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Abstract 
 The study of consumer purchasing behavior is challenges and complex task for organizations. This study 

aims to understand the factors influencing consumer purchasing intention within fashion luxury designer 

handbag in Malaysia and the role of emotional intelligence that influences such decision-making process. The 

luxury fashion brand has emerged as one of the most cost-effective business and fast-growing brand segments 

over the last decade. However, numerous prior studies have focused on the factors that influence consumer 

purchase intention, and the intention of purchasing a luxury fashion brand. There is limited research which 

simultaneously captures the factors and emotional intelligence that help customers to adopt a luxury fashion 

brand. This study combines behaviours’ theories and study of emotional intelligence to bring together the main 

ideas of consumer purchase behaviour, and examines the effects on a specific characteristic of consumers’ 

(i.e., consumers' need for uniqueness and self-presentations) and brand-associated variables (i.e., social norms 

attitude toward luxury brands and emotional intelligence).  
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1. Introduction 
The expression of “luxury” is commonly applied in our daily routine and referring to merchandises, 

services or a particular standard of living, it does not have an explicit understanding Wiedmann at al., (2009). 

According to Kapferer (1997), the luxury term “describes magnificence; it is art prevail to functional elements. 

Luxury items and goods, afford additional pleasure and praise entirely feelings at once” (p. 253). 

It is a challenging task to determine boundaries of the luxury fashion industry. While trying to define 

luxury, there are a number of objectives coming to the mind, such as, price, importance, excellence rarity – 

although those extents are not completely satisfied. Those dimensions link to traditional consideration of the 

luxury product, where the significance is due to the internal lineament of the merchandise (Cerna 1995, 

Jellinek 1997, Al-Obthani & Ameen, 2018). The fashion and luxury brand business is a multi-billion dollar 

industry and numerous consumers are striving to use the luxury product as a way of forming and supporting 

their individuality. In 2017, globally luxury market was worth $1.2 trillion and remains to be attractive due to 

its great scope (Consultancy.uk 08 February 2018). Nowadays, the 21st century, extravagance and luxury 

expenditure has gotten being prevalent (Kapferer and Bastien, 2009) in spite of the truth that there's in total 

slight amount of the firms offering to the consumers’ extravagance or luxury items (Uche Okwonko, 2007, Al-

Shamsi, Ameen, Isaac, Al-Shibami, & Sayed Khalifa, 2018). 

‘Luxury’ such as a model, characterized inside the framework of socio-psychology as an outcome of 

its linking to a cultural philosophy, statement of actuality and way of living, whether or not it is individual or 

united (Megehee & Spake 2012). Chevalier and Massalovo (2008) characterize a luxury product as “product 

that being specific and elite, as well being an extra inventive and enthusiastic esteem for product users” (p.viii). 

Those characterization widens the common believes of shortage, elegance, as well great style related to 

extravagance products to include morel cutting edge and comprehensive view of fashion items (Chevalier & 

Massalovo, 2008).  

Luxury fashion goods can appear as clothing, handbags, jewellery accessories, watches, and perfume 

which consumers use or display, brings status and prestige to the owners aside from another functional benefit 

of the product (Vigneron and Johnson, 2004; Ameen & Ahmad, 2011). Overall, success and happiness seeking 

through consumption as the main establishing standard for society initially appeared in the West (Campbell, 

1987; McCracken, 1988). Consumers’ society established a huge amount of cultures across the globe (Belk, 

1988b). Through great attention of prosperity in the upper economic classes, this development of economy has 

increased the number of customers who are able to flow into the marketplace for a luxury good, (Nancy and 

Aaron, 1998). McKinsey and Co, done worldwide research in 1991 and study 14 different product categories. 

The study shows that the market for luxury merchandises was about 60 billion dollars (Dubois & Duquesne, 

1993).  



  

 

2. Literature Review 
2.1 Attitude Towards Luxury Designer Brand    

Rapid growth of luxury product consumption encouraged researchers to investigate several 

dimensions like attitude and intention of purchasing luxury product (Abd-Elaziz, Aziz, Khalifa, & Abdel-

Aleem, 2015; Khalifa, 2015; Khalifa & Abou-Shouk, 2014; Khalifa & Fawzy, 2017; Khalifa & Hewedi, 2016; 

Khalifa & Mewad, 2017). Zhang & Kim (2013) examine the causes that impact the attitude of consumers’ 

towards purchasing luxury brands. Researchers surveyed five fundamental causes: brand consciousness, social 

comparison, materialism fashion involvement and fashion innovativeness Zhang & Jung-Kim (2013). 

