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non-deceptive markets are said to have dark motives 
(Thaichon and Quach 2016, Bian et al. 2015). Consumers 
consciously preventing themselves from being engaged 
in purchasing counterfeit products can be categorized as 
having good motives. 

The motives of consumers of all classes to use luxury 
products aim to signal a social status (Han et al. 2010, 
Cannon and Rucker 2018) as a symbol and materialism 
(Workman and Lee 2011), regardless of whether the prod-
uct is genuine or not (D’Amato and Thanos 2013). Rather, 
satisfaction is of ultimate importance since the satisfaction 
with the status gained from consuming luxury products 
derives from the audience’s reaction. Status is one’s position 
in the social hierarchy as determined by honor and social 
influence (Ridgeway and Walker 1995). 

The levels of social status consist of the patricians, par-
venus, poseurs and plebs associated with brand prominence 
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Abstract. The present study sought to describe the relationship of customer motives with counterfeit products and brand promi-
nence and purchasing behavior in three groups/classes of consumers (patrician, parvenus and poseur) in the context of luxury 
brand fashion. Data were obtained from a sample consisting of 400 consumers considered eligible. There were three findings; 
first, for the poseur class, consumer motives for purchasing products had an effect on counterfeit products and conspicuous brand 
prominence, as well as purchasing behavior. Second, for the parvenus class, consumer motives for purchasing products had no 
significant effect on counterfeit products, but it had a significant effect on brand prominence and purchasing behavior. Third, for 
the patrician class, consumer motives for purchasing products had no significant effect on counterfeit products and conspicu-
ous brand prominence, and counterfeit products and brand prominence had no significant effect on purchasing behavior.
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Introduction

The global losses due to the counterfeiting of luxury/
prestigious brands reached US $ 600 billion annually 
(Lieber 2014). Distribution of the counterfeit goods 
(e.g., handbags, glasses, shoes, clothing or accessories) 
is expected to continually grow in the coming years. 
Especially in Indonesia, a survey conducted by the 
Indonesian Anti-Counterfeiting Society (IACS 2015) 
indicated that counterfeit goods contributed $ 612 bil-
lion to national economy during 2015 and caused a loss 
to the government of approximately $ 30 billion per 
year from indirect tax revenue. Generally, consumer 
motives consist of dark/evil motives and good motives 
for purchasing luxury products (Schiffman and Kanuk 
2011, Thaichon and Quach 2016). Specifically, consu-
mers consciously engaged in buying counterfeit products 
in markets deliberately selling counterfeit products or 
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(Han et al. 2010, Dubois and Duquesne 1992). Brand promi-
nence is a branding concept of a product’s quiet (inconspic-
uous) and loud (conspicuous) logo design (Han et al. 2010). 
Briefly, the patricians pay a premium for definitely genuine 
luxury goods within conspicuous brand designs, while the 
parvenus use genuine luxury products with conspicuous 
brand designs and the poseurs (the newly affluent) seek to 
imitate the parvenus by purchasing counterfeit products 
with conspicuous brands to signal their status to the audi-
ence (Wilcox et al. 2008). However, this proposition has 
been disputed by recent studies (see, D’Amato and Thanos 
2013, Perez et al. 2010) indicating a new trend, called “fake 
chic”, in which high-end consumers are fond of purchas-
ing fake products, despite the actual ability to buy genuine 
luxury products for reasons of a fad, a premium quality 
(hard to distinguish from the original) or the designation 
of Thailand originals and/or the location of the sale. Thus, 
there is an inconsistent motive in each class. Inconsistencies 
of either Costumer motives, and the behavior of select-
ing a (quiet vs. loud) brand design of each class to signal 
their status to others with regard to purchasing prestigious 
products with prominent brands have not been thoroughly 
explored by researchers. This is of paramount importance 
for manufacturers in making brand designs aimed at each 
class. Therefore, the purpose of the present study was to 
overcome this gap by developing a framework to describe 
customer motives with regard to product legality and brand 
prominence and purchasing behavior in the three groups 
or classes of consumers simultaneously. 

We proposed a hypothesis that consumer (patrician, 
parvenus and poseur) perceptions of product legality and 
brand prominence underlie purchase behavior and brand 
prominence for signaling status. In addition, we tested a 
model in the three consumer classes or groups. In the next 
sections, we review the previous studies of customer mo-
tives, counterfeit products, and buying behaviors.

