American Journal of Industrial and Business Management, 2015, 5, 590-600
Published Online September 2015 in SciRes. http://www.scirp.org/journal/ajibm
http://dx.doi.org/10.4236/ajibm.2015.59059

Analysis of Psychological Factors That
Influence Preference for Luxury Food and
Car Brands Targeting Japanese People
Kazutoshi Fujiwara*, Shin’ya Nagasawa
Graduate School of Commerce, Waseda University, Tokyo, Japan
*
Email: k-fujiwara@toki.waseda.jp, nagasawa@waseda.jp
Received 19 August 2015; accepted 18 September 2015; published 21 September 2015
Copyright © 2015 by authors and Scientific Research Publishing Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY).
http://creativecommons.org/licenses/by/4.0/

Abstract
This study examines the strong preference among Japanese people for luxury brands and makes a
comparative analysis of the psychological factors that influence the development of purchase intentions and how they differ between the food and car luxury brands. An empirical analysis was
performed by using psychological factors that influence the preference for luxury brands, which
Sugimoto [1] demonstrated in a study on Japanese people. The results suggested the following: 1)
Differentiation from Others is an important factor in developing purchase intentions for both food
and car luxury brands and is a particularly important factor for cars; 2) Conformity to Group
Norms is not an important factor in developing purchase intentions for both food and car luxury
brands in which consumers continue to feel a sense of rarity; 3) Avoiding Cognitive Dissonance is
an important factor in developing purchase intentions for both food and car luxury brands; 4)
Quality Evaluation is an important factor in developing purchase intentions for food luxury brands
only.
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1. Introduction
Fujiwara and Nagasawa [2] examined the growing success of GODIVA, the Belgian-born luxury chocolate
brand, in Japan [3], and suggested the possibility that the preference for luxury brands among Japanese people is
not limited to fashion and leather products, which were the subjects of many of the previous studies on luxury
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brands. Then, a comparative empirical study was performed on FERRARI, which belongs to the brand category
of cars (a category with very different characteristics from food) by using the concept of customer experience,
which was proposed by Schmitt [4]. The results showed that luxury brand strategies can be applied to the category of food, just as they can be applied to cars.
For this study, which aims to expand on the results of Fujiwara and Nagasawa [2], a comparative analysis will
be performed on the differences among the psychological factors that constitute purchase intentions by using the
psychological factors that influence the preference for luxury brands, which Sugimoto [1] presented. GODIVA
and FERRARI, will be subject brands for this study once again. In addition to these two brands, TORAYA (a
well-known Japanese luxury confectionary brand) and DOM PERIGNON from the category of food and
ROLLS-ROYCE and PORSCHE from the category of cars have been chosen as subject brands to perform a
comparative analyses within the same product categories.

2. Previous Studies
2.1. Studies on Luxury Consumer Behavior
There are many previous studies on luxury consumer behaviour shown in Table 1.
Table 1. Examples of research used to define the values of prestige.
Authors

Conspicuousness

Uniqueness

Quality

Veblen [7]

Conspicuous consumption
Invidious comparison
Pecuniary emulation
Dintinction
Status & Wealth

Leibenstein [8]

Veblen effect

Snob effect

Mason [13] [14]

Conspicuous
consumption
Status seeking

Scarcity value

Bearden &
Etzel [15]

Conspicuous

Exclusivity

Rossiter &
Percy [16]

High involvement
Conspicuous brand

Sugimoto [1]

Meliority

Richins [17]

Conspicious Socially
visible Expensive
Status concern

Dubois &
Laurent [18]

Very expensive
Elitism

Few people
Distinguish Snob

Pantzalis [19]

Setting high prices
Status symbol

Exclusivity Uniqueness
Selectively Accessible
Limited supply Scarce
for all others

Dubois &
Paternault [20]

Expensiveness

Exclusive clientele
Scarcity

Extreme quality
Craftmanship

Wong &
Ahuvia [21]

Conspicuous Wealth
& social class
Expensive & ostentations
Materialism

Conformity versus
distinction

Brand
manufacture
Country
of origin

Fashion

Celebrity

Bourgeois
Upper-class

Hedonism

Other

Leisure class
Pleasure

Bandwagon effect
Aesthetic
quality

Dinsinction
Comformity
Achievement
Publicly
consumed

Privately consumed

Social approval
Sensory
Search audience
gratification
Personal recognition
Self-expression
Anticonformity

