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ABSTRACT

Segmenting the population assisting marketers to bridge the gap of the rapid
* changes based on uncertainties of desirable needs and wants. One of the most
- noticeable market segments throughout the studies is psychographic
egmentation by adopting both psychology (e.g. lifestyle) and demographic
E;Sa'ofiie (e.g. age) bases. The objective in this study is to examine the value
. rceptions of modern believers and non-modern believers in Malaysia toward
Iu‘ﬁ(tjry purchase intention. In order to seek the differences between fashion
nscious modern believers and non-modern believers, quantitative approach is
'a_d__oﬁfed as this suited the best for descriptive and causal research.
Ijn_éiépendent t-test, partial least squares structural equation modelling (PLS-
SEM) and partial least squares multi-group analysis (PLS-MGA) technigues
¢ adopted to analyse the collected data. The findings suggest that, in
__gé'heral, consumers in Malaysia perceived combination of price and quality
. lues (positive relationship) are equally important than expressive values.
':_iié%eas, modern believers deemed to have greater self-directed value
'.'¢.éptions and functionality value perceptions than non-modern believers. In
sl rt this result is aimed to assist luxury brand managers in Malaysia to
evelop a coherent and integrated long-term strategy that fits into this unigue

collectivism society.

Keywords: Modern believers, luxury, values perceptions, purchase intentions,

‘segmentation, Malaysia
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CHAPTER ONE:

introduction

uction

apter endeavours on analysing the gaps that are apparent in the

tion diversions of luxury goods purchases between both modern and non-

nce to firstly outline the sequence and framework of this discussion. The

r__e_a_é- that would be central to the study and discussion on this Chapter
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"e_'gmentation creates linkage between marketers and customers by

derstanding the role of supply and demand of the game. Conventionally,
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ntly, aligning with the subsequent factor; approaches to study the

aVsouF of customers purchase intention towards luxury products have been

Ipport the disclosure, in the report of Department of Statistics Malaysia

(2013), despite the fact that the Consumer Price Index (CPI) has increased 1.6%
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anuary-June 2012 to January-June 2013; however, the Clothing &

olwear category experienced decrement at 0.7%. In addition, Foreign Direct
m _s't.".ent in Malaysia by wholesale and retail trade has decreased 43.3%;
is from RM 3,325 million to RM 1,886 million respectively by year 2011
012. The indications, however, reflecting that current Malaysian shopping
xury product purchasing trend is somewhat differed from the Malaysia
ic Transformation Programme since 2009. The core objective is to
srage - the domestic income level to high income level through the
gramme. Therefore, a clear and widening gap could be easily spotted of the
- Malaysia’s government to the current real situation. All these economic
at s have shown a significance downturn of apparels and non-apparels
“which luxury fashion retailers and wholesalers hold vital role in

sponding towards the shifts.

uch current situation has provoked the necessity to seek for the values
ce‘p_tnéhs among Malaysians towards their purchase intentions in luxury
Jindustry. The reason is simple as value perceptions differed by nations,
| Enponant for these luxury fashion leaders to seek the homogeneity and
:'_:rjéity between the nations within Asia Pacific. Over the decades,
hajﬁe been conducted by scholars and practitioners across the globe to
gate the real values reflecting luxury fashion products; however, there
foper yet structured model has been developed to measure luxury
perceptions towards purchase intention until the publication by Shukla
Purani in 2011 and 2012. Understanding the characteristic of each value
cebtions projected to be essential in order to clarify the confusion of what
usinesses think and what consumers demand. Of course, argument arises
businesses create demand, nevertheless, without the consumers’
CHasEng power, the creation will seize to be a worthless investment. There
ere only limited studies have been conducted in Malaysia and most of the
sludies aimed at the general population than specific contexts. Hence, the study
was not only conducted to examine the luxury purchase intention but also,

precisely focus in the contexts between modern believers and non-modem
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n believer, in the findings of Baharun et al. (2009) explained modern
. i:e\:rers as the culture which heavily following the latest fashion trends and
se components may represent to be the dominant dimensions of Malaysian
.' .:'.ulation. The findings contributed by Baharun et al. (2009) were developed
gh the adoption of VALS™ framework, one of the most notable
' "chographic frameworks invented by SRI International. However, due {o the
nse and copyright issues, the findings were then been factorized
_ épendent!y, as well categorized a¢cordingty. Moreover, the study has only
:ﬁ'dergoes the context between investors and non-investors in Malaysia, which
Iso notable as financial industry. The problem remains as there has yet not
na study fully discovering the modern believers and non-modern believers
Elij_xury fashion industry in Malaysia, which appear to be highly relevant
g rds the contexts. The issue raises the importance to seek the
erogeneous of this specific yet amorphous psychographic segment in
laysia through the assistance of luxury purchase intention mode! developed
y Shukla and Purani (2012). Furthermore, there has yet not been a study fully
covering the possible relationship of modern believers and non-modern
elievers towards the luxury purchase intention. All in all, there is necessary to
dentify the segments of modem believers and non-modern believers in order to
ridge the gap for marketers or business practitioners, especially in luxury
ashion industry to design and strategize more effective approaches to
Maiaysia’s consumers. As such, the research question is raised; What could be
" the most influential factor or value affecting Malaysians to purchase more luxury

fashion products?

1.3 Missing Literature

Based on the relative literature review, there have no studies examining on the
association and correlation of luxury value perceptions within modern believers
and non-modern believers in Malaysia. Referring to the previous studies
accomplished by scholars and practitioners on modern believers and non-
modern believers towards luxury fashion purchase intention are shown to be

relatively limited. Most of the studies have shown on full adoption of VALS™

INTIHINTERNATIONAL UNIVERSITY (2013)