Additionally, they observed the impact of consumers’ attitude on luxury consumption intention. In general, the 

result of this research showed that consumers have a positive attitude towards purchasing luxury products. In 

particular, the three factors: brand consciousness, social comparison, and fashion innovativeness have an 

essential effect on attitude towards purchasing luxury fashion goods. Regarding luxury consumption motives, 

existing studies have demonstrated that behavior reverses from person to person rely on their susceptibility to 

interpersonal influence (Bourne, 1957; Mason, 1981; Bearden & Etzel, 1982; Horiuchi, 1984; Ameen & 

Ahmad, 2012; Bushman, 1993; Pantzalis, 1995). Consequently, the following hypotheses are proposed:   

H1: Attitude Towards Luxury Fashion Brands has a positive effect on consumer purchase intention in Malaysia. 

 

2.2 Subjective norms    

Subjective norm is essential antecedent to the normative obligation of a luxury product. Subjective 

norms introduce deliberate social pressure (Ajzen & Fishbein, 1980; Alrajawy, Daud, Isaac, & Mutahar, 2017), 

and it comes to be reflected in an individual’s or a group to desire to carry out or not carry out, a certain 

behavior in accordance with the consideration of significant others, individuals or groups. Subjective norms 

have also been studied in terms of consistency in the behavior of the consumer literature for luxury items same 

as non-luxury product (e.g., Bearden, Netemeyer, & Teel, 1989; Kastanakis & Balabanis, 2012, 2014; Shukla, 

2011; Mutahar, Daud, Ramayah, Putit, & Isaac, 2017). It’s obvious that subjective norms are essential and 

could provide a substantial effect on how consumers respond to the influence of others. (Verhoef et al., 2009). 

As well subjective norms could increase correspondence, particularly for a luxury product that are openly 

utilized product (Wiedmann, Hennigs, & Siebels, 2009) and might enhance to their bandwagon effect 

(Kastanakis & Balabanis, 2014). Moreover, past researches have recommended, assessing the effect of 

subjective norms on engagement, and emphasizing the significance of normative interpersonal stimuli in the 

scope of luxury utilization (e.g., Aldholay, Isaac, Abdullah, & Ramayah, 2018; A. Aldholay, Isaac, Abdullah, 

Abdulsalam, & Al-Shibami, 2018; Kastanakis & Balabanis, 2012, 2014; Shukla & Purani, 2012; Ameen & 

Ahmad, 2013; Shukla, 2011). Important others and their stimulus are also exposed to be very much related to 

the luxury product (Shukla, 2010). A significant relationship between subjective norms and normative 

commitment towards luxury brands, therefore, deserve to broaden examination. Consequently, the following 

hypotheses are proposed:   

H2: Subjective norms have a positive effect on consumer purchase intention of luxury brands in Malaysia. 

 

2.3 Brand credibility 

A brand credibility model originated from the branding literature. Consequently, this concept, which 

relies heavily on the information economics, businesses could utilize brands as indicators to transmit the 

communications in a market arena that is described by defective and asymmetric information (Erdem and 

Swait, 2004; Erdem et al., 2002). According to (Erdem et al., 2002) improving brand credibility could growth 

consumers’ perceptions of brand value by affecting psychophysical processes of consumers’ through which 

objective excellence degree translates into perceived, subjective excellence degree. Significant of brand 

credibility is a model in luxury product consumption research, which has been discovered by several researches 

(Erdem & Swait 1998; 2004; Erdem et al. 2002; Erdem et al. 2006; Spry et al. 2011; Ameen, Almari, & Isaac, 

2019). These scholars, Erdem, and Swait (1998) those authors the first to present the study of the importance of 

the idea to investigate the effect of Brand Credibility on buyers’ utility. Those writers recommend that the 

content clarity and credibility of brand signal might raise product value, reduce material expenditures, and 

perceived risk to the users. That coordination might growth consumers buying intention and adds a a 

significant to the equity of a product.  Erdem and Swait (2004) detected that Brand Credibility influences 

consumers’ buying intention on product selection and speculation of other important information on 

purchasing selection, such as expenditures reduction, perceived risk and perceived quality constructs (i.e. 

CBE). On the other hand, this variation depends on the level of consumers’ perceived credibility of the 

product. Consequently, the following hypotheses are proposed:   

H3: Brand Credibility has a positive effect on consumer purchase intention of luxury brands in Malaysia. 

