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Abstract— The study is comparing the value perception of fashion luxury market between Indonesian Market as an 
emerging-collectivistic country and United Kingdom as developed-individualistic market using Systematic Equation 
Modelling (SEM). There are no significant differences between the value perceptions of luxury in Indonesian market and 
UK market.  
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I. INTRODUCTION 
 
Expensive handbags, in particular, luxury designer 
handbags are incredibly popular among fashionable 
women. This is why many fashion houses such as 
Chanel and Hermes offer handbags as another 
product line as part of their accessories category 
(Juggessur, 2011). Some retailers claim that owning a 
luxury designer handbag worth more than £1,000 can 
make financial sense to middle-class women, who 
may not spend as much on clothing, but view an 
expensive luxury designer handbag as an investment 
piece which can be used every day, adding a touch of 
glamour (Juggessur, 2011).  
 
The global handbag market encompasses exceedingly 
dynamic players and an expanding consumer base, 
which is expected to flourish due to increasing 
demand from emerging markets and strong 
performances by the international luxury brands 
(Digital Luxury Group, 2013). The top 10 markets for 
luxury handbags, collectively gathered over 120 
million online searches, demonstrating substantial 
global demand for the world’s most covetable luxury 
items (Digital Luxury Group, 2013) (see Figure 1) . 
 

 
Figure 1: demand of luxury handbag globally (Digital Luxury 

Group, 2013) 
 
The country subjects are UK and Indonesia. Despite 
the fact that both of Indonesia and UK are reflected as 
positive luxury market (Digital Luxury Group, 2013; 
Euromonitor, 2014), both of the countries have 
differences which may lead to different motivation of  

 
luxury purchase. Indonesia is emerging market, while 
UK is a mature market. The rise of emerging market 
makes difference. Back then, individualist country is 
more refer to western developed countries, while 
collectivistic country is refer to eastern developing 
countries (Hofstede, 2011; Shukla, 2012). Nowadays, 
emerging countries are catching up with developed 
countries (Nielsen, 2013).  
 
Increasing exposure to global media and the depiction 
of western lifestyles in local media seem to have 
increased the desire for high-quality goods and 
services among consumers in emerging markets 
(Belk, 1999). With regards to luxury products and 
services, studying the consumption patterns in 
emerging markets is particularly important due to the 
phenomenal growth of luxury consumption among 
consumers in these markets (Shukla, 2012). For 
example, according to Bain and Company (2012), 85 
per cent of all luxury stores will be opening in 
emerging markets over the coming decade. Moreover, 
recent studies highlight the significantly strong 
influence of the materialism trait with luxury 
consumption in emerging markets (Lertwannawit and 
Mandhachitara, 2011; Podoshen et al., 2011).  
 
As predicted by BCG (2010), in 2015, emerging-
market cities will account for around 20 per cent 
which is $2.6 trillion of the total global consumption 
of clothing and house as a priority of future 
expenditures. The key consumer base for luxury 
goods has long since left Europe, moving West to the 
United States, but also East to the Gulf States and 
Asia, and South to Latin America, particularly Brazil 
(Business of Fashion, 2014). Luxury companies are 
no longer focusing for mature market. However, 
luxury goods enable consumers to satisfy their 
material as well as socio-psychological needs to a 
greater degree than regular goods (Vigneron and 
Johnson, 2004; Wiedmann et al., 2009).  
 
Luxury brands are one of the most profitable and 
fastest-growing brand segments, yet at the same time, 
the social influences associated with luxury brands 
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are poorly understood and under investigated 
(Shukla, 2010; Wiedmann et al., 2009; Tynan et al., 
2010). Increasing exposure to global media and the 
depiction of western lifestyles in local media seem to 
have increased the desire for high-quality goods and 
services among consumers in emerging markets 
(Belk, 1999). With regards to luxury products and 
services, studying the consumption patterns in 
emerging markets is particularly important due to the 
phenomenal growth of luxury consumption among 
consumers in these markets (Shukla, 2012). From 
those passages, it can be inferred that emerging 
market countries are the targets of luxury brand 
companies to invest in the market.   
 

A.Culture is changing: The rise of Emerging 
Market 

As previously discussed in the second chapter, when 
the political, societal, and economic environments 
change, people's cultural values also change. Thus, 
many cultural theories should be updated and re-
evaluated periodically. Hence, Wu (2006) said that 
Individualistic vs. Collectivistic Dimension theory is 
no longer applicable. Additionally Saiq et al. (2014) 
said that Hofstede’s Individualistic Dimension work 
is too old and can’t be effectively implemented in the 
era of rapidly changing environment, convergence 
and globalization. The arguments by Wu (2006) and 
Saiq et al. (2013) is supporting Bian and Forsythe 
(2012) which argue that culture is changing as a 
consequence of the increasingly global economy 
especially in emerging market, converging in the 
direction of greater individualism. As a result, 
collectivist societies might adopt some individualistic 
elements, but this would not change their societal 
identity or their social label as a collective society 
(Bian and Forsythe, 2012). 
 
The contrasts between few contemporary studies of 
luxury value perception in Individualistic vs. 
Collectivistic Country (Bian Forsythe; 2012, Li et al, 
2012; Shukla and Purani, 2012) (see Table 1) are 
leading to confusion in understanding value 
perception on luxury purchase between 
individualistic country vs. collectivistic country. For 
an instance, according to Li et al. (2012), a 
collectivistic country (China) has high consideration 
of functional value dimension for luxury purchase, 
but according to Shukla and Purani (2012), a 
collectivistic country (India) has low consideration of 
functional value perception for luxury purchase. 
Another example, according to Bian and Forsythe 
(2012), an individualistic county (US) consider high 
personal and social value dimension for luxury 
purchase, but according to Shukla and Purani (2012), 
individualistic country (UK) consider low personal 
and social value dimension on the luxury purchase.  
The study results were supporting a statement of 
Shukla (2012) that culture is not static and it keeps 
changing. 

