of the scale used to measure this variable.

6.5. Recommendations for Further Research

Due to this study focused on Perceived Social Status and Conspicuous Consumption, it is
recommended for further research exploring and considering other psychological, cultural, and
behavioural factors, such as materialism, individualism, social comparison, hedonism, and
others previously mentioned in Chapter 2, and their influence on willingness to pay in the
luxury industry. Additionally, cross-cultural studies or geographical segmentation are
suggested enabling comparisons and examine how social status is perceived in different regions
and cultures and its influence on Willingness to Pay across the world. Furthermore, combining

methods is encourage as it may increase reliability on the study. Thus, adopting hybrid
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approaches including quantitative and qualitative methods for enriched findings, especially for

consumers with higher status.

Regarding time horizon, a longitudinal approach may collect more factors and predictors for
the long term, examining how consumers’ social status behaviour and price tolerance evolve
over time, particularly with social and economic changes. Moreover, future work may include
price framing and anchoring effects, presenting luxury goods against ordinary products to
determine if it has an influence on consumers’ perceived value and WTP among different social
status groups. Lastly, exploring the public visibility of Conspicuous Consumption in the digital
world is highly recommended. Testing the influence of digital presence as a mediator or

moderator of the relationship between Perceived Social Status and Willingness to Pay.
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Chapter 7: Conclusions

The aim of this research lies on demonstrate the influence of Perceived Social Status on
consumers’ Willingness to Pay and how that relationship can impact the development of pricing
strategies for brands within the luxury industry. Additionally, testing the moderating role of
Conspicuous Consumption attempting to use it for the obtention of pricing power. This study
was conduct by theoretical frameworks related to status behaviour, conspicuous consumption,
willingness to pay, and pricing power; addressing the gap between psychological status
behaviour and managerial pricing implications in the luxury industry. Therefore, a research
question guided the purpose of this study: How can luxury brands use consumers’ status-driven

willingness to pay to develop strategic pricing decisions?

Findings provided a positive and significant relationship between Perceived Social Status and
Willingness to Pay, confirming hypotheses H1 and H2. Furthermore, higher status seekers
demonstrated having higher price tolerance, increasing their willingness to pay costly products;
supporting the premise that status symbolism is still a dominant motivator in luxury
consumption. Moreover, statistical analyses showed Conspicuous Consumption as a moderator
of the PSS-WTP relationship, although not in a relevant sense, which means hypothesis H3
was not entirely supported. However, its influence on WTP proved that consumers who tend to
display luxury goods, are not concern about high prices, since they also associate premium
prices with higher value. Thus, these findings reinforce the assertion that the level of status
desired by consumers can be used for differentiated pricing strategies, which supported H4.
Thus, implementing status segmentation to target high-status consumers products that satisfy

their psychological and emotional needs, enhancing pricing power without decreasing demand.

Furthermore, from a theoretical perspective, this study reaffirmed theories like Veblen’s (1899)
conspicuous consumption, that despite years remains being prove by contemporary studies.
Additionally, it aligns with costly signalling theory (Han et al., 2010; Nelissen et al., 2011),
which explains how luxury items are use as symbols of wealth and prestige. Thereby, this study
expands current literature by bridging such behavioural theories to pricing implications, a

frequent ignored area in existing studies.
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Regarding managerial implications, this research presents a framework which uses status
behaviour segmentation to develop pricing strategies. Thus, luxury brands can target marketing
campaigns that reinforce concepts such as exclusivity, prestige, and social admiration to
consumer with high status seeking and display tendencies. Moreover, concerning findings
contributions, is important to outline the limitations this study faced, from a relative reduced
sample to the reliance on self- administrate online surveys. Although results proved reliability
and generated valuable insights, not limited studies in time horizon and non-probability
sampling may enrich findings which this study aimed but financial and time constraints limited
the scope. Therefore, this study leaves an open field of opportunities for further research to
explore other psychological and cultural motivators and their measurement as influencer of
WTP, providing depth and reliability. Reinforcing generalisability by applying longitudinal and

cross-cultural comparisons.

In conclusion, this study address the research question by demonstrating the relevance of
individuals’ psychologic behaviours regarding luxury consumption from a managerial view.
Since by taking advantage of the insights provided by this research, luxury brands can use
social status as a criterion to develop critical pricing strategies that go beyond the traditional
models based in cost, and reach sustained pricing power with the value generated by prestige
and social recognition. Additionally, this work invites luxury brands to explore their value offer

practices and include psychological and social orientation factors.
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Appendix

