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摘 要

本研究以香奈兒為例，目的是探討精品知覺價值之構面及其與品牌形象之相關性。本研究採用問卷調查進行實證研究，有

效樣本360份，並運用因素分析及迴歸分析等統計方法進行統計分析。本研究樣本顯示，最近一年，曾經購買香奈兒精品

的類別商品以香水最多。購買地點多以百貨公司居多。最喜歡的香奈兒精品以香水最多，其次是皮件。 本研究結果發現

：1. 精品知覺價值各個子構面中，享樂主義知覺、物質主義知覺、炫耀性知覺、自我認同知覺及威望知覺等影響精品知覺

價值之程度較高2. 精品知覺價值對品牌形象呈現正向影響，同時精品知覺價值對於品牌形象具有顯著預測能力。3. 消費者

之品質知覺、自我認同知覺、物質主義知覺、炫耀性知覺及威望知覺會正面影響品牌形象。但價格知覺、可用性知覺、獨

特性知覺及享樂主義知覺對品牌形象卻不具有顯著預測能力。

關鍵詞 : 精品知覺價值、品牌形象

目錄

內容目錄 中文摘要　．．．．．．．．．．．．．．．．．．．．．iii 英文摘要　．．．．．．．．．．．．．．．．．

．．．．iv 誌謝辭　　．．．．．．．．．．．．．．．．．．．．．v 內容目錄　．．．．．．．．．．．．．．．．

．．．．．vi 表目錄　　．．．．．．．．．．．．．．．．．．．．．viii 圖目錄　　．．．．．．．．．．．．．．

．．．．．．．x 第一章　　緒論．．．．．．．．．．．．．．．．．．．1 　　第一節　　研究背景與動機．．．．

．．．．．．．．1 　　第二節　　研究問題與目的．．．．．．．．．．．．3 第三節　　研究流程．．．．．．．．

．．．．．．．．．4 第二章　　文獻探討．．．．．．．．．．．．．．．．．5 　　第一節　　精品．．．．．．．

．．．．．．．．．．5 　　第二節　　精品知覺價值．．．．．．．．．．．．．9 　　第三節　　品牌形象．．．．

．．．．．．．．．．．32 第四節　　精品、知覺價值與品牌形象相關之研究．．38 第三章　　研究方法　．．．．．

．．．．．．．．．．．42 　　第一節　　研究架構．．．．．．．．．．．．．．．42 　　第二節　　研究假設．．

．．．．．．．．．．．．．43 　　第三節　　變數衡量與操作性定義．．．．．．．．．44 　　第四節　　問卷設計

及抽樣．．．．．．．．．．．．50 第四章　　研究結果與分析．．．．．．．．．．．．．．52 　　第一節　　問卷

回收與人口統計資料分析．．．．．．52 　　第二節　　效度與信度分析．．．．．．．．．．．． 60 　　第三節　　

精品知覺價值影響因素分析．．．．．．．61 　　第四節　　迴歸分析．．．．．．．．．．．．．．．63 　　第五節

　　本章小結．．．．．．．．．．．．．．．67 第五章　　結論與建議．．．．．．．．．．．．．．．．68 　　第

一節　　研究結論．．．．．．．．．．．．．．．68 　　第二節　　管理意涵．．．．．．．．．．．．．．．69 　

　第三節　　研究限制與後續研究建議．．．．．．．．71 參考文獻．．．．．．．．．．．．．．．．．．．．．．73

附錄A ．．．．．．．．．．．．．．．．．．．．．．．91 表目錄 表 2- 1Kapferer彙整的精品概念．．．．．．．．．

．．7 表 2- 2消費者精品知覺內涵摘要．．．．．．．．．．．．16 表 2- 3Wiedmann et al.(2007)精品知覺價值衡量量表

．18 表 2- 4精品知覺衡量構面彙整．．．．．．．．．．．．．31 表 2- 5品牌形象定義之整理．．．．．．．．．．．．