 



  

2.4 Social Media 

Although strong discrepancy of luxury being élite and social media being reachable for everyone, 

social media and internet have turn out to be a significant role of the modern world and being an essential 

portion of the luxury operation (Kapferer and Bastien, 2012: 247). Research conducted by Azizul et al. (2014) 

surveys the online aspects which affect purchasers’ buying intention, perception, and assertiveness toward 

advertising on Facebook.  According to Loredana, Francesca and Eleonora (2011), the attitude of travellers 

towards using the social network to obtain information for a selection of destination strongly stimulate their 

purchasing intention. Consumers’ motivation for participation in social networks produces an understanding of 

consumer activities Kristina H. (2011). Numerous researches appeared recently concentrating on consumers’ 

motivation, (e.g. Ross et al., 2009; Raacke and Bonds-Raacke, 2008; Grace-Farfaglia et al., 2006; (Abou-

Shouk & Khalifa, 2017; Al-Shamsi, Ameen, Isaac, Al-Shibami, & Sayed Khalifa, 2018; Mohamud, Khalifa, 

Abuelhassan, & Kaliyamoorthy, 2017; Nusari, Al Falasi, Alrajawy, Khalifa, & Isaac, 2018)). Several research 

on social media and user-generated media employ a uses and satisfaction approach (c.f. Shao, 2009; Park et al., 

2009 (Al-Shamsi et al., 2018; Badran & Khalifa, 2016; Husin, Abou-Shouk, & Khalifa, 2013; Khalifa, 2015; 

Mohamud et al., 2017; Qoura & Khalifa, 2016)). . Consequently, the following hypotheses are proposed:   

H4: Social Media has a positive effect on consumer purchase intention of luxury brands in Malaysia. 

 

2.5 Emotional Intelligence 

Emotional intelligence has been found as controlling psychological force that could heavily stimulate 

sales and performance of the companies (Brown, Cron, and Slocum 1997), but the process in what way 

emotions are understood and engaged in advertisement and marketing exchanges still remaining remarkably 

limited (Bagozzi, Gopinath, and Nyer 1999). However numerous researches have observed particular emotions 

in marketing encounters such as anxiety and fear (Bagozzi and Verbeke 2000), passion and joyfulness 

(Chitturi, Raghunathan, and Mahajan 2008), appreciation (Palmatier et al. 2009), frustration and anger 

(Wagner, Hennig-Thurau, and Rudolph 2009), and shame and guilt (Agrawal and Duhachek 2010).  

Although the significance of emotion in making a decision (e.g., Gohm and Clore 2002; Luce 1998; 

Pham 1998; Ruth 2001), studies have yet to completely realize in what manner purchasers’ using their 

emotions to make effective decisions. Studies remain to an emphasis on the present emotions in situations such 

as consumption, however, it’s better to understand the emotional processing capabilities and its significant 

impact on consumers’ performance outcomes (Kidwell, David M. Hardesty and Terry L. Childers 2008). . 

Consequently, the following four hypotheses are proposed:   

H5: Emotional intelligence has a moderating effect on the relationship between attitude towards luxury 

fashion brands and consumer purchasing intention of luxury brands in Malaysia.  

H6: Emotional intelligence has a moderating effect on the relationship between subjective norms and 

consumer purchase intention of luxury fashion brands in Malaysia 

H7: Emotional intelligence has a moderating effect on the relationship between brand credibility and 

consumer purchase intention of luxury brands in Malaysia 

H8: Emotional intelligence has a moderating effect on the relationship between social media and consumer 

purchase intention of luxury brands in Malaysia 

 

3. Research Method 
3.1 Overview of the Proposed Research Model 

For this research, hypothetical variables and their relationships in the model were obtained from the 

existing literature of the models and theories that were set in the literature cited above. The suggested extended 

model can be seen in Figure 1 below. While investigating the suggested model, it can be seen that subjective 

norms (containing attitude towards luxury fashion brand and social influence) and brand credibility and social 

media affects consumers purchase intention. These relationships are derived from Ajzen & Fishbein, 1980 

whereas brand credibility took from Erdem & Swait 1998 and social media from Kapferer and Bastien, 2012. 

The proposed extended model examines the relationship between subjective norms, brand credibility, and 

social media as antecedent variables and emotional intelligence as a moderating variable to consumer purchase 

intention, which in turn explains consumer purchase intention as an output variable among consumers who 

using luxury fashion product in Kuala Lumpur. The proposed model has eight hypotheses to test.  

Variables of this study will be measured using a Likert Scale which recommended in the previous 

studies (Isaac, Abdullah, Ramayah, & Mutahar, 2017; Isaac, Abdullah, Ramayah, Mutahar, & Alrajawy, 2017; 

Isaac, Abdullah, Ramayah, & Mutahar Ahmed, 2017). Analyzing Data will be through the second-generation 

multivariate data analysis technique which is SEM which leads to more accurate estimates (Osama Isaac, 

Abdullah, Ramayah, Mutahar, & Alrajawy, 2018; Osama Isaac, Abdullah, Ramayah, & Mutahar, 2018). The 

main reasons for choosing SEM as a statistical method for this study is that SEM offers a simultaneous 

analysis (Isaac, Abdullah, Ramayah, & Mutahar, 2017a; Isaac, Abdullah, Ramayah, & Mutahar, 2017b; Isaac, 

Masoud, Samad, & Abdullah, 2016). 