Appendix A
Shukla Scale (2012)
Scale items USA UK India Malaysia
Social value perceptions
Conspicuous value
Owning luxury goods indicates a symbol of achievement 078 080 067 0.52
Owning luxury goods indicates a symbol of wealth 072 069 0.70 0.83
Owning luxury goods indicates a symbol of prestige 077 084 083 0.88
Owning luxury goods attracts attention 052 067 051 0.81
Average variance extracted 066 075 063 0.78
Composite reliability 079 084 0.78 0.85
Status value
I buy luxury goods just because it has status 083 081 0.64 0.67
Luxury goods are important to me because they make me
feel that acceptable in my work circle 057 081 064 0.67
I purchase luxury goods to gain/increase social status 072 091 093 0.77
Average variance extracted 062 084 0.68 0.60
Composite reliability 075 088 0.79 0.75
\Personal value perceptions
Materialism
Purchasing luxury goods increases my happiness 075 084 075 0.71
It is important to me to own really nice luxury goods 075 062 0.70 0.60
It sometimes bothers me quite a bit that I can’t afford to
buy all the luxury goods I want 056 0.50 0.56 0.77
Average variance extracted 057 052 053 0.52
Composite reliability 073 070 071 0.70
Hedonism
While shopping for luxury goods, I feel the excitement of the hunt 0.69 0.74 0.64 0.67
When shopping for luxury goods, I am able to forget my problems 0.78 0.75 0.80 0.62
When in a bad mood, shopping for luxury goods enhances
my mood 070 0.70 052 0.70
Average variance extracted 063 065 0.51 0.51
Composite reliability 077 077 0.70 0.70
Functional value perceptions
Uniqueness
I often buy luxury goods in such a way that I create a personal
image that cannot be duplicated. 082 084 0.78 0.83
I like to own new luxury goods before others do 056 069 0.68 0.60
When a luxury product becomes popular among others, I avoid
buying or using it. 059 079 0.71 0.76
Average variance extracted 052 0.73 064 0.61
Composite reliability 070 082 0.77 0.75
Price-quality perceptions
I believe luxury goods are of superior quality 053 050 055 0.64
In my mind, the higher price charged by luxury goods indicate
higher quality 075 064 0.77 0.59
You always have to pay a bit more for the best 070 092 0.87 0.79
Average variance extracted 052 060 067 0.54
Composite reliability 070 0.74 0.78 0.72
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Appendix B

Eastman and Goldsmith’ Status Consumption Scale (1999)

TABLE 1
FINAL STATUS CONSUMPTION SCALE ITEMS AND STUDY
TWO FACTOR LOADINGS

The Status Consumption Scale ltems

I would buy a product just because it has
status.

. [ am interested in new products with status.

I would pay more for a product if it had status,

. The status of a product is irrelevant to me
(negatively worded).

. A product is more valuable to me if it has some
snob appeal.
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Ishaq et al. Scale (2023)

Dimensions Items
Brand knowledge BK1 [ can recognize this brand among other
competing brands

BK2 [ am aware of this brand because of its

reputation

BK3 This brand comes to the top of my mind
quickly

BK4 [ can recall this brand easily
BK5 This brand s well established
BKG This brand is luxurious

BK7 This brand has a clean image

BK8 This brand has a differentiated image in

comparison with the other brand

Selt-Congruence  SC1 This brand is consistent with how I see

myself
Sc2 This brand is mirror image of me.
SC3 This brand is like me.

SC4 This brand is a mirror image of the

person | would like to be.

SC5 This brand is like the person | would
like to be.

SC6 This brand is consistent with how [

would like to be.
Prestige PRE1  This brand is very prestigious
PRE2  This brand has high status
PRE3  This brand is very upscale
Brand Loyalty BL1 [ consider myself loyal to this brand
BL2 This brand would be my first choice
BL3 [ 'will not buy from other brands.

Willingness to Pay WTPP1 [am willing to pay a higher price for

Premium Price this luxury brand than for other brands

WTPP2 The price of this luxury brand would
have to increase quite a bit before |

would switch to another brand

WTPP3 [am willing to pay a lot more for this

luxury brand than for other brands
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Factor Loadings Range (FLR)

Study Study Study Study
2 3 4 5

076 074 081 082
075 076 075 085
075 083 079 078
074 082 080 079
078 083 082 081
079 074 074 082
086 075 077 080
089 079 076 084
084 073 078 087
082 075 082 081
077 078 085 083
082 074 088 086
077 077 077 077
074 080 079 082
079 086 083 086
075 082 081 085
080 086 088 080
072 088 081 082
081 078 072 077
079 075 085 076
086 085 085 085
083 088 080 080
080 083 079 079
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Appendix C

Roy Chaudhuri et al. Scale (2011)

Appendix APPENDIX I: THE INITIAL 36-ITEM SCALE

» 1.Iconsider products can be symbols of success.

2. For me buying means showing my prosperity.

3. It says something to people around me when I buy a high priced brand.

4. Twould buy certain brands only because they are more expensive.

5. Iwould always prefer to buy imported items because they are not widely available
and are expensive.

6. I buy some products because [ want to show others that I am wealthy.

7. Iwould enjoy buying a designer label because not many can afford it.

8. Ifeel by using up-market brands I can be more popular with other like-minded

successful people.

9. Iwould be a member in a businessmen's pash club.

10. I always buy top-of-the-line products.

11. T often buy the most expensive dress items available.

12.Ifeel it is easier to get noticed by others when you use a premium product.

13. Given a chance, I would hang a Hussain painting in my drawing room

14. When | take my guests to a restaurant I generally order the expensive dishes

15. T think friends would think that Tam cheap, when I consistently buy low priced

products or brands.