Quality
evaluation

Avoiding
cognitive
dissonance

Avoiding deviation
News hook
Success Achivement
Happiness Hedonic
Expression of the
potential Pleasure
self Stereotypes

Better
quality Non
mass-produced

Imitate rich Reveal
who you are
Refined people

Happiness Hedonic
potential Pleasure

Aspirational groups
Imitation

Dubois et al. [10] Elitism
Kumagai [11]

Extend-self

Hedonic experience Rituals
Aesthetic appeal
Usefulness
Public appearances
Self-concept
Hedonic value
Gift giving
Pleasure experience
Personal success
Reputation of family
Demosratization

Quality
Norm consciousness
Conformity

Miura [12]
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Ever since Rae [5] and Veblen [6] pointed to conspicuousness as a purchase motive for luxury brands, numerous studies on luxury consumer behavior have been carried out. Leibenstein [7] called the effect in which an
increase in the number of consumers boosts consumption the Bandwagon Effect, the effect in which an increase
in the number consumers causes consumption to decline the Snob Effect, and the effect in which consumer satisfaction increases as the price of the brand increases the Veblen Effect, naming it after Veblen. Vigneron and
Johnson [8] pointed out that in addition to the social factors of Bandwagon, Snob, and Veblen, which Leibenstein [7] proposed, personal matters such as hedonism and perfectionism also exist. They define hedonists as
consumers who develop purchase intentions by being drawn to the beauty of products, and perfectionists as
consumers who develop purchase intentions by being drawn to elements such as the advanced technique used or
whether the product was handmade. Furthermore, Vigneron and Johnson [8] called the perceived values which
these five types of consumers possess, namely Veblen, Snob, Bandwagon, Hedonism, and Perfectionism, in sequential order, conspicuous, unique, social, emotional, and quality. They demonstrated that most of the perceived values presented in previous studies fall under these categories. The results of the studies carried out by
Sugimoto [1], Dubois et al. [9], Kumagai [10], and Miura [11], combined with Vigneron and Johnson [8]’s
categories, are shown in Table 1.

2.2. Studies on Japanese Luxury Consumer Behavior
Miura [12], whose study is included in Table 1, compared Japanese people with American, French, and Chinese
people, and the results showed that the distinct national character of Japanese people, who show a low level of
normative consciousness and a strong preference for conforming to group norms, is a factor in their preference
for luxury brands. Since it has become clear that national character has an effect on purchase intentions, in order
to examine the psychological factors which influence the preference for luxury brands among Japanese people,
it would be ideal to carry out the study with a focus on data gathered from Japanese subjects. Of the studies
shown in Table 1, the only empirical studies on Japanese people were: Miura [11], Sugimoto [1], and Kumagai
[10]. Among these, Sugimoto [1] provides the most detailed evidence on psychological factors which influence
preference for luxury brands among Japanese people. For the study, questionnaires with 33 items targeting Japanese people were conducted and a factor analysis was performed. The results demonstrated that the seven psychological factors, which are shown in Figure 1, lead to the development of the preference for luxury brands
among Japanese people [21]. For this study, questionnaires will be created by referring to Sugimoto [1], and an
empirical analysis will be performed.

3. Empirical Analysis
3.1. Quantitative Definition of Luxury
Although the term luxury has been defined by many researchers in the past, there is no single definition. Therefore, coming up with a quantitative definition for the term is difficult, as many of the definitions are based on
subjective views [22]. In light of this, Kapfere [23] presents a democratic approach to defining the term: asking
potential customers what the word luxury means to them. To follow this approach, the participants of the questionnaires for this study will be asked about potential luxury brands and will be asked the question “Do you
1.Self-expression