  

 

 
Figure 1: The proposed research model 

4. Implications 
Since luxury fashion product business developed over a $180 billion worldwide industry in 2009 

(Okonkwo, 2009). It is anticipated that the data resulting from this result will serve as a guideline of luxury 

branding exploration by examining unfamiliar but significant roles of various factors influencing consumers’ 

intention to buying a luxury product, and emotional influence on consumers’ intention. Examining those 

influences can contribute significantly to improving product relationship quality. This study can benefit and 

help to luxury brand managers to identify the potential buyers and to support brand strategies, those which will 

be effective for brand development. The implications are significant specified that the consumers don’t 

exclusively rely on a particular buyer segment thereby it is important for luxury fashion industry marketers “to 

realize and recognize where to looking for their consumers and who their consumers are, and what would be 

the main factors that determine their behavior” (Okonkwo, 2007, p. 70).  

In broad terms, scholars agree that there is no deep explanation for the consumer intention of value 

dimension and factors influencing consumer decision that establish luxury accessories brands because the 

numerous value perceptions related to luxury accessories brands are unwell researched, understood poorly and 

under-investigated (Moon and Sprott, 2016; Hennigs et al., 2015; Loureiro and de Araújo; 2014; Miller and 

Mills, 2012; Shukla, 2012; Tynan et al., 2010; Berthon et al., 2009; Wiedmann et al., 2009; Vigneron and 

Johnson, 2004; Vickers and Renand, 2003); moreover, there are deficiency of studies on correlations of factual 

behavior with consumer’s emotions and moral norms Zeinab Rezvania al.,(2016). 

 

5. Limitations and Suggestions for Future Work 
This research population is limited to consumers purchase intention of a luxury product in Kuala 

Lumpur and will not include consumers buying the non-luxury product.  This study will be conducted through 

a survey questionnaire and therefore no qualitative study will be applying here. Given the fact that emotional 

intelligence in consumers behavior has limited understanding, it might be difficult to prove. This research will 

rely on self-reported answers to evaluate consumers’ purchasing intention on luxury item through their 

emotional feelings. However, respondents professing their motivation to consume more of the luxury branded 

items using their emotions may not actually do so in reality.  

 

6. Conclusion 
It is plain to see that the importance of utilizing luxury brands is expanding whereas the luxury 

marketplace proceeds to contribute towards a noteworthy sum of financial activity within the industrialized 

world (Vigneron and Johnson, 2004). This research will fill the gap in previous research, by contributing and 

investigating emotional and subjective norms and the relationship between these and its impact on consumers’ 

intention of purchasing a luxury product. The recommended model will try to offer clarification to the results 

in the literature about the impact of social norms, social media and emotional intelligence on consumers’ 

intention on a luxury product. This research will contribute to consumer behavior literature and luxury brand 

literature, and examines the backgrounds that affect the foundation of consumer behaviors in the context of 

Malaysian consumers obtaining the luxury product. 



  

 

 

References 

Abd-Elaziz, M.E., Aziz, W.M., Khalifa, G.S., Abdel-Aleem, M., 2015. Determinants of Electronic word of 

mouth (EWOM) influence on hotel customers’ purchasing decision. Int. J. Heritage, Tour. Hosp. 9, 194–

223. 

Abou-Shouk, M.A., Khalifa, G.S., 2017. The influence of website quality dimensions on e-purchasing 

behaviour and e-loyalty: a comparative study of Egyptian travel agents and hotels. J. Travel Tour. Mark. 

34, 608–623. 

A.J. Kim, E. Ko (2010) The impact of design characteristics on brand attitude and purchase intention: focus on 

luxury fashion brands, J Korean Soc Clothing Text, 34 (2), pp. 252-265 

Al-Obthani, F., & Ameen, A. (2018). Towards Customized Smart Government Quality Model. International 

Journal of Software Engineering & Applications, 9(2), 41–50. http://doi.org/10.5121/ijsea.2018.9204 

Al-Shamsi, R., Ameen, A., Isaac, O., Al-Shibami, A. H., & Sayed Khalifa, G. (2018). The Impact of Innovation 

and Smart Government on Happiness: Proposing Conceptual Framework. International Journal of 

Management and Human Science (IJMHS), 2(2), 10–26. 