．．33 表 2- 6精品與知覺價值相關之研究．．．．．．．．．．．38 表 2- 7知覺價值與品牌形象相關研究．．．．．．．

．．．41 表 3- 1財務知覺衡量問項．．．．．．．．．．．．．．．44 表 3- 2功能知覺衡量問項．．．．．．．．．．．

．．．．45 表 3- 3個人知覺衡量問項．．．．．．．．．．．．．．．46 表 3- 4社會知覺衡量問項．．．．．．．．．．

．．．．．47 表 3- 5品牌形象操作性定義．．．．．．．．．．．．．．47 表 3- 6品牌形象衡量問項量表．．．．．．．

．．．．．．48 表 3- 7人口統計變數問卷設計．．．．．．．．．．．．．49 表 3- 8人口行為變數問卷設計．．．．．．

．．．．．．．50 表 4- 1有效樣本人口統計資料表．．．．．．．．．．．．53 表 4- 2有效樣本消費者行為變數之敘述性

統計分析．．．．54 表 4- 3有效樣本中「財務知覺」、「功能知覺」之敘述性統計分析．56 表 4- 4有效樣本中「個人知覺

」之敘述性統計分析．．．．．．．．57 表 4- 5有效樣本中「社會知覺」之敘述性統計分析．．．．．．．．58 表 4- 6品

牌形象之敘述性統計分析．．．．．．．．．．．．．．．59 表 4- 7本研究各量表之信度分析．．．．．．．．．．．．

．．．．60 表 4- 8 精品知覺價值影響因素分析．．．．．．．．．．．．．．．61 表 4- 9精品知覺價值各構面之因素係

數表．．．．．．．．．．．．62 表 4-10 精品知覺價值二因素對精品知覺價值之迴歸分析表．．．．．64 表 4-11 精品知

覺價值各構面對品牌形象之迴歸分析表．．．．．．．65 表 4-12 精品知覺價值對品牌形象之迴歸分析表．．．．．．．

．．．66 表 4-13 假設驗證結果．．．．．．．．．．．．．．．．．．．．．67 圖目錄 圖 1- 1研究流程圖．．．．．．

．．．．．．．．．．．．．．．．4 圖 2- 1品牌形象構面解釋圖．．．．．．．．．．．．．．．．．．36 圖 3- 1研究



架構圖．．．．．．．．．．．．．．．．．．．．．．42 圖 4- 1 精品知覺價值(財務知覺、功能知覺)構面數據圖．．．

．．．57 圖 4- 2 精品知覺價值影響因素分析圖．．．．．．．．．．．．．．62

參考文獻

參考文獻 一、中文部份 古惠文(2007)，體驗行銷、品牌形象、知覺價值與行為意向之關聯性研究--以美白保養品為例，南台科技大學行

銷與流通管理系未出版之碩士論文。 吳明隆(2005)，SPSS統計應用學習實務:問卷分析與應用統計，台北:知城數位科技。 吳俊賢(2007)，

產品奢華化策略之研究，國立中山大學企業管理學系未出版之碩士論文。 全球最佳品牌(2009)，來源: http://www.interbrand. com/ best_

global_brands.aspx。 何貞盈(2009)，影響消費者選擇精品款式與生產國因素之探討，長榮大學國際企業學系未出版碩士論文。 邱皓

政(2003)，結構方程模式，台北:雙葉書廊。 周群倫(2008)，精品品牌之認同與購買意願之研究。銘傳大學管理研究所碩士在職專班未出

版碩士論文。 法國精品業聯合會(2007)，來源: http://www.eladies.hk/ cgi-bin/nw/show.cgi/113/4/1/147123/1.html 。 呂芷霖(2007)，個

人導向、品牌知覺價值與品牌形象關係之研究----以嬰幼兒精品品牌為例，國立台北大學企業管理學系未出版之碩士論文。 呂蕙玲(2008)