I can express my preferences or emotions

2. Sense of Superiority

I can improve my self-image and feel a sense of superiority

Differentiation from Others

3. Anticonformity

I want to own brands no one else has

Self-expression

4. Popularity

I want to have brands that are popular

5. Avoiding Deviation from the Norm

If I have brand products, few people will think I am a nonconformist

Preference of Japanese people
for luxury brands

Conformity to Group Norms

6. Avoiding Cognitive Dissonance

I rarely regret it if I purchase a brand product

7. Quality Evaluation

Optimization of the
Information Gathering Process

Brand products are high in quality and are worth the purchase

Figure 1. Psychological factors which influence the preference for luxury brands among Japanese people [21].
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think X is a luxury brand?” Each question is to be answered on a scale of 1 (I strongly disagree) to 7 (I strongly
agree). Furthermore, similar questions will be asked about mass brands that hold the highest market share in Japan within the same product category1 [24]-[26]. The differences in the average scores for the answers will be
compared by using a t-test. If potential luxury brands show a statistically significant higher mean value compared with mass brands, those brands would represent the definition of luxury for this study.
The results of the comparisons are shown in Table 2. All potential luxury brands which were examined in this
study showed a statistically significant mean value compared with mass brands (t(499) = 39.597, p < 0.0001).
Therefore, all six brands will be considered luxury brands when examining them for this study.

3.2. Assumptions about the Subject Luxury Food Brands
According to GODIVA, roughly 75% of their products were purchased as gifts [27]. It is believed that this is
often the case not only for GODIVA, but for luxury foods as a whole because of the characteristics of the product category (e.g. affordability). To explore this, the 500 participants of the questionnaires presented later in this
paper (see Table 5) were asked the total amount of money they have spent on each brand over the past ten years
according to the purpose of their purchases.
The results are shown in Figure 2, and the percentage of gift purchases were high for all three subject brands:
GODIVA (86.6%), TORAYA (90.5%), and DOM PERIGNON (73.9%). Based on these results, the decision
was made to conduct all research and observations on luxury foods for this study under the assumption that they
are gift purchases.

3.3. Methods
The results of Sugimoto [1] [22]’s study presented seven factors (see Figure 1) which carry out the functions of
Self-expression and Optimization of the Information Gathering Process. Self-expression consists of Differentiation from Others and Conformity to Group Norms, and Optimization of the Information Gathering Process consists of Avoiding Cognitive Dissonance and Quality Evaluation. However, according to Figure 1, Avoiding
Table 2. Perception of products as luxury brands (t-test).
Survey SUBJECTS

Category

Food

Car

Mass

Luxury

t

Mass

Luxury

Mean

SD

Mean

SD

MEIJI

GODIVA

2.56

1.306

5.45

1.208

−39.597

***

IMURAYA

TORAYA

2.70

1.308

5.16

1.296

−33.514

***

SUNTORY

DOM PERIGNON

2.80

1.254

6.03

1.144

−43.118

***

TOYOTA

FERRARI

3.61

1.446

6.52

1.027

−37.064

***

TOYOTA

ROLLS-ROYCE

3.61

1.446

6.57

0.991

−37.409

***

TOYOTA

PORSCHE

3.61

1.446

6.32

1.138

−34.088

***

Note: Significance level *p < 0.05, **p < 0.01, ***p < 0.001.

GODIVA

12.6%

TORAYA 5.0%
DOM PERIGNON

29.5%

57.1%

29.4%
21.5%

61.1%
27.8%

46.1%

0.8%
4.6%

Personal Use
Gift for Family Members
Gift for Non-Family Members
Other

4.7%

Figure 2. Total amount breakdown of purchases by purpose for 3 luxury food brands of this study (n = 500).
1

The brand with the largest market share for the sparkling wine market was MHD—Moët Hennessy Diageo, which owns Dom Pérignon, a
luxury brand. For this reason, Suntory, which holds the second largest market share, was chosen as a subject brand. In addition, since market
data for yokan (Japanese jellied dessert made of red bean paste, agar, and sugar) could not be obtained, Imuraya, which holds the largest
market share in the Japanese desserts market (which includes desserts other than yokan), was chosen as a subject brand.
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Cognitive Dissonance is also a factor that influences the development of Conformity to Group Norms. As a result, there appears to be an inconsistency with respect to the definitions of the terms. To resolve this inconsistency, Avoiding Cognitive Dissonance and Quality Evaluation are treated as separate items in this study, and the
analyses will be performed under the assumption that factors influencing the development of Conformity to
Group Norms consist of only Popularity and Avoiding Deviation from the Norm.
In other words, this study examines how the four psychological factors, namely Differentiation from Others
(which consists of Self-expression, Sense of Superiority, and Anticonformity), Conformity to Group Norms
(which consists of Popularity and Avoiding Deviation from the Norm), Avoiding Cognitive Dissonance, and
Quality Evaluation influence purchase intentions for luxury brands.
The questionnaires for this study (see Table 3) were created based on the questionnaire form used by Sugimoto [1]. “X” in Table 3 is to be replaced with the name of the subject brand being examined, and the questions
are to be answered on a scale of 1 (I strongly disagree) to 7 (I strongly agree). The scores for the answers for
each psychological factor will be added up and assigned synthetic variables. These will be the explanatory variables. In addition, questions will be asked on the purchase intentions (hereinafter referred to as PI) of each
subject brand on a scale of 1 to 7. These will be the explained variables. Next, a multiple regression analysis will
be performed, which will reveal the psychological factors that influence purchase intentions.
Table 3. Questionnaire items used for this study.
Subject Brand Category