Aldholay, A. H., Isaac, O., Abdullah, Z., & Ramayah, T. (2018). The role of transformational leadership as a 

mediating variable in DeLone and McLean information system success model: The context of online 

learning usage in Yemen. Telematics and Informatics, 35(5), 1421–1437. 

https://doi.org/10.1016/j.tele.2018.03.012 

Aldholay, A., Isaac, O., Abdullah, Z., Abdulsalam, R., & Al-Shibami, A. H. (2018). An extension of Delone and 

McLean IS success model with self-efficacy. International Journal of Information and Learning 

Technology, IJILT-11-2017-0116. https://doi.org/10.1108/IJILT-11-2017-0116 

Alrajawy, I., Daud, N. M., Isaac, O., & Mutahar, A. M. (2017). Examine Factors Influencing the Intention to 

use Mobile Learning in Yemen Public Universities. Asian Journal of Information Technology, 16(2), 

287–297. http://doi.org/10.3923/ajit.2017.287.297 

Angella J.Kim, Eunju Ko  (2011) Do social media marketing activities enhance customer equity? An empirical 

study of luxury fashion brand, Journal of Business Research Volume 65, Issue 10, October 2012, Pages 

1480-1486 

Ameen, A., & Ahmad, K. (2011). The Role of Finance Information Systems in anti-financial corruptions: A 

theoretical review. In 11 International Conference on Research and Innovation in Information Systems 

(ICRIIS’11 (pp. 267–272). Ieee. http://doi.org/10.1109/ICRIIS.2011.6125725 

Ameen, A., & Ahmad, K. (2012). Towards Harnessing Financial Information Systems in Reducing Corruption: 

A Review of Strategies. Australian Journal of Basic and Applied Sciences, 6(8), 500–509. 

Ameen, A., & Ahmad, K. (2013). A conceptual framework of Financial Information Systems to reduce 

corruption. Journal of Theoretical and Applied Information Technology, 54(1), 59–72. 

Ameen A., Almari H., Isaac O. (2019) Determining Underlying Factors that Influence Online Social Network 

Usage Among Public Sector Employees in the UAE. In: Saeed F., Gazem N., Mohammed F., Busalim A. 

(eds) Recent Trends in Data Science and Soft Computing. IRICT 2018. Advances in Intelligent Systems 

and Computing, vol 843. Springer, Cham http://doi.org/10.1007/978-3-319-99007-1 

Badran, N., Khalifa, G., 2016. Diversity Management: Is it an Important Issue in Hotel Industry in Egypt? 

Intlernational J. Heritage, Tour. Hosp. 7, 275–286. 

Bagozzi, R., Wong, N., Abe, S. and Bergami, M. (2000), “Cultural and situational contingencies and the theory 

of reasoned action: application to fast food restaurant consumption”, Journal of Consumer Psychology, 

Vol. 9 No. 3, pp. 97-106. 

Bagozzi, R.P., Gopinath, M. and Nyer, P.U. (1999)The Role of Emotions in Marketing, Journal of the Academy 

of Marketing Science, 27, 184-206. 

Bearden, W. O., & Etzel, M. J. (1982). Reference group influence on product and brand purchase decisions. 

Journal of Consumer Research, 9, 183–194. 

Belk. R. W. (1988b). Third world consumer culture. In E. Kumcu and A. F. Firat (Eds.), Research in Marketing 

(Suppl. 4, pp. 113-127). Greenwich, CT: JAI. 

Berthon, P. Pitt, L. Parent, M. Berthon, JP. (2009). ‘‘Aesthetics and ephemerality: observing and preserving the 

luxury brand", California Management Review, 52:45–66. 

Blair Kidwell, David M. Hardesty and Terry L. Childers Consumer Emotional Intelligence: (June 2008) 

Conceptualization, Measurement, and the Prediction of Consumer Decision Making, Journal of Consumer 

Research  Vol. 35, No. 1, pp. 154-166 

Bourne, F. S. (1957). Group influence in marketing and public relations. In R. Likert & S. P. Hayes (Eds.), some 

applications of behavioural research (pp. 207–257). Basel, Switzerland: UNESCO. 

Brown, Cron, and Slocum (1997) Effects of Goal-Directed Emotions on Salesperson Volitions, Behavior, and 

https://doi.org/10.1108/IJILT-11-2017-0116
http://doi.org/10.1007/978-3-319-99007-1
http://www.scirp.org/reference/ReferencesPapers.aspx?ReferenceID=1886685


  

Performance: A Longitudinal Study, Journal of Marketing 61(1):39 

Bunce, D. and Birdi, K.S. (1998), “The theory of reasoned action and theory of planned behaviour as a function 

of job control”, British Journal of Health Psychology, Vol. 3 No. 3, pp. 265-75. 

Bushman, B. J. (1993).What is in a name? The moderating role of public self-consciousness on the relation 

between brand label and brand preference. Journal of Applied Psychology, 78, 857–861. 

Campbell, C. (1987). The consumer ethic and the spirit of modern hedonism. London: Basil Blackwell. 

McCracken, G. D. (1988). Culture and consumption. Bloomington: Indiana University Press. 

CERNA. 1995, L’industrie du luxe dans l’economie francaise. Ministere de L’industrie, Paris 

Chadha, R. And Husband, P. (2006) “The cult of the luxury brand: inside Asia’s love affair with luxury’, 

London: Nicholas Brealey International. 