 
Table 1: The contrast between study results about value 

perception across culture 
 

B. Research Objectives 
Consumer value plays as critical role at the heart of 
all marketing movement and hence undoubtedly 
deserves attention of every consumer scholars 
(Holbrook, 1999) especially, in the next decade, 
customer is predicted as the key orientation of luxury 
business (BCG Report, 2014) (see Figure 2).The 
current crisis in luxury marketing area is encouraging 
companies to look more deeply into the links between 
consumers and luxury brands (Godey et al., 2013). 
Consumption of luxury products is based on two 
main reasons: the purchase for one’s self, for pleasure 
and purchase as a symbol of success (Godey et al., 
2013). Nevertheless, whatever the perspective 
chosen, the brand remains the main vehicle for 
connecting with the consumer (Godey et al., 2013).To 
understand the right brand strategy, the purpose of 
this study is to identify the constructs of perceived 
peer communication in social media activities of 
luxury fashion brands, and to evaluate the influence 
of those activities on purchase intention in the UK 
and Indonesia. This research will propose a strategy 
to enhance brands' performance by defining specific 
factors relating to purchase intention. Moreover, the 
findings will enable luxury brands to forecast 
customer purchasing behaviour. 
 
Based on the conceptual model, the objectives of this 
study are:  
A. To attain information about the demographic 

data of luxury handbag customers in 
Indonesia and the UK. 

B. To measure the value perception of luxury 
handbag customers in Indonesia and the UK 
using four categories luxury value perception 
conceptual model by Wiedmann (2007). 

C. To analyse deeply of how the rising 
emerging market affect value perception 
between Individualistic vs collectivistic 
country. 

D. To provide recommendation for luxury 
handbag brand strategy in the UK and 
Indonesia 



International Journal of Management and Applied Science, ISSN: 2394-7926  Volume-1, Issue-8, Sept.-2015 

Cross-Cultural Study: Value Perception On Fashion Luxury Purchase 
 

157 

II. METHODOLOGY 
 
Steenkamp and Baumgartner (1998) suggest using a 
structural equation modelling approach for cross-
culture study. SEM analysis has been successfully 
applied by many scholars to measure luxury value 
perception (Bian&Forysthe, 2012; Shukla, 2012; 
Casidy, 2012; Monkhouse et al., 2013; Hennigs et al., 
2013). The structural equation design of this study is 
illustrated on Figure 3. 
 
The method of self-completion questionnaire allows 
for a greater geographical coverage than face-to-face 
interviews without incurring the additional costs of 
time and travel and they are particularly useful when 
carrying out research with geographically dispersed 
populations (Seale, 2012). Self-completed 
questionnaires were distributed to four 
hundredwomenwith snowball sampling by online 
survey to each country (UK and Indonesia) and two 
hundred valid samples were utilised from each 
country. Criterion sampling strategy reviews all cases 
that meet predetermined criteria (Patton, 2002). Both 
criterion and snowball sampling techniques were 
components of a purposeful sampling strategy 
designed to identify participants with this criteria: 
 
A.  Originally from and live in Indonesia or originally 
from and live in the UK. 
B.  Having experience in purchasing at least one of 
luxury handbag. 
 
III. RESULT AND DISCUSSION 

A. Result 
Luxury bag consumers in Indonesia and UK market 
are both influenced by four luxury value perception 
proposed by Wieddman (2013); financial, functional, 
personal and social value perception. The sub-values 
of luxury value perception (expensiveness, premium 
quality, personal history, hedonism, aesthetic, 
exclusivity and prestige value) that were proposed by 
this research, have also confirmed to be linked with 
luxury value perception in both market. 
 
Supporting the research of Shukla and Purani (2012), 
the result shows that there were no significant 
differences of value perception on luxury handbag 
between UK consumers as developed market (see 
Figure 2) and Indonesian consumers as developing 
market (see Figure 3).  

 
Figure 2: UK Luxury Value Perception on Luxury Handbag 

 
Figure 3: Indonesia Luxury Value Perception on Luxury 

Handbag 
 
IV. DISCUSSION 
 
The rising economy of emerging countries leads to 
consumer confidence index.  Measures of consumer 
confidences have genuine forecasting power for 
consumption (Ludvigson, 2004). Lower consumer 
confidence may then translate into lower growth in 
discretionary spending (Mc Kinsey, 2014). Nielsen 
Global Survey of Consumer Confidence and 
Spending Intentions was conducted Nov. 10-28, 2014 
and polled more than 30,000 online consumers in 60 
countries throughout Asia-Pacific, Europe, Latin 
America, the Middle East/Africa and North America. 
The sample has quotas based on age and sex for each 
country based on its Internet users and is weighted to 
be representative of Internet consumers. It has a 
margin of error of ±0.6% (Nielsen, 2014).India is 
now the leading of world Consumer Confidence 
Index with 129 score, Indonesia follows with 120 
score (Nielsen, 2014) (see Figure 4). Meanwhile, UK 
has 94 score of CCI which is lower than Indonesia, 
but also considered as high in compare to global 
score. In this sense, the fact that UK and Indonesia 
has similar luxury consumption pattern might be both 
influenced by the fact that both countries 
havehighscore on consumer confidence index. 
Furthermore, the influence of CCI to the luxury 
consumption pattern in both countries is still need to 
be researched.  

 
Figure 4: 2014 Consumer Confidence Series 4 (Nielsen, 2014) 
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