Factor

Questionnaire Items

I can express my self-image or emotions by giving
Self-expression
QFOOD-1
someone X as a gift.
Differentiation
from Others Sense of Superiority QFOOD-2 I can enhance my worth by giving someone X as a gift.
Anticonformity
Conformity to
Group Norms
Food

QFOOD-3 X isn’t something that just anyone can buy as a gift.
QFOOD-4 X is something that many people are dying to have.

Popularity

QFOOD-5 X is a popular brand right now.

Avoiding Deviation
from the Norm

Avoiding Cognitive Dissonance

QFOOD-6

If I give someone a(n) X as a gift, few people will think
I am a nonconformist.

QFOOD-7

X is well known so I have very few worries after I make
the purchase as a gift.

QFOOD-8

I’d rather buy a(n) X as a gift than buy something cheap
and let the person down.

QFOOD-9 If I buy a(n) X as a gift, I probably won’t regret it.
QFOOD-10 X has a quality that is worth the price.
Quality Evaluation

QFOOD-11 X is much more than being well known. It’s a quality brand.
QFOOD-12 X has its own distinct characteristics.

Self-expression
Differentiation
Sense of Superiority
from Others
Anticonformity
Conformity to
Group Norms
Car

Popularity
Avoiding Deviation
from the Norm

Avoiding Cognitive Dissonance

QCAR-1

I can express my self-image or emotions by driving a(n) X.

QCAR-2

I can enhance my worth by driving a(n) X.

QCAR-3

X isn’t something that just anyone can buy.

QCAR-4

X is something that many people are dying to have.

QCAR-5

X is a popular brand right now.

QCAR-6

If I drive a(n) X, few people will think I am a nonconformist.

QCAR-7

X is well known so I have very few worries after I make
the purchase.

QCAR-8

I’d rather buy X than buy a cheap car and feeling disappointed.

QCAR-9

If I buy a(n) X, I probably won’t regret it.

QCAR-10 X offers a high performance that is worth the price.
Quality Evaluation

QCAR-11

X is much more than being well known.
It offers great performance.

QCAR-12 X has its own distinct capabilities.
Note: Created by writers of this paper by referring to Sugimoto [1].
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3.4. Constructing a Hypothesis and the Multiple Regression Model Equation

The sum of the scores for the questionnaire answers on the four psychological factors presented by Sugimoto [1]
[21], namely Differentiation from Others, Conformity to Group Norms, Avoiding Cognitive Dissonance, and
Quality Evaluation, will be assigned synthetic variables: XDO, XCG, XCD, and XQE in order. These will be the explanatory variables. Next, βDO, βCG, βCD, and βQE in order will be assigned as standard partial regression coefficients for the explanatory variables. Assuming that β0 is the constant term, the following multiple regression
model Equation (1) will result. Hypothesis will be constructed under the assumption that if a standard partial regression coefficient shows a significant positive correlation, it will mean that each psychological factor has a direct positive effect on purchase intention for the subject brands.

PI = β DO ⋅ X DO + β CG ⋅ X CG + β CD ⋅ X CD + β QE ⋅ X QE + β 0

(1)