16. If my friends can see me using a brand or a product, [ will purchase an expensive

wversion that can make me the centre of attraction

17. I feel that by buying premium products I can describe to others who I am and what

am.

18. T always look for products of uncommen designs which are hard to find.

19. 1 buy products that make me appear fashionable to others.

20. 1 often try to find a more interesting version of the run-of-the-mill products because

want to show others that [ enjoy being criginal.

21.Tam ashamed ta buy a dress that has a very shoddy look.

22.Iwon't stop at arguing with my architect because I feel a house can express my

refined taste.

23. Wherever possible, I try to find new designs in the products I buy.

24. 1 feel proud when others say that I have a fine taste.

25. I feel it is necessary to convey my good taste through the products I buy.

26. Ishow te others that I am sophisticated.

27.Iwould hang a piece of abstract painting in my drawing room.

28. Even when buying day-to-day items, I see to it that they have a fine and appealing
design.

29. Iwould prefer to take my guests to see an ‘art’ film, rather than a Bollywood masala
film.

30. I know how to select items from a store which are not expensive, yet attract others'

coempliments for their fine design.

31. Others wish they could match my eye for beauty and taste.

32. By choosing a praduct having an exotic look and design, I show my friends that Tam
different

33.1feel by having a rare antique piece I can get respect from others.

34 I choose products ar brands to create my own style that everybody admires.

35. I feel that by sending one's children to an English medium school, they can say to
others that they are successful.

36. I closely follow the fashion trends and among my friends, [ am one of the first to try

them.
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Appendix D

Full questionnaire used for this study.

Title Page

Perceived Social Status and Consumer Spending in the Luxury Market.
Cover Letter

Dear participant,

This survey is part of my master's dissertation at National College of Ireland. The purpose of
this research is to understand how individuals perceive their social status through luxury

purchases and how this affects their willingness to pay.

Participation is voluntary, and your responses are completely anonymous. Additionally, all
collected data will be exclusively for academic purposes. This questionnaire should take
approximately 5 minutes to complete. By continuing, you confirm your consent to participate

in this study. Bear in mind you are free to withdraw at any time.
Thank you for your valuable time.
Section 1: Perceived Social Status.

Please indicate how much you agree or disagree with each of the following statements about

luxury products and social status:
(1=Strongly Disagree, 7=Strongly Agree)

1. Luxury goods contribute to improving my social identity.
Owning luxury products increases my social status.

People who own luxury items are more respected by others.
Wearing luxury brands reflects my wealth and success.
Luxury goods indicate prestige and superiority.

I feel more confident in social situations when I wear luxury goods.

T o

Luxury products make me feel accepted in high social groups.
Section 2: Willingness to Pay (WTP).

Please indicate how much you agree or disagree with each of the following statements about

your willingness to pay for luxury products:
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(1=Strongly Disagree, 7=Strongly Agree)

1. Tam willing to pay a premium price for luxury brands that reflect my social identity.

2. I often choose luxury products even if they are expensive because they make me feel

prestigious.

3. I'would pay premium prices for luxury items that make me feel exclusive.

4. When I purchase luxury products that enhance my social status, price is not a concern.

5. I prefer to purchase luxury products even when a similar, lower-priced alternative is

available.

6. I perceive more value in luxury products that reflect my wealth.

Section 3: Conspicuous Consumption.

Please indicate how much you agree or disagree with each of the following statements about

buying luxury products to reflect prestige and social status:
(1=Strongly Disagree, 7=Strongly Agree)

1. Iconsider buying luxury products a reflection of my success.
I feel it is easier to get noticed by others when using luxury products.
Wearing prestigious brands communicates who I am to others.

I like others to know I can afford expensive luxury goods.

A

I often buy luxury items that make me appear fashionable to others.
Section 4: Demographic Information.

What is your age group?

o 18-24
o 25-34
o 35-44
o 4554

e 55 orabove

What is your gender?

e Female
e Male
e Non-binary
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e Prefer not to say
Please select your country
*Dropdown field*

What is your education level?

e No formal qualification
e Secondary education
e Undergraduate degree

e Postgraduate degree
Which of the following describes your current status?

e Employed

e Part-time employed
e Self-employed

e Student

e Unemployed

e Retired

What is your average monthly disposable income?

e Less than €1,000
e €1,000-€2,500

e £2,500-€4,000

e Above €4,000

e Prefer not to say
How often do you buy luxury products? (e.g. designer items, premium watches, perfumes, etc.)

e Never

e Once a year

e A few times per year
e Monthly

e  Weekly or more
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Closing Message
Thank you!
Your participation is appreciated and will contribute valuable insights to my research.

If you have any questions or would like more information, please feel free to contact me at

x23420049@student.ncirl.ie.
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Appendix E

Regression Assumption Checks.

Model Summaryb

Adjusted R Std. Error of Durbin-
Model R R Square Square the Estimate Watson
1 .638% 407 403 1.08980 1.637

a. Predictors: (Constant), PSS_total
b. Dependent Variable: WTP_total
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Appendix F.

Collinearity Diagnostics.

Variable Collinearity Tolerance Statistics VIF
Perceived Social Status 438 2.281
Conspicuous Consumption 438 2.281
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