1. Conceptual background and hypotheses  
development 

1.1. Consumer motives and counterfeit products

The literature indicates two prominent motives for con-
sumption, especially as revealed by studies of the consump-
tion of luxury goods today. The first is the motivation of 
accumulation of wealth, which illustrates an individual 
image that they belong to the highest, successful and pros-
perous social circle (Phau and Prendergast 2000). The 
second motivation is that individuals seek to differentiate 
themselves or separate themselves from others conside-
red to be of lower levels in order to be more prominent 
(Veblen 1899). Furthermore, Truong and McColl (2011) 
also add that self-expression and showing off are regarded 
as the main motivations and describe success, success and 

pleasure. The use of counterfeit products aims to remain 
within the circle of peers and be seen as part of a group, 
trend, fashion or social class that is equally and even more 
prominently than those of their community (Tang et al. 
2014, Bian et al. 2015). However, the higher classes of con-
sumers (parvenus, patricians) have a negative attitude to-
wards the use of counterfeit products and have high ethical 
standards (Sharma and Chan 2011, Tang et al. 2014, Chen 
et al. 2015). On the contrary, among the poseurs, the black 
motive serves as an important predictor of the purchase 
of counterfeit products for signaling status (Nwankwo et 
al. 2014, DeMatos et al. 2007, Wilcox et al. 2008), and has 
been the behavioral agreement among the users of coun-
terfeit products. A motive or impulse will affect an indi-
vidual’s attitude to behave (Ajzen and Fishbein 1980). An 
individual’s motives depend on the status craved for with 
regard to the use of a product in the face of the audience. 
Therefore, the attitude towards the legality of a product 
will be affected by the status levels. Thus, we propose the 
following hypothesis:

H1: The higher the consumer class/layer, the less sig-
nificant the effect of consumer motives  on the legality of 
counterfeit products would be.

1.2. Consumer motives and brand prominence

Brand prominence describes a conspicuous or inconspi-
cuous mark on a product, such as the “G” of Gucci or a 
thick red and green striped signature on a bag to make sure 
that the person seeing it recognizes it as a Gucci brand. 
McFerran et al. (2014) states that the design of a brand 
(logo) on a product serves as a symbol or a signal. The 
choice of luxury product brand can signal a social cue to 
consumers and the status of the user (Piff 2014, Wang and 
Griskevicius 2013). The brand shape, whether loud or quiet, 
constitutes a consumer motive to buy counterfeit luxury 
branded products (Bagheri 2014). Conspicuous logos can 
be easily seen and recognizable by others, especially for 
people who are less familiar with famous luxury brands 
(Han et al. 2010). Thus, consumers motives to use genuine 
or counterfeit luxury goods may have an effect on the choice 
of a conspicuous or inconspicuous brand in order to signal 
a status to an equal or lower class. Thus, we propose the 
following hypothesis: 

H2: Customer motives to buy luxury branded prod-
ucts have a significant effect on brand prominence (loud 
or quiet) in all classes (patrician, parvenus and poseur).

1.3. Counterfeit products and brand prominence

Consumers buy counterfeit luxury branded products due 
to a desire to have luxury goods but cannot afford or do not 
want to pay at a premium. Counterfeit goods are subjected 
to fashion hunters to signal their status to others (Jiang and 
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Cova 2012) since excellent counterfeit goods are in lieu of 
the genuine ones, giving social and personal meanings. 
Brand prominence predominantly serves as an important 
consideration for the poseurs to buy counterfeit luxury 
branded products. They tend to much cheaper products 
with more conspicuous logos, especially for consumers 
(Bagheri 2014). They crave a status through purchasing 
counterfeit goods with conspicuous brands and cheaper 
prices to signal to others. Specifically, the parvenus have 
the need for displaying brands prominently since they are 
not accustomed to recognize and assess genuine luxury 
goods and expect the audience to recognize them quickly 
(Erdem and Swait 1998). The patricians seek to stay away 
from the motive of buying counterfeit products with cons-
picuous brands (Han et al. 2010). Thus, brand prominence 
(loud vs. quiet) will be considered when buying counterfeit 
luxury branded products. Thus, we propose the following 
hypothesis:

H3: Favoring brand prominence with conspicuous 
brand designs is the customer motive to buy counterfeit 
luxury branded products. 