3.4.1. Hypotheses on Differentiation from Others
When purchasing gifts, which is the assumed setting in the questionnaires on luxury food brands used in this
study, the perception of others (the people who will receive the gift(s)) will influence purchase intentions. The
perception of others (how they will be perceived by people passing by when they drive the car) will also influence purchase intentions for cars. In this way, perception of others, a social factor that influences purchase intentions for luxury brands, is a factor that has a correlation with conspicuousness (the need for differentiation),
which Rae [5] and Veblen [6] presented.
Fukuda [28] explains that social needs such as the need for differentiation and conformity to group norms develop as part of the functions of the limbic system and cerebral cortex and therefore are mechanisms that are
necessary in beating their competition within groups. Therefore, since such needs are part of the basic functions
of the human body, it is believed that the effect of differentiation on the preference for luxury brands is not
something that is weeded out along with the passage of time and is a factor that can be applied today, much like
what Rae [5] and Veblen [6] pointed out over a century ago. Thus, the following hypotheses (Hypotheses 1 and
2) should hold true.
Hypothesis 1. Differentiation from Others will have a direct positive effect on purchase intention for subject
luxury brands in the category of food.
Hypothesis 2. Differentiation from Others will have a direct positive effect on purchase intention for subject
luxury brands in the category of cars.
3.4.2. Hypotheses on Conformity to Group Norms
Conformity to Group Norms refers to behavior in which consumers, when deciding on what products to buy,
choose brands that are popular among their friends and acquaintances. The group that influences the consumer’s
value judgment and decision making is called a reference group2 [29]. Reference groups may include not only
membership groups (e.g. family, school, company they work for), but also non-membership groups (groups they
want to become a member of) as well [29]. Kotler et al. [30] points to the following three reference group factors as having a significant effect on people: (1) The reference group inspires a new lifestyle for the individual.
(2) The reference group has an influence on the individual’s attitude or self-concept. (3) The reference group
pressures the individual into choosing the same products as everyone else when choosing a product or brand.
First, how the aforementioned three reference group factors presented by Kotler et al. [30] influence purchase
intentions for each subject brand in the food category will be examined. It was determined that the effect of reference group factors (1) and (2) on the food category would be minimal. This is because it was determined that
the two factors show up in high-involvement products. It is believed that reference group factor 3 will especially
influence purchase intentions for the food category. Choosing standard brands to conform to everyone else when
purchasing gifts would be an example of this. It was inferred that, among the subject brands, GODIVA and
TORAYA are considered as standard brands for gift purchases and that DOM PERIGNON does not fall under
this category. Thus, Hypothesis 3 should hold true.
Next, the three subject brands in the category of cars will be examined. For cars, there is a possibility that reference group factors (1), (2) and (3) all influence purchase intentions. However, it is hard to imagine that the
three subject brands in the category of cars are actively engaged promotional activities in Japan that would make
2

What a consumer conforms to is not always a group and can be individuals such as actors or athletes they look up to.
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consumers conscious of reference groups. In addition, given the extremely limited number of luxury car owners,
it is expected that opportunities for being influenced by reference groups (e.g. people who are driving the same
cars) will also be limited. Furthermore, generally speaking, luxury car brands have earned tremendous customer
loyalty from a limited number of people. For this reason, it would be hard to imagine a situation in which a car
brand has earned the loyalty of many people that the consumer knows (membership group) or one in which
many people that the consumer knows have purchased the brand. Based on these reasons, it was determined that
reference groups will have a minimal effect on purchase intentions for car brands. Thus, Hypothesis 4 should
hold true.
Hypothesis 3. Among the subject luxury brands in the category of food, Conformity to Group Norms will have
a direct positive effect on purchase intention for GODIVA and TORAYA only.
Hypothesis 4. Conformity to Group Norms will not have a direct effect on purchase intention for subject luxury brands in the category of cars.