，精品產業關鍵成功因素研究，淡江大學國際商學碩士在職專班未出版之碩士論文。 邱皓政(2006)，量化研究與統計分析，台北:五南。

孫秀惠(2003)，買得起的奢華－精品民主化運動，商業周刊第796期，pp. 64-65。 翁慧敏(2004)，應用隱喻誘引技術探討消費者心中理想

的品牌形 象:以即飲咖啡為例，世新大學傳播研究所未出版之碩士論文。 張春興(1986)，價值學習四部曲─價值感、價值觀、價值標準

、價值判斷，輔討通訊，7，8-11。 陳玉屏(2006)，從品牌利益觀點對品牌信任、品牌情感與品牌關係品質影響之研究-以精品品牌為例

，私立逢甲大學企業管理所未出版之碩士論文。 陳佩汶(2006)，影響消費者選擇精品品牌之因素探討，國立中央大學企業管理研究所未

出版之碩士論文。 陳冠瑜(2008)，影響精品品牌購買意願因素之研究----社會比較觀點，靜宜大學企業管理研究所未出版之碩士論文。 

張慧琴(2003)，精品市場之進口傢飾消費者行為研究－以國際扶輪社社員為例，國立中央大學企業管理研究所未出版之碩士論文。 楊國

樞(1993)，中國人的價值觀:社會科學觀點，台北:桂冠。 楊淳聿(2006)，精品品牌奢侈量表建構之研究，國立政治大學企業管理研究所未

出版之碩士論文。 葛正琳(2009)，臺灣國際觀光旅館品牌形象、知覺品質與知覺價值對旅客再宿意願之影響，育達商業技術學院企業管

理所未出版之碩士論文。 潘怡如(2009)，化妝保養品品牌形象、顧客忠誠度與口碑傳播相互關係之實證研究，大葉大學事業經營研究所

碩士在職專班未出版之碩士論文。 鄭華清(2004)，行銷管理，台北:全華。 二、英文部份 Aaker, D. A. (1991), Managing Brand Equity :

Capitalizing the value of a Brand Name, New York: The Free Press. Addis, M., & Holbrook, M. B. (2001) . On the Conceptual Link Beteen Mass

Customization and Experiential Consumption: An Explosion of Subjectivity . (2th ed.). Journal of Consumer Behavior, Vol. 1, No. 1, pp. 50-66.

Anderson, J. C., Dipak, C. J., & Pradeep, C. (1993). Customer Value Assessment in Business Markets: A State-of-Practice Study, Journal of

Business-to-Business Marketing, Vol. 1 Issue 1, pp. 3-29. Ahtola, O. T. (1984) . Price as a 'Give' Component in an Exchange Theoretic

Multicomponent Model. Advances in Consumer Research 11: 623-636. Arghavan, Nia & Judith, L. Zaichkowsky. (2000). Do counterfeits devalue

the ownership of luxury brands? Journal of Product and Brand Management 9 (7): 485–497. Belk, & Russell W. (1985). Materialism: traits aspects

of living in the material world. Journal of Consumer Research 12 (3): 265–280. Belk, R. A. & Ger, G. (1990). Meaturing and Comparing Material

Cross-Culturally.Advances in Consumer Research, 17, 186-192. Benarrosh-Dahan, E. (1991). Le Contexte Lexicologique du Luxe. Revue Fran?

岬ise du Marketing 132/133 (2-3):45-54. Berkowitz, E. N., Roger, A. K., Steven W. H., & Rudelius, W. (1992). Marketing (3rd ed), Irwin :

Homewood, IL. Berry, C. J. (1994). The Idea of Luxury. A Conceptual and Historical Investigation. Cambridge:Cambridge University Press. Biel

（1992）. How Brand Image Drives Brand Equity. Journal of Advertising Research, RC6-RC12. Bj?宁kman, I. (2002). Aura: aesthetic business

creativity, Consumption, Markets and Culture, Vol. 5, No.1, pp.69-78. Burroughs, J. E., & Rindfleisch, A. (2002). Materialism and Well-being: A

Conflicting Values Perspective.Journal of Consumer Research, 29(3), 348-371. Chapman, J. (1986). The impact of Discounts on Subjective Product