1.4. Counterfeit products and brand prominence and 
purchasing behavior

According to the theory of planned behavior, attitudes are 
the most influential factors predicting deliberate behaviors 
(Ajzen and Fishbein 1980). The attitude to using counterfeit 
luxury branded products is the most influential factor of 
intentional behavior (Riquelme and Sayed-Abbas 2012). 
Thus, the characteristics of counterfeit products have a po-
sitive effect on consumers’ buying behavior. The previous 
study has shown that brand prominence also provides a 
certain brand image of (conspicuous or inconspicuous) 
counterfeit products affecting buying behavior (Bian and 
Moutinho 2011a). Thus, we propose the following hypot-
hesis:

H4: Consumers’ positive attitudes towards counterfeit 
luxury branded products has a significant effect on purchase 
behavior. 

H5: Consumers more strongly favoring brand promi-
nence have counterfeit-product purchase behaviors. 

2. Methodology

2.1. Procedures and samples

The survey was conducted on Indonesian consumers en-
countered in some places, such as famous boutiques selling 
genuine branded products, famous malls in metropolitan 
cities, and some retailers accustomed to selling counter-
feit goods in Batam, Jakarta, Bandung, Bali and Surabaya. 
Sampling procedures were carried out carefully, given that 
grouping of classes or layers into patricians, parvenus or 
poseurs was deliberately not informed to the respondents; 

rather, it was only based on their type of signaling and the 
expertise and the need for status. Despite our belief that 
wealth is an indication of each class they occupy, we did 
not explicitly examine it. Questionnaires were distributed 
by involving 60 students, in which each student distribu-
ted 10 questionnaires to anyone who was shopping in the 
predetermined places. The respondents were asked to name 
one product they had bought for a certain period of time 
and encircle their perception of the product. 

2.2. Characteristics of samples

A total of 600 questionnaires were distributed to respon-
dents, of which 400 (66.6%) were considered eligible. 
The majority 67.75% of respondents were female and 
the remaining 32.25% were men and their age ranged 
from 25 to 60 years (mean = 35.1 and median 32). The 
sample size of each group or class of consumers is as 
follows: the patricians were 98 (24.5%) respondents, the 
parvenus were 179 (44.75%) respondents and the poseurs 
were 123 (30.75) respondents.

2.3. Measures

We developed questionnaire items from previous studies 
to measure consumer motives toward counterfeit products 
and brand prominence, such as “I use counterfeit luxury 
brands to look like a successful person,” “The price diffe-
rence between counterfeit and genuine luxury goods is very 
high,” “I know that this is not the best thing to do but I want 
to experience wearing counterfeit luxury goods without 
spending a lot of money,” “It’s great when I can carefully 
distinguish counterfeit from genuine luxury products (Bian 
et al. 2015, Stöttinger and Penz 2015, Tang et al. 2014, Chiu 
and Leng 2016) to measure the choice of brand prominence 
and counterfeit products. We developed the questionnaire 
based on three studies (Wilcox et al. 2008, Han et al. 2010), 
such as “Buying a luxury product with a conspicuous brand 
design makes me proud,” “Conspicuous brand designs are 
widely available on the black market,” and “Inconspicuous 
brand design aims to disguise counterfeit luxury products” 
to measure buying behaviors with regard to consumer atti-
tudes toward counterfeit luxury products. Consumers have 
a positive attitude toward purchasing counterfeit products 
when the prices are much cheaper, the products have an 
almost equal quality and they are willing to buy counter-
feit products or otherwise (Requelme and Sayed-Abbas 
2012, Hoppe et al. 2013). Furthermore, Cannon and Rucker 
(2018) also adds an item, “Being willing to continue to use 
counterfeit goods, I advise others to buy counterfeit pro-
ducts.” For all items, we used a Likert-type scale with seven 
points (1, strongly disagree; 7, strongly agree). 

Respondents were also asked to indicate which luxury 
brands they had ever bought and whether they favored 
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either inconspicuous (patrician) or conspicuous (parve-
nus) designs. When a respondent declared choosing an in-
conspicuous brand design, he or she was asked to indicate 
whether his or class would recognize what type of item he 
or she was using. Respondents who declared choosing a 
conspicuous brand design in order to accentuate that the 
goods they were using were luxury goods were also given a 
question related to their experience with luxury but coun-
terfeit products. Lastly, in order to determine the poseurs, 
samples were taken in places selling counterfeit/pirated 
products freely. 