Consultancy.uk (08 February 2018) Luxury market booms to over €1 trillion thanks to personal goods 

consumption Retrieved from https://www.consultancy.uk/news/15888/luxury-market-booms-to-over-1-

trillion-thanks-to-personal-goods-consumption 

David T. Kollat, James F. Engel, Roger D. Blackwell (1970) Current Problems in Consumer Behavior Research 

Journal of Marketing Research, Vol. VII ,327-32 

Dubois, B., & Duquesne, P. (1993). The market for luxury goods: Income versus culture. European Journal of 

Marketing, 27(1), 35-45. 

Erdem, T. and Swait, J. (2004), “Brand credibility, brand consideration and choice”, Journal of Consumer 

Research, Vol. 31 No. 1, pp. 191-9. 

Erdem, T., Swait, J. and Louviere, J. (2002), “The impact of brand credibility on consumer price sensitivity”, 

International Journal of Research in Marketing, Vol. 19 No. 1, pp. 1-19. 

Godey, B. et al., 2012. Brand and country-of-origin effect on consumers’ decision to purchase luxury products. 

Journal of Business Research, 65(10), pp.1461–1470.  

Goleman, D. (1996). Emotional Intelligence. Why It Can Matter More than IQ.Learning, 24(6), 49-50. 

Goleman, D. (1998). Working with emotional intelligence. Bantam. 

Goleman, D. (2006). Emotional intelligence. Bantam. 

Han, Y., Nunes, J., & Drèze, X. (2010). Signaling status with luxury goods: The role of brand prominence. 

Journal of Marketing, 74(4), 15–30. 

Hennigs, N. Wiedmann, K. Behrens, C. (2015),"The complexity of value in the luxury industry", International 

Journal of Retail & Distribution Management, 43(10/11) pp. 922 – 939 

Hennigs, N., Wiedmann, K. P., Klarmann, C., Behrens, S. (2013), ‘Unleashing the power of luxury: 

Antecedents of luxury brand perception and effects on luxury brand strength’’, Journal of Brand 

Management, (2013) 20, 705–715 

Hennigs, N., Wiedmann, K. P., Klarmann, C., Behrens, S. (2013), ‘Unleashing the power of luxury: 

Antecedents of luxury brand perception and effects on luxury brand strength’’, Journal of Brand 

Management, (2013) 20, 705–715 

Hennigs, N., Wiedmann, K. P., Klarmann, C., Behrens, S. (2013), ‘Unleashing the power of luxury: 

Antecedents of luxury brand perception and effects on luxury brand strength’’, Journal of Brand 

Management, (2013) 20, 705–715 

Hennigs, N., Wiedmann, K., Klarmann, C., Strehlau, S., Godey, B., Pederzoli, D., & Oh, H. (2012). What is the 

value of luxury? A cross-cultural consumer perspective. Psychology & Marketing, 29(12), 1018–1034. 

Horiuchi, Y. (1984). A systems anomaly: Consumer decision-making process for luxury goods. Unpublished 

dissertation, University of Pennsylvania, Philadelphia, PA. 

Hung, H. Chen, A. Peng, N. Hackely, C. Tiwsakul, R. Chou, C. (2010). ‘Antecedents of luxury brand purchase 

intention’, Journal of Product & Brand Management, 20(6), pp. 457–467 

Husin, I. E., Abou-Shouk, M. A., & Khalifa, G. S. A. (2013). Evaluating tourism and hospitality graduates: 

perceptions of stakeholders in Egypt. In Proceedings of the 3rdRegional Conference on Tourism 

Research, 29-31 Oct, 2013, Langkawi, Malaysia (pp. 764–774). 

Isaac, O., Abdullah, Z., Ramayah, T., & Mutahar, A. M. (2017). Internet usage, user satisfaction, task-

technology fit, and performance impact among public sector employees in Yemen. International Journal 

of Information and Learning Technology, 34(3), 210–241. http://doi.org/10.1108/IJILT-11-2016-0051 

Isaac, O., Abdullah, Z., Ramayah, T., & Mutahar, A. M. (2017a). Internet Usage and Net Benefit among 

Employees Within Government Institutions in Yemen: An Extension of Delone and Mclean Information 

Systems Success Model (DMISM) with Task-Technology Fit. International Journal of Soft Computing, 

12(3), 178–198. http://doi.org/10.3923/ijscomp.2017.178.198 

Isaac, O., Abdullah, Z., Ramayah, T., & Mutahar, A. M. (2017b). Internet Usage within Government 

Institutions in Yemen: An Extended Technology Acceptance Model (TAM) with Internet Self-Efficacy 

and Performance Impact. Science International, 29(4), 737–747. 