Evaluations. Working paper. Virginia Polytechnic Institute and State University. Cornell, A. (2002). Cult of Luxury: The New Opiate of The

Masses . Australian Financial Review, 27th April,pp. 47. Dawar, N., & Philip, P. (1994). Marketing universals:consumers‘ use of brand name,

price, physical appearance, and retailer reputation as signals of product quality. Journal of Marketing 58 (4): 81-95. Dichter, E. (1985). What?瀏 in

an image. Journal of Consumer Marketing,2:75-81. Dittmar, H. (1994). Material possessions as stereotypes: Material images of different

socio-economic groups. Journal of Economic Psychology 15 (4): 561–585. Dobni, D., & Zinkhan, G. M. ( 1990).In search of brand Image:A

foundation analysis,Advances in Comsumer esearch,17(1),110-120. Dubois, B., & Duquesne, P. (1993a). The Market for Luxury Goods: Income

versus Culture . European Journal of Marketing, Vol. 27, No. 1, pp. 35-44. Dubois, B., & Duquesne, P. (1993b). Polarization Maps: A New

Approach to Identifying and Assessing Competitive Position- The Case of Luxury Brands . Marketing and Research Today, Vol. 21, May,

pp.115-123. Dubois, B., & Laurent, G. (1994). Attitudes toward the concept of luxury: An Exploratory Analysis. Asia-Pacific Advances in

Consumer Research, Siew Meng Leong and Joseph A. Cote, Singapore,1(2), pp.273-278. Dubois, B., & Laurent, G. (1996). Le luxe par-dela les

frontieres: Une etude exploratoire dans douze pays. Decisions Marketing 9 (September–December): 35-43. Dubois, B., & Paternault, C. (1997).

Does luxury have a home country? An investigation of country images in Europe. Marketing and Research Today 25 (May): 79-85. Douglas, S. P.,

& Craig, C. S. (1997). The changing dynamic of consumer behavior: implications for cross-cultural research. International Journal of Research in

Marketing 14: 379-95. Douglas, S. P., & Craig, C. S. (1983). International Marketing Research. NJ: Prentice-Hall Inc. Douglas, M. & Baron I.

(1979). The World of Goods, Basic. New York. Douglas, S. P., Maureen A. M., & Craig, C. S. (1994). Cross-National Consumer Research

Traditions. In Research Traditions in Marketing. Eds. Gilles Laurent. Kluwer Academic Publishers, 289-306. Dodds, W. B., Monroe, K. B., &

Grewal, D. (1991). Effects of Price,Brand, and Store Information on Buyers' Product Evaluations, Journal of Marketing Research, Vol. 28 Issue 3,



pp. 307-319. Du Bois, C. (1955). The dominant value profile of American culture. American Anthropologist 57 (6): 1232–1239. Dubois, B., &

Patrick, D. (1993). The market for luxury goods: Income versus culture. European Journal of Marketing 27 (1): 35-44. Dubois, B., Gilles Laurent,

G., & Czellar. S. (2001).Consumer rapport to luxury: Analyzing complex and ambivalent attitudes. Consumer Research Working Paper No.736,

HEC, Jouy-en-Josas, France. Doubois, B., & Czellar, S. (2002). Luxury brands or prestige brands?An exploratory inquity on consumer perceptions,

31st,European Marketing Academy Conference Proceedings, Braga Portugal: 153,European Marketing Academy. Eastman, Jacqueline, Bill F.,

David C.l, & Calvert. S. (1997). The relationship between status consumption and materialism: cross-cultural comparison of Chinese, Mexican, and

American students. Journal of Marketing Theory and Practice 5 (1): 52-65. Eastman, J. K., Goldsmith, R. E., ＆ Flynn, L. R. (1999). Status

Consumption in Consumer Behavior: Scale Development and Validation . Journal of Marketing Theory and Practice, Vol. 7, No. 3, pp. 41-51.