3. Analysis and results

3.1. Confirmatory factor analysis (CFA)

The mean, standard deviation, construct reliability, average 
variance extracted (AVE) and bivariate correlation among 
each latent factors can be found in Table 1. The measure-
ment model indicates a fit with the results (χ2 = 2505.16; 
p<.01; df = 1.402; TLI = 0.88; RMSEA = 0.06; SRMR = 0.07). 
The items entered into the measurement model have an 
estimated convergent validity ranging from 0.76 to 0.90, 
meaning that they are quite reliable. The latent constructs 
entered into the CFA show strong evidence since all items 
have a high level of significance. This indicates that the 
items strongly account for the error variances (Fornell and 
Larcker 1981). Additionally, the AVE of each latent variable 
exceeds 0.50, indicating that the variance caused by measu-
rement errors is smaller than that caused by the constructs. 
Simultaneously, convergent validity provides strong eviden-
ce that supports the scale of consumer motives, counterfeit 
products, brand prominence and purchasing intention. 
Finally, the AVE for all constructs exceeds the joint variance 
among the constructs and all other variables; thus, the dis-
criminant validity proves strong (Fornell and Larcker 1981). 

3.2. Hypothesis testing

To analyze whether H1 to H5 are proven in the patricians, 
parvenus and poseurs, data were categorized into three 
groups and parameter estimates (γ and β) freely for each 
group using LISREL 9.1. Furthermore, all parameter es-
timates for a particular class group (e.g., patricians) that 

were similar to those of other class group (e.g., parvenus) 
were constrained. To evaluate the difference in fit between 
an unconstrained and constrained model the χ2 difference 
test was used. The difference between two χ2 values ranged 
from 22 to 136 (df = 7; p = 0.05) for the three class groups, 
indicating that the two constrained and unrestricted groups 
differed significantly on the estimated parameters. 

The unconstrained model for poseurs (n = 123) had a 
moderate general fit (χ2 = 451.0; df = 142; p < .05; CFI = 
.94; GFI = .89; TLI = 0.86; RMSEA = 0.07; SRMR = 0.05). 
Despite the robust foundation of the model, the potential 
model specifications should be considered to determine the 
extent to which the conceptualization that captured that 
data could improve validity (Anderson and Gerbing 1988). 
For the poseur model, we identified one additional path 
from counterfeit products to brand prominence. Since the 
poseurs have fewer experiences with genuine luxury brands 
and even tend to look for counterfeit goods (Han et al. 2010) 
their expectations are lower than those of the parvenus with 
regard to status signaling. When the poseurs find counterfeit 
luxury goods with conspicuous brands they are more in-
clined to make a purchase than the parvenus (the class right 
above). Therefore, this class feels proud and believes that 
they are the savvy and experienced buyers who choose the 
best and affordable counterfeit luxury goods, relative to the 
two classes above them. Such feelings serve to stimulate cus-
tomer (dark) motives and make them confident in buying 
counterfeit luxury goods (see, Bian and Moutinho 2011a, 
Stöttinger and Penz 2015). Thus, the path between customer 
motives and purchasing intention via brand prominence 
and counterfeit products can be proved for the poseurs class, 
as shown in Figure 1. Results showed that all the parameter 
estimates were significant, supporting H1 to H5. The value 
of χ2 was 447.7 (df = 141), lower than that of the initial model 
(χ2 = 451.0, df = 142), and CFI was 0.94, GFI 0.89, TLI 0.86, 
RMSEA 0.07 and SRMR 0.05. The difference between the 
two values of χ2 was 3.3, greater than the significance level 
of 2.51 (χ0.05,12).

In addition, the coefficient of γ22 was 0.04, which was 
also significant at p < 0.05. These results indicate the model 
fit is acceptable, as shown in Figure 1 in which it is sig-
nificantly higher than that of the initial model, which does 

Table 1. Descriptive statistics, intercorrelations, and Confirmatory Factor Analysis (CFA) results 

Variable M SD α CR AVE 1 2 3 4
1. Consumer motive 5.30 0.85 .78 .75 .71 .76      
2. Product Counterfeit 5.15 1.18 .93 .91 .74 –.22 ** .87    
3. Brand prominence 5.11 1.07 .96 .95 .83 –.23 ** .79 ** .88  
4. Purchasing behavior 5.74 0.93 .92 .90 .75 –.22 ** .67 ** .75** .72 ** .90

Model fit: χ2 = 2505.16, p < .01, df = 1,303; CFI = 0.88; TLI = 0.87; RMSEA = 0.08; SRMR = 0.07
Note: N = 400 .†p < .10 .* p < .05 .** p < .01.
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not contain the path from counterfeit products to brand 
prominence. 