Isaac, O., Abdullah, Z., Ramayah, T., & Mutahar, A. M. (2018). Factors determining user satisfaction of internet 

usage among public sector employees in Yemen. International Journal of Technological Learning, 

https://www.consultancy.uk/news/15888/luxury-market-booms-to-over-1-trillion-thanks-to-personal-goods-consumption
https://www.consultancy.uk/news/15888/luxury-market-booms-to-over-1-trillion-thanks-to-personal-goods-consumption


  

Innovation and Development, 10(1), 37–68. http://doi.org/10.1504/IJTLID.2018.10012960 

Isaac, O., Abdullah, Z., Ramayah, T., Mutahar, A. M., & Alrajawy, I. (2017). Towards a Better Understanding 

of Internet Technology Usage by Yemeni Employees in the Public Sector: An Extension of the Task-

Technology Fit (TTF) Model. Research Journal of Applied Sciences, 12(2), 205–223. 

http://doi.org/10.3923/rjasci.2017.205.223 

Isaac, O., Abdullah, Z., Ramayah, T., Mutahar, A. M., & Alrajawy, I. (2018). Integrating User Satisfaction and 

Performance Impact with Technology Acceptance Model (TAM) to Examine the Internet Usage Within 

Organizations in Yemen. Asian Journal of Information Technology, 17(1), 60–78. 

http://doi.org/10.3923/ajit.2018.60.78 

Isaac, O., Abdullah, Z., Ramayah, T., & Mutahar Ahmed, M. (2017). Examining the Relationship Between 

Overall Quality, User Satisfaction and Internet Usage: An Integrated Individual, Technological, 

Organizational and Social Perspective. Asian Journal of Information Technology, 16(1), 100–124. 

http://doi.org/10.3923/ajit.2017.100.124 

Isaac, O., Masoud, Y., Samad, S., & Abdullah, Z. (2016). The mediating effect of strategic implementation 

between strategy formulation and organizational performance within government institutions in Yemen. 

Research Journal of Applied Sciences, 11(10), 1002–1013. http://doi.org/10.3923/rjasci.2016.1002.1013 

Jellilek, S. 1997. Le sage et la cynique: Debat virtuel sur des questions fondamintalies de perfumerie. Dragoco 

Report 4 19-148  

Joy, A., Wang, J. J., Chan, T. -S., Sherry, J. F., Jr., & Cui, G. (2014). M (Art) worlds: Consumer perceptions of 

how luxury brand stores become art institutions. Journal of Retailing, 90(3), 347–364. 

Khalifa, G. S. A. (2015). Ethnic Restaurants’ Meal Experience: Egyptian Customers’ Perceptions. Journal of 

Faculty of Tourism and Hotels, 9(1), 92–112. 

Khalifa, G.S.A., Abou-Shouk, M.A.A., 2014. Investigating the Success Factors of Hotel Websites: The Case of 

Egyptian Hotels. Asia-Pacific J. Innov. Hosp. Tour. 3, 1–21. 

Khalifa, G.S.A., Fawzy, N.M., 2017. Measuring E-Service Quality (Expectation Vs. Perception) From Travel 

Agencies’ Perspective: An Empirical Study on Egyptian Hotel Websites. Int. J. Recent Trends Bus. Tour. 

1, 36–48. 

Khalifa, G.S.A., Hewedi, M.M., 2016. Factors Affecting Hotel Website Purchasing Intentions: Evidence from 

Egypt. J. Fac. Tour. Hotel. 8, 50–69. 

Khalifa, G.S.A., Mewad, E.-H.A., 2017. Managing drivers and boundaries of information technology risk 

management (ITRM) to increase Egyptian hotels market share. Int. J. Recent Trends Bus. Tour. 1, 12–31. 

Kapferer, J and Bastien, V. 2009. The luxury strategy. London: Kogan Page Limited. 

Kapferer, J. -N. (2014). The artification of luxury: From artisans to artists. Business Horizons, 57, 371–380 

Kapferer, J.-N. (1997). Managing luxury brands. Journal of Brand Management, 4, 251–260. 

Kapferer, J.-N. and Bastien, V. 2012, The luxury strategy: Break the rules of marketing to build luxury brands. 

2nd edn. Philadelphia, PA: Kogan Page. 

Kim, J, E. Lloyd, S. Cervellon, M. (2016), ‘Narrative-transportation storylines in luxury brand advertising: 

Motivating consumer engagement’’, Journal of Business Research, 69 (1). PP. 304–313 

Knowles, J., 2008. Varying Perspectives on Brand Equity. Mark. Manag. 17, 20– 26. 

Liu, S. Perry, P. Moore, C. Warnaby, G. (2016) ‘The standardization-localization dilemma of brand 

communications for luxury fashion retailers' internationalization into Chin’, Journal of Business Research, 

69 (1), PP. 357–364 

Loureiro, S. C., & Araújo, C. D. (2014). Luxury values and experience as drivers for consumers to recommend 

and pay more. Journal of Retailing & Consumer Services, 21(3), 394–400. 