Fauchois, A. ＆ Alice K. (1991). Le Discours du Luxe.Revue Fran?岬ise du Marketing 132/133 (2-3): 23-39. Fennell, G. G. (1978). Perceptions of

the Product-in-use Situation. Journal of Marketing 42 (2): 39-47. Fournier, S. & Richins, M. L. (1991) Some Theoretical and Popular Notions

Concerning Materialism. Journal of Social Behavior and Personality,6(6),403-413. Gardyn, R. (2002). Oh, the Good Life. American

Demographics. Ithaca: Nov., Vol. 24, Iss. 10; pp. 30-35. Garfein, Richard T. (1989). Cross-Cultural Perspectives on the Dynamics of Prestige.

Journal of Services Marketing 3 (3): 17-24. Gentry, James W., Sanjay P., Clifford S., & Commuri, S. (2001). How now Ralph Lauren? The

separation of brand and product in a counterfeit culture. Advances in Consumer Research 28: 258–265. Global Luxury Retailing .

(2007).Available: http://www.verdict. co. uk/Marketing/dmvt0388m.pdf Goldman, D. (1999). Paradox of pleasure. American Demographics,

Ithaca: May, Vol. 21, Iss. 5, pp. 50-53. Gray, E. R., ＆ Balmer, J. M. T. (1998). Managing corporate image and corporate reputation. Long Range

Planning, vol 31 (5): pp.695-703. Grossman, G.M. ＆ Shapiro, C. (1988b). The Foreign Counterfeiting of Status Goods. The Quarterly Journal of

Economics, February, pp.79-100 Groth, J.,＆ Stephen W. Ml. (1993). The exclusive value principle:The basis for prestige pricing. Journal of

Consumer Marketing 10 (1): 10–16. Hirschman, E. C., ＆ Morris, B. H. (1982). Hedonic Consumption: Emerging Concepts, Methods and

Propositions. Journal of Marketing 46 (3): 92-101. Hirschman, E. C. (1988). Upper Class Wasps as Consumers: A Humanistic Inquiry. In Research

in Consumer Behavior 3. Eds. Hirschman, Elizbeth C. Greenwich, CT: JAI Press, 115-148. Holt, D. B. (1995).How Consumers Consume: A

Typology of Consumption Practices. Journal of Consumer Research, Vol. 22, June, pp. 1-16 Jain, S. C.(1989). Standardization of international

marketing strategy: some research hypotheses. Journal of Marketing 53 (1): 70-9. Jamal, A., ＆ Mark G. (2003). A study of the impact of self-image

congruence on brand preference and satisfaction. Marketing Intelligence and Planning 19 (6/7): 482–492. Kapferer, J.-N. (1992). Strategic Brand

Management. New York: The Free Press. Kapferer, J.-N. (1997). Managing Luxury Brands . Journal of Brand Management, Vol. 4, No. 4, pp.

251-260. Kapferer, J.-N. (1998). Why Are We Seduced by Luxury Brands?. Journal of Brand Management, Vol. 6, No. 1, pp. 44-49. Keller, K. L.

(1993). Conceptualizing, Measuring, and Managing Customer-Based Brand Equity. Journal of Marking. Vol.57,1,1-22. Kirmani, A., & Zeithaml,

V. (1993). Advertising, perceived quality, and brand image. In Aaker D. A. & Biel A. L. eds., Brand Equity ＆ Advertising :Advertising’s Role in

Building Brand ,Iowa City:Lawrence Erbaum Associates, Inc.,pp.143-161 Kotler, P. ( 1991). Marketing Management:Analysis,

Planning,Implementation,and Control,7th ed.,New Jersey:Prentice-Hall, Englewood Cliffs,NJ,246-249. Kotler, P. ( 2009). Marketing

Management:Analysis,planning Implementation,and Control,13th Ed.,New Jersey:Prentice-Hall Inc. Leibenstein, H. (1950). Bandwagon, Snobs

and Veblen Effects for the Theory of Consumer’s Demand. Quarterly Journal of Economics, Vol. 64, May, pp. 183-207. Leszinski, R., ＆ Marn,