The unconstrained model for patricians (n = 98) 
(Figure 2) had χ2 of 236.5 (df = 143, p < 0.05), CFI of 0.91, 
GFI of 0.85, TLI of 0.88, RMSEA of 0.06, and SRMR of 0.07; 
thus, in general, the model was acceptable. However, 5 paths 
were not significant in Figure 2. The paths from customer 
motives to counterfeit products and brand prominence 
(γ23 = 0.73, p > .05) were not significant since the patri-
cians are disdainful and have a negative emotion towards 
counterfeit luxury products brands. Finally, the relation-
ship between counterfeit products and brand prominence 
and purchasing behavior was also insignificant (β = 0.72, 
0.35, p > 0.05), indicating that the perception of counterfeit 
products and brand prominence does not lead this class 
to make purchases and even respond to them negatively. 
However, there are also consumer (dark motives) behind the 
purchase of counterfeit luxury goods with inconspicuous 
(quiet) brands with the aim to disguise that this class never 
buy counterfeit goods since some respondents claimed in-
terested in trying the sensation of looking for counterfeit 
goods in black markets (e.g. Sharma and Chan 2011, Chen 
et al. 2015). This can also be explained by the interviews 
with some respondents who were considered an elite class 
(entrepreneur family members, celebrities). Thus, one di-
rect path from customer motives to purchasing behavior 
could be added and proved significant (γ = 0.02; p > 0.05); 
this is what is call the dark motive of the patricians. This is 
also supported by the currently growing perception that 
whatever the entrepreneurs, high-level officials, celebrities, 

and well-known lawyers are wearing, the public believe that 
their goods are luxurious and expensive ones. 

For the unconstrained model of the parvenus (n = 179) 
(Figure 3) the χ2 was 282.5 (df = 143; p < 0.05), CFI 0.92, 
GFI 0.83, TLI 0.86, RMSEA 0.08 and SRMR 0.07; thus, the 
model fit is generally acceptable. As shown by Figure 3, the 
significant paths are from customer motives to loud brand 
prominence (γ = 0.02; p < 0.05) and from brand prominence 
to consumer purchasing behavior (β  = 0.03; p < 0.01). This 
class had a negative attitude toward counterfeit products 
since they want to build a positive image that they were the 
newly rich people who craved the status of their group and 
that of the class above them.

Therefore, the path of customer motives to counterfeit 
products was not significant. Despite this class’ awareness of 
counterfeit product characteristics, but they were quite care-
ful with regard to the legality of luxury goods since they did 
not want to undermine the social status they were building. 

3.3. Discussion

Results of our analysis support our predictions that the need 
for status for the poseurs can only be fulfilled by buying 
counterfeit products with conspicuous brands since this 
class is highly price-sensitive and does not afford to buy 
genuine products. The parvenus has the motive of using 
genuine conspicuous branded luxury products as a signal 
to make it clear that they are not part of the lower (poseur) 
class. The parvenus consider the patricians an aspirational 
group whereas the poseurs a dissociative group (White 
and Dahl 2006). They prefer popular luxury products with 
conspicuous brand in order to be more easily recognizable. 
For example, Louis Vuitton’s distinctive, conspicuous “LV” 
monogram or Chanel brand which are favorites among 
red-carpet actresses are craved for by this class.

Finally, the patricians who have the expertise and expe-
rience with luxury products and possess significant wealth 
buy products not to be deliberately exhibited to the class 
below since they consider themselves exclusive/superior 
(Dubois and Duquesne 1992). they consider purchasing 
luxury goods a pleasure or an art of living. For example, they 
buy a Hublot Big Bang watch for US $ 5 million but this item 

Figure 1. The poseurs

Counterfeit 
Products 

Brand 
Prominence 

Purchasing 
Behavior 

Consumer 
Motives 

 β31= 0.0059* 

 β32= 0.0058* 

 γ11 = 0.05* 

 γ22 = 0.04* 

 β21 = 0.032* 

*p < .05; **p < .01; ***p < .001. 

Figure 2. The patricians

Counterfeit 
Products 

Brand 
Prominence 

Purchasing 
Behavior 

Consumer 
Motives 

 β31 = 0.072** 

 β32 = 0.035** 

 γ11 = 0.041 

 γ22 = 0.47 

 γ23= 0.02 

*p < .05; **p < .01; ***p < .001. 