3.4.3. Hypotheses on Avoiding Cognitive Dissonance
Cognitive dissonance theory was proposed by Festinger [31] and has been used in numerous studies on consumer behavior since then. This theory points out that if a person has two conflicting thoughts, it will cause a
psychological burden. For instance, if a consumer discovers a defect with a product after making the purchase
and if they discover the benefits of another product, which they didn’t choose, it would cause a psychological
burden. Cognitive dissonance refers to that psychological burden. If a consumer experiences cognitive dissonance, they will make an attempt to maintain cognitive consistency by altering their cognition. To do this, they
might gather information on the benefits of the product they purchased or the disadvantages of the product they
didn’t purchase, in an effort to reduce their dissonance [21].
Avoiding Cognitive Dissonance is believed to be an important psychological factor in the development of
purchase intentions for luxury brands. This is because it is believed that the consumer’s belief that “it has to be
this brand,” which is the ideal belief that a brand would want the consumer to have, would be reflected in the
results, a notion that is consistent with the definition of cognitive dissonance. On the other hand, if a customer
does not experience cognitive dissonance, it will mean that the consumer can experience a similar level of satisfaction from another brand. Such a product cannot be considered a true luxury brand.
Since the luxury food brands examined in this study are assumed to be purchased as gifts, it is expected that
the products will be used in important settings in which an emphasis is placed on appearance. Therefore, it is believed that if a consumer experiences cognitive dissonance due to the inability to choose the right brand, the
psychological burden caused by cognitive dissonance will be significant. In that sense it is believed that luxury
foods give consumers an absolute sense of reassurance, which functions as a contributing factor in the development of purchase intentions. Thus, the following hypothesis (Hypothesis 5) should hold true.
As for car brands, considering the great risk involved in making the wrong choice due to the high cost of luxury cars or the low frequency of luxury car purchases, it is expected that purchase decisions in which there is
still a possibility that the consumer will regret when choosing the brand will cause the them to feel a major psychological burden, much like luxury foods. It is believed that psychological factor of “it has to be this brand” influences purchase intentions for luxury cars. Thus, the following hypothesis (Hypothesis 6) should hold true.
Hypothesis 5. Avoiding Cognitive Dissonance will have a direct positive effect on purchase intention for subject luxury brands in the category of food.
Hypothesis 6. Avoiding Cognitive Dissonance will have a direct positive effect on purchase intention for subject luxury brands in the category of cars.
3.4.4. Hypotheses on Quality Evaluation
Kapfere [23] points out that luxury cars have their flaws. For FERRARI or PORSCHE, flaws such as a loud engine or limited seat space in pursuit of speed are examples of this. For ROLLS-ROYCE, an example of such a
flaw would be the brand’s perception as having bad taste, which is a result of its pursuit of luxury.
The average consumer will most likely think “quality of a car = speed, comfort, mileage, noise, and safety”.
In other words, there are many different evaluation axes for product quality. Therefore, it is believed that they do
not consider luxury cars as quality cars because luxury cars sacrifice the quality of many features in pursuit of
the quality of a single feature. Thus, Hypothesis 8 should hold true.
If these theories behind the hypothesis on luxury cars are applied to the food category, it would be hard to
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imagine a situation in the food category that would resemble cars in which the quality of certain elements of the
product are sacrificed in pursuit of a particular element due to a trade off. In the case of food, the average consumer most likely thinks “quality of food = taste”. It is hard to imagine that many different evaluation axes for
product quality exist, as is the case with cars. Furthermore, the taste of the three subject brands in the category of
food, as well as their perceived quality, have been well established. Thus, Hypothesis 7 should hold true.
Hypothesis 7. Quality Evaluation will have a direct positive effect on purchase intention for subject luxury
brands in the category of food.
Hypothesis 8. Quality Evaluation will not have a direct effect on purchase intention for subject luxury brands
in the category of cars.

4. Hypothesis Tests
4.1. Overview of Questionnaires
Since this is a study on luxury brands, the participants of the questionnaires would be required to have a certain
amount of income or assets. Furthermore, as a measure against participants who do not take the questionnaires
seriously, the questionnaires were designed in a way to prevent inappropriate answers. A detailed overview of
the Questionnaires is shown in Table 4. In the end, 500 sample questionnaires (250 males and 250 females)
were collected.

4.2. The Hypothesis Tests
Next, a reliability analysis on the questionnaire results (see Table 3) was performed for each psychological factor. The results showed Cronbach’s alpha coefficients ranging between 0.384 and 0.873. Oshio [32] states that,
although there are no clear standards for Cronbach’s alpha coefficient figures, a coefficient of over 0.70 or 0.80
is considered high, and the results need to be reexamined if the coefficients are below 0.50. Therefore, to ensure
the validity of the results, QFOOD-3, QFOOD-6, QFOOD-7, QCAR-3, QCAR-6, QCAR-7, and QCAR-12 were removed from the
equation. This resulted in Cronbach’s alpha coefficients ranging between 0.531 and 0.873. Next, since the range
of the Cronbach’s alpha coefficients exceeded the minimum (0.50), which Oshio [32] suggested, a multiple regression analysis was performed by using the multiple regression model equation shown in Section 3-3 and the
results are shown in Table 5. The results of the hypothesis tests are shown in Table 6.