M. V. (1997). Setting Value, Not Price. McKinsey Quarterly, Issue 1, pp. 98-115. Levitt, T. (1988). The pluralization of consumption. Harvard

Business Review 66 (Mai): 7–8. Lichtenstein, D. R., Ridgway, N. M., & Netemeyer, R. G. (1993). Price Perceptions and Consumer Shopping

Behavior: A Field Study. Journal of Marketing Research, Vol. 30, May, pp. 234-245. Lynn, M. (1991). Scarcity Effects on Value: A Quantitative

Review of the Commodity Theory Literature. Psychology and Marketing 8 (1): 45-57. Mazumdar, T. (1986). Experimental Investigation of the

Psychological Determinants of Buyers' Price Awareness and a Comparative Assessment of Methodologies for Retrieving Price Information from

Memory. Working paper. Virginia Polytechnic Institute and State University. McCarthy, E. J., & William D. P. Jr. (1987). Basic Marketing: A

Managerial Approach. (9th ed.), Homewood, IL.: Irwin. McKinsey Corporation. (1990). The Luxury Industry: An Asset for France, McKinsey,

Paris, France. Mehta, A. (1999). Using self-concept to assess advertising effectiveness. Journal of Advertising Research 39 (1): 81–89. Mick, D. G.

(1986). Consumer Research and Semiotics: Exploring the Morphology of Signs, Symbols, and Significance. Journal of Consumer Research 13 (2):

196-213. Monroe, K. B., & Krishnan, R.. (1985). The Effect of Price on Subjective Product Evaluation, in Perceived Quality, edited by J. Jacoby

and J. Olson, MA: Lexington Books, pp. 209-232. Monroe, K. B. (1990). Pricing: Making Profitable Decision, (2nd ed). New York,McGraw-Hill.

Morgan Stanley Capital International , Available: http://www. Morganstanley .com/ Nia, A. & Zaichkowsky, J. L. (2000). Do Counterfeits

Devalue the Ownership of Luxury Brands?”, Journal of Product and Brand Management, Vol. 9, No. 7, pp. 485-501. Nueno, J. L., & John A.

Quelch. (1998). The mass marketing of luxury. Business Horizons 41 (6): 61–68. O‘Cass, A. & Frost, H. (2002). Status brands: examining the

effects of non-product brand associations on status and conspicuous consumption. Journal of Product and Brand Management 11 (2): 67–88. O

‘Cass, A. & Thomas, E. M. (1999). A study of Australian materialistic values, product involvement and self-image/product-image congruency

relationships for fashion clothing. Proceedings of The Ninth Biennial World Marketing Congress, Academy of Marketing Science. Pantzalis, I.

(1995). Exclusivity strategies in pricing and brand extension, unpublished doctoral dissertation.University of Arizona: Tucson, AZ. Park, C. W.,

Jaworski, B. J., & Maclnnis, D. J. (1986). Strategic brand concept-image management.Journal of Marketing 50 (3): 135-145. Phau, Ian & Gerald, P.

(2000). Consuming luxury brands: The relevance of the “rarity principle”. Journal of Brand Management 8 (2): 122–138. Puntoni, S. (2001).

Self-identity and purchase intention: an extension of the theory of planned behavior. European Advances in Consumer Research 5: 130–134.



Quelch, John A. (1987). Marketing the premium product. Business Horizons 30 (3): 38–45. Randall G. (1997), Do Your Own Market Research,

1st Edition, California: Kogan Page Ltd. Rao, A. R. & Kent B. M., 1989. The Effect of Price, Brand Name, and Store Name on Buyer’s

Perceptions of Product Quality: An Integrative Review. Journal of Marketing Research, Vol. 26, Aug., pp. 351-357 Richardson, P. S., & Jain, S.

（1994）,Extrinsic and Extrinsic Cue Effect on Perceptions of Store Brand Quality. Journal of Marketing Research, Vol.58, No.4.pp.28-36.