 β21 = 0.073** 

Figure 3. The parvenus

Counterfeit 
Products 

Brand 
Prominence 

Purchasing 
Behavior 

Consumer 
Motives 

 β31  = 0.062*** 

 β32  = 0.03* 

 γ11 = –0.043 

  γ22 = –0.02* 

  β21  = 0.51*** 

*p < .05; **p < .01; ***p < .001. 
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looks ordinary to those below. This class uses luxury prod-
ucts to serve as a signal of elegance and good taste (Cannon 
and Rucker 2018, Han et al. 2010). They signal their status 
in abstract ways, which are difficult to recognize by those 
below. Being very exclusive, some people (patricians) buy 
(dark motive) fake luxury products with rare, inconspicu-
ous brands. Despite the detrimental nature of this behavior 
to their group, capable of degrading their dignity in general, 
but they regard doing it as solely for pleasure since they as-
sume that the classes below them do not recognize it. This 
is what we call a “fake chic”, in which consumers actually 
afford to buy genuine luxury goods but, since they are more 
familiar with counterfeit (quality, manufacturers) products, 
they attempt to buy it. In addition, there is a presumption 
that what is being used by the patricians is always perceived 
as a genuine luxury product (Han et al. 2010, D’Amato and 
Thanos 2013).

Conclusions 

In conclusion, the patricians, parvenus and poseurs vary in 
terms of expertise and the need for status, which motivate 
(dark or good) how they intend to use (genuine or counter-
feit) luxury goods for status signaling (Nelissen and Meijers 
2012). The expertise of signaling status implies consumers’ 
having to be well aware of product prices and knowledge 
and other cues of quality (Alba and Hutchinson 1987). The 
most elite (patrician) class does not rely on conspicuous 
brands that serves as a signal, while the newcomers (parve-
nus) requires conspicuous brands to convey their messages. 
The poseurs attempt to emulate the parvenus by buying 
counterfeit, even more conspicuous products. 

The patrician class can describe very subtle gestures 
while the parvenus, which is the reference for the poseur, 
is attracted to the striking brand as a sign that the brand it 
wears is expensive. It aims to explain to the world that the 
parvenus class has succeeded. They tell the poor (poseur) 
that they are richer and to the class on it (patrician) that 
they are part of the group. There is something paradoxical 
in the findings of this research especially in the patrician 
class, that this class is a collection of highly consistent elites 
towards the use of genuine luxury products, but there are 
few people who actually tarnish the excitement of anti-
counterfeit consumption behavior, few people this has a 
unique reason like fun, try it, assume that other people do 
not know it. However, these findings can’t be justified that 
the class of patricians all do so, this is merely a person who 
is not responsible for the existence of the patrician class.

Managerial implications

Brand design is of importance for the manufacturers of 
luxury goods, with regard to managing product lines 
appropriately and attracting the middle class to higher 

levels (Gumbel 2007). The trickle-down theory may serve 
as a reference. For example, a haute couture event can be 
used by a fashion house to introduce its designs to consu-
mers desiring to have a custom-made dress with a relatively 
inexpensive price and a more moderate/elegant design with 
the aim of being the attraction for the underclass (Gumbel 
2007). The findings of the present study also demonstra-
ted that conspicuous and cheaper products were aimed 
at the poseurs and more expensive and less conspicuous 
products were aimed at the elite patricians, while conspi-
cuous products were aimed at the parvenus. This dichotomy 
may certainly trigger manufacturers operating in the black 
market to produce more profitable and clearly segmented 
counterfeit products. We also demonstrated that manu-
facturers of luxury goods can target two types of customers 
simultaneously with varied brand prominence and price 
variations across products of a single brand in different 
classes. Therefore, the application of price dynamics can 
also be.

Limitations and further research

The present study has two major limitations. First, This 
study examined individuals’ behaviors of using a variety 
of luxury brands for status signaling, but it did not address 
the extent to which the audience respond to such signals 
as desired. This remains questionable (Han et al. 2010, 
Eastman et al. 1999). Thus, it opens an opportunity for 
further research on how to interpret responses to signals 
transmitted by the sender and also what are the patterns of 
interaction between the sender and the receiver. 

Third, this study clearly distinguished the tastes of 
each class with regard to brand designs. A question arises 
whether companies marketing conspicuously branded 
goods would erode the status of their products? Likewise, 
does the range of products designed with inconspicuous 
brands help improve the status of products? It is an interest-
ing direction for further research to examine the effects of 
brand designs on the users’ status and the products’ status 
tailored to individuals’ lifestyles and personalities. It is pos-
sible that the categorization into patricians, parvenus and 
poseurs is no longer relevant to one’s character, in particular 
Indonesian people. 
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