5. Conclusions
Table 7 provides a Summary of these results. In the table, a circle indicates that the results of the standard partial regression coefficients (see the result of multiple regression analysis in Table 5) showed a significant correlation in at least two of the three subject brands for each product category. Moreover, a double circle indicates
Table 4. Overview of questionnaires.
Research Agency
Research Method
Delivery Destination

Rakuten Research, Inc.
Internet
Japan

Date

From 24th April to 28th April, 2015

Age

People in their thirties and forties
 The people who know all brands of study.

Essential Requisite

Elimination Condition
All Mail Sender
Finally Collected Samples

 Household Income is more than 10 million yen or household assets (financial assets and real estate)
is more than 50 million yen
 The people who chose the same choices at more than 90% questions
 The people who finished the survey less than 80% speed than average speed.
7822 samples (men 5032 samples, women 2790 samples)
500 samples (men 250 samples, women 250 samples)
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Table 5. Result of multiple regression analysis about psychological factor.
Standard Partial Regression Coefficient

Brands

Food

Car

βDO

βCG

GODIVA

0.243

***

0.017

TORAYA

0.221

***

0.120

DOM PERIGNON

0.436

***

FERRARI

0.465

ROLLS-ROYCE
PORSCHE

βCD

Adjusted R2

βQE

0.275

***

0.184

***

0.357

***

0.246

***

0.142

**

0.339

***

0.075

0.172

***

0.015

0.361

***

***

0.053

0.175

***

−0.043

0.336

***

0.504

***

0.026

0.067

0.021

0.307

***

0.563

***

0.016

0.105

0.003

0.401

***

**

*

Note: Significance level *p < 0.05, **p < 0.01, ***p < 0.001.

Table 6. Results of hypothesis tests.
Hypotheses

Verification Results

Hypothesis 1

Differentiation from Others will have a direct positive effect on purchase intention for
subject luxury brands in the category of food.

Supports hypothesis

Hypothesis 2

Differentiation from Others will have a direct positive effect on purchase intention for
subject luxury brands in the category of cars.

Supports hypothesis

Hypothesis 3

Among the subject luxury brands in the category of food, Conformity to Group Norms
will have a direct positive effect on purchase intention for GODIVA and TORAYA only.

Partially supports hypothesis

Hypothesis 4

Conformity to Group Norms will not have a direct effect on purchase intention for
subject luxury brands in the category of cars.

Supports hypothesis

Hypothesis 5

Avoiding Cognitive Dissonance will have a direct positive effect on purchase intention
for subject luxury brands in the category of food.

Supports hypothesis

Hypothesis 6

Avoiding Cognitive Dissonance will have a direct positive effect on purchase intention
for subject luxury brands in the category of cars.

Partially supports hypothesis

Hypothesis 7

Quality Evaluation will have a direct positive effect on purchase intention for subject
luxury brands in the category of food.

Partially supports hypothesis

Hypothesis 8

Quality Evaluation will not have a direct effect on purchase intention for subject luxury
brands in the category of cars.

Supports hypothesis

Table 7. Effect of psychological factors on developing purchase intentions according to product category.
Differentiation from Others

Conformity to Group Norms

Avoiding Cognitive Dissonance

Quality Evaluation
○

Luxury Foods

○

○

Luxury Cars

◎

○

that the standard partial regression coefficients showed a significant correlation in all three subject brands and
that the psychological factors for all three brands resulted in higher figures than the other psychological factors.
The results of this study suggest the following: 1) Differentiation from Others is an important factor in developing purchase intentions for both food and car luxury brands and is a particularly important factor for cars; 2)
Conformity to Group Norms is not an important factor in developing purchase intentions for both food and car
luxury brands in which consumers continue to feel a sense of rarity; 3) Avoiding Cognitive Dissonance is an
important factor in developing purchase intentions for both food and car luxury brands; 4) Quality Evaluation is
an important factor in developing purchase intentions for food luxury brands only.
The results suggested that luxury brand strategies can be applied to the category of food (a product category
that was not generally thought of in the past as a product category in which luxury brand strategies can be applied), just as they can be applied to cars. This study also demonstrated which psychological factors should re-
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ceive particular attention when coming up with strategies for luxury food brands. These are the contributions
offered by this study.
However, the study lacks an important focal point: consumer personality traits. It goes without saying that a
discussion on the effect of psychological factors on the development of purchase intentions without discussing
personality traits, a psychological mechanism that is different for each person, would be incomplete. In order to
make the study more exhaustive, there is a need to demonstrate how the results of this study would be different
for each personality trait among consumers. This issue will be explored in future studies.
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