Mason, R. S. (1981). Conspicuous consumption: A study of exceptional consumer behaviour. Farnborough, UK: 

Gower Publishing. 

Megehee, C.M., and D.F. Spake. 2012. Consumer enactments of archetypes using luxury brands. Journal of 

Business Research, 65 (10): 1395–1522. 

Mohamud, S. S., Khalifa, G. S. A., Abuelhassan, A. E., & Kaliyamoorthy, S. (2017). Investigating the 

Antecedents of Coffee Shop Customers’ Behavioral Intentions in Kuala Lumpur. International Journal on 

Recent Trends in Business and Tourism (IJRTBT), 1(4), 1–14. 

Moon, H. Sprott, D. (2016) ‘‘Ingredient branding for a luxury brand: The role of brand and product fit’’ Journal 

of Business Research, Article in Press 

Mutahar, A. M., Daud, N. M., Ramayah, T., Putit, L., & Isaac, O. (2017). Examining The Effect Of Subjective 

Norms And Compatibility As External Variables On Tam : Mobile Banking Acceptance In Yemen. 

Science International, 29(4), 769–776. 

Nancy Y. Wong and Aaron C. Ahuvia (1998) Personal taste and family face: Luxury consumption in Confucian 

and Western Societies Vol. L5l5l:423-441 



  

Nelissen, R. A., & Meijers, M. C. (2011). Social benefits of luxury brands as costly signals of wealth and status. 

Evolution and Human Behavior, 32(5), 343–355. 

Nusari, M., Al Falasi, M., Alrajawy, I., Khalifa, G. S., & Isaac, O. (2018). The Impact of Project Management 

Assets and Organizational Culture on Employee Performance. International Journal of Management and 

Human Science (IJMHS), 2(3), 15–26. 

Okonkwo, U. (2009), “The luxury brand strategy challenge”, Journal of Brand Management, 16 (5/6), pp. 287-

98. 

Pantzalis, I. (1995). Exclusivity strategies in pricing and brand extension. Unpublished doctoral dissertation, 

University of Arizona, Tucson, AZ. 

Richter, M. Koch Social software — status quo und Zukunft Technischer Bericht, Nr. 2007–01, Fakultät für 

Informatik, Universität der Bundeswehr München(2007) 

Shim, S., Morris, N.J. and Morgan, G.A. (1989), “Attitudes toward imported and domestic apparel among 

college students: the Fishbein model and external variables”, Clothing and Textiles Research Journal, Vol. 

7 No. 4, pp. 8-18. 

Simon, C.J., Sullivan, M.W., 1993. The Measurement and Determinants of Brand Equity: A Financial 

Approach. Mark. Sci. 12, 28. 

Stahl, F., Heitmann, M., Lehmann, D.R., Neslin, S.A., 2012. The Impact of Brand Equity on Customer 

Acquisition, Retention, and Profit Margin. J. Mark. 76, 44–63. doi:10.1509/jm.10.0522 

Torres, A., Tribó, J.A., 2011. Customer Satisfaction and Brand Equity. J. Bus. Res. 64, 1089–1096. 

doi:10.1016/j.jbusres.2010.12.001 

Qoura, O., Khalifa, G.S., 2016. The Impact of Reputation Management on Hotel Image among Internal 

Customers: The Case of Egyptian Hotels. Intlernational J. Heritage, Tour. Hosp. 7, 261–274. 

Vickers, J. And Renand, F. (2003). ‘‘The Marketing of Luxury Goods: an exploratory study- three conceptual 

dimensions’’ The Marketing review, 3(4), pp. 459-478 

Vigneron, F. and Johnson, L. (2004) ‘‘Measuring perceptions of luxury brand’’, Brand Management, 11(6), 

pp.484-507 

Vigneron, F. and Johnson, L.W. (2004), “Measuring perceptions of brand luxury”, Journal of Brand 

Management, Vol. 11 No. 6, pp. 484-506. 

Wiedmann, K.-P., Hennigs, N., & Siebels, A. (2009). Value-based segmentation of luxury consumption 

behaviour. Psychology and Marketing, 26(7), 625–651. doi:10.1002/mar.20292 

Willem Verbeke, Richard P. Bagozzi (2000) Sales Call Anxiety: Exploring What It Means When Fear Rules a 

Sales Encounter. Journal of Marketing: July 2000, Vol. 64, No. 3, pp. 88-101. 

Zeinab R, Johan J, Maria B. (2017) Journal of Promotion Management, Vol. 23, No. 1, 163–183 

Zhang, B., & Kim, J. (2013). Luxury fashion consumption in China: Factors affecting attitude and purchase 

intent. Journal of Retailing and Consumer Services, 2068– 2079. 

 