Richins, M., & Scott D. (1992). A consumer values orientation for materialism and its measurement:Scale development and validation. Journal of

Consumer Research 19 (2): 303-316. Roux, E.(1995). Consumer evaluation of luxury brand extensions. EMAC Conference, May, ESSEC,

Paris,France. Roux, E., & Jean-Marie F.(1996). G?臆er L'Ing?臆able: La Contradiction Interne de toute Maison de Luxe. D?繁isions Marketing 9

(2-3): 15-23. Schmitt, B. H. & Simonson, A. (1997). Marketing Aesthetics. The Strategic Management of Brands, Identity and Image. The Free

Press, New York. Schultz, P. W., & Lynnette C. Z.(1999).Values As Predictors of Environmental Attitudes: Evidenc For Consistency Across 14

Countries. Journal of Environmental Psychology 19 (3): 255-265. Scitovsky, T. (1992), The joyless economy : the psychology of human satisfaction

New York : Oxford University Press, 1992 Rev. ed. Sheth, J. N., Bruce I.. N., &. Gross, B. I.(1991). Why we buy what we buy: A theory of

consumption values. Journal of Business Research 22 (1): 159–170. Sirgy, M. J. (1982). Self-Concept in Consumer Behavior: A Critical Review.

Journal of Consumer Research 9 (3): 287-300. Sirgy, M. J. & Johar, J. S.(1999). Toward an integrated model of self-congruity and functional

congruity. European Advances in Consumer Research 4: 252–256. Snyder, Charles R. & Howard, L. F.(1977). Abnormality as a Positive

Characteristic: The Development and Validation of a Scale Measuring Need for Uniqueness. Journal of Abnormal Psychology 86 (5): 518-527.

Solomon, M. R. (1994). Consumer Behavior, (2th ed.), Boston, MA.: Allyn and Bacon. Spangenberg, E. R., Voss, K. E., & Crowley, A. E. (1997).

Measuring the Hedonic and Utilitarian Dimensions of Attitude: A Generally Applicable Scale. Advance in Consumer Research, Volume 24, pp.

235-241. Tuan, Y. F. (1980), The Significance of The Artifact. Geographical Review, 70(4) , 462-472. Verhallen, Theo M. & Henry, S. R. (1994).

Scarcity and preference: An experiment on unavailability and product evaluation. Journal of Economic Psychology 15 (June): 315–331. Vickers,

J.S. & Renand, F. (2003). The Marketing of Luxury Goods: An Exploratory Study - Three Conceptual Dimensions. The Marketing Review, Vol. 3

(4), pp.459-478. Vigneron, F. & Lester, W. J. (1999). A review and a conceptual framework of prestige-seeking consumer behavior. Academy of

Marketing Science Review 1999 (1): 1–15. Vigneron, F. & L, W. J.(2004). Measuring perceptions of brand luxury. Journal of Brand Management

11 (6): 484-506. Wagner, J. (1999). Aesthetic Value: Beauty in Art and Fashion in Holbrook, M. B. (Ed.), Consumer Value: A Framework for

Analysis and Research, Routledge, London, pp. 126-146. Westbrook, R. A. & Richard, L. O. (1991). The dimensionality of consumption emotion

patterns and consumer satisfaction. Journal of Consumer Research 18 (1): 84–91. Wiedmann, K.P., Hennigs, N., & Siebels, A. (2007). Measuring

Consumers’ Luxury Value Perception: A Cross-Cultural Framework, Academy of Marketing Science Review, 2007(7), 1-21. Wong, N. Y., &

Ahuvia, A. C. (1998). Personal Taste and Family Face:Luxury Consumption in Confucian and Western Societies. Psychology & Marketing.

Hoboken: Aug., Vol. 15, Iss. 5, pp. 423-441. Zeithaml, V. A.(1988). Consumer Perceptions of Price, Quality, and Value:A Means-End Model and

Synthesis of Evidence. Journal of Marketing, Vol. 52 Issue 3, pp. 2-22.


