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Abstract This study examined how consumers in their 20s and 30s perceive luxury goods, masstige
brands, and counterfeits, which have high social value, and whether the propensity for conspicuous
consumption and conformity can explain them. Consumers were classified based on the similarity of
attitudes toward these brands and purchase intentions. The groups were compared on the
sub-dimensions of conspicuous consumption and conformity. Clustering analysis identified four groups,
and the MANOVA result confirmed the differences among the groups. Personality (F=4.282, p=.006) and
brand orientation (F=23.178, p=.000) were positively related to luxury and masstige brands. Fashion
orientation (F=8.376, p=.000) was high for both groups, which likes luxury and masstige brands very
much, and which likes counterfeits. High-price orientation did not make any significant difference
among the groups. Conformity (F=3.537, p=.015) was high for all the groups, except for the group that
liked luxury and masstige brands and did not like counterfeits. This study comprehensively examined the
attitudes and purchase intentions of luxury and masstige brands and their counterfeits and can be the
groundwork for further research on brand categorization.

Keywords : Luxury Brand, Masstige Brand, Counterfeits, Propensity for Conspicuous Consumption,
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Table 1. Cluster Analysis Result

Cluster
F
1 2 3 4
Purchase -
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ntention_Luxury
Purchase 6171 460|451 |3.06| 139718
Intention_Masstige
Purchase otk
Intention_Counterfeit 1571402152 1.84 149443
Attitude_Luxury 551|431 |4.44|3.05 78.848™
Attitude_Masstige | 5.94 | 4.56 | 4.51 | 3.24 103.679***
Attitude_Counterfeit | 1.67 | 3.90 | 1.78 | 1.90 113.450%*
Case 52 | 72 | 96 | 42
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Table 2. MANOVA Result

factor | dePendent | e 1y F P
variable
personality 3 5.897 | 4.282 .006™*
brand 3 | 25.642 |23.178 .000™**
Clusters | high price 3 2.600 1.883 133
fashion 3 11.958 | 8.376 .000™**
Conformity 3 4.654 | 3.537 .015**

™ p<o1, ™ pCos, T pdl
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Fig. 1. Personality and Brand Orientation
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Fig. 2. Fashion Orientation and Conformity
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