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Abstract  

Conspicuous consumption is a phrase coined by American sociologist as well as economist Thorstein 

Veblen. Conspicuous consumption could be applied to luxury goods which are easily recognizable as 

a more costly, expensive item. Tech, automobiles, and even clothing could all be examples of products 

related to mindful usage. Conspicuous consumption is usually done showing a certain social class or 

status.  
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INTRODUCTION  

Conspicuous consumption would be the purchase of products or products for any certain goal of 

displaying one’s money. Conspicuous consumption is a way to show one’s status in life particularly 

when, publicly displayed products as well as services are extremely costly for various other members 

of an individual’s category. This particular kind of use is normally associated with the rich but may 

also apply to any financial category.  

 

While this particular kind of use is usually associated with wealthy individuals, anyone from any 

financial category might be a conspicuous customer.  

 

REVIEW OF LITERATURE  

Unlike advertising research, behavioural and usage studies typically talk about “values” and not 

“value”. In the meaning of Holbrook (1999) [1] the latter is a preferential declaration as well as the 

former includes the reasons this particular preferential declaration or maybe a judgment is like this. 

Consequently, in customer research, the customer appreciates denoting a set of worldviews & healthy 

motivations which- Positive Many Meanings- guide and also describe the options and also the 

methods of customers. The category of customer values distinguishes such values: effectiveness, 

aesthetics, play, esteem, status, excellence, 

humility and ethics. These values are stable for 

every individual but incorporated in value systems 

that are different in various consumption 

situations. Another worth likewise distinguished in 

the literature is merchandise worth, which assumes 

the item itself comes with intrinsic worth. Because 

of the higher amount of items on the market, the 

item itself should have a competitive advantage, 

known as an added value, that is seen by the 

customer (Wystra as well as Lindgreen, 2005) [2].  

 

All of the characteristics of the item, including 

its quality and price, are taken into consideration 

during the procedure of decision-making. Thus, the 

item great is estimated when the number of utilities 
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of every attribute, based on Lancaster (1966) customer principle [3]. Willingness to spend (WTP) 

mirrors the big difference between the item price as well as item worth for the customer. 

 

Previous research results discover that the sustainable dimension of merchandise is vital for 

consumers and might be even determinant. Thus, next, we discuss green values. Green values are 

described as good stable jobs towards environmental protection (environmentally friendly concern) as 

well as sustainability. They're discovered playing a crucial role in the decision making. Whereas 

nearly all scientific studies address green values in the viewpoint of a private and of a citizen, it's 

essential to account for green values put on to customer options (Turner, 1999; Sander and Brosch, 

2015) [4]. Research suggests that despite good green values and perceptions, and declaring a top 

environmental problem, customers don't instantly change them right into a pro-environmental 

purchasing conduct (Garvill and Nordlund 2002, Clark et al., 2003) [5]. It might happen when private 

and customer values of a private conflict with an individual's ecological values. For instance, green 

values are usually connected to the future, while private and consumption values might have an 

additional impact on existing. Additionally, private or maybe consumer values produced by the needs 

as well as desires of a person could be stronger and stable more compared to his/her green values. 

 

Product development or even “possession of novelty” (Roehrich, 2004) is identified by the level of 

novelty of the item. Hoeffler (2003), following Robertson (1971), class new developments into 3 

categories: steady innovative developments, dynamically constant innovations and disruptive or 

discontinuous innovative developments. Thus, in the terminology of innovation, products that are new 

are those which happen to have a brand new function or maybe a cutting-edge attribute or offer a 

much better version of a characteristic or a current attribute. Based on the kind of development 

employed and consumers' information regarding the item, all new items are split into truly brand-new 

items (radical or genuine) and incrementally brand new products (Hoeffler, 2003; Ferrell and Lukas, 

2000; Dutton and Dewar, 1986) [6].  

 

Research Objectives  

• To define the demographic characteristics of the respondents  

• To analyse the general shopping behaviour of the respondents in branded products  

• To assess and analyse the consumer behaviour in upgrading to conspicuous goods  

• To identify the conversion of factor to product change  

• To offer suggestions to the study conspicuous goods  

 

Statement of Problem  

The primary attributes of the 21st-century economy are top match pressure, an excessive amount of 

natural resources and production use, high level of consumption, the short lifespan of things with the 

increased price of technical shift as well as emerging sustainability recognition.  

 

Scope of Research  

Innovative products, that are new to customers, are susceptible to poorly present and also defined 

preferences, therefore benefit analysis might offer much more substantial and dependable success 

regarding customer approval for this kind of items. In this particular project, we say that consumer 

behaviour is affected by values, both consumption-related and personal.  

 

RESEARCH METHODOLOGY  

A research methodology defines the purpose of the research, how it proceeds, how to measure 

progress and what constitute success with respect to the objectives determined for carrying out the 

research study. The appropriate research design formulated is detailed here. 

 

Sample Size 

100 
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Sampling Method 

Simple random sampling  

 

Primary Data 

Data which is collected through direct interviews and by raising questionnaires.  

 

Secondary Data 

Secondary data is already available as well as published. It might be an external and internal source 

of information. Inner source: that originates from the particular region or area where the investigation 

is carried out e.g., post brochures, official reports, etc. Outside source: This originates outside of the 

area of study as books, journals, periodicals, papers, and also the Internet.  

 

Research Testing Tools  

• Chi-square test  

 

Table 1. Data analysis and interpretation.  

Respondents Response Percentage 

Male 50 50% 

Female 40 40% 

Prefer not to say  10 10% 

Total 100 100% 

 

Interpretation: As shown in Table 1, 50% of customers are male gender group of the customer, 

40% customers are female gender group of the customers, 10% of customers preferred not to say 

anything.  

 

Testing of Hypothesis  

H0: There is a significant relationship between social media marketing impact on consumer 

behaviour.  

H1: There is a significant relationship between direct marketing impact on consumer behaviour.  

H2: There is a significant relationship between event marketing impact on consumer behaviour.  

 

Table 2 shows that 35% of the population believes that social media marketing has an impact on 

customer behaviour. 50% of the population agrees that social media has an impact on consumer 

behaviour whereas 25% are neutral and 1% disagree.  

 

Table 2. Crosstab.  

   
[Social media]* 

Total 
Mostly agree Agree Neutral Disagree 

Gender 

Male 
Count 27 26 15 0 67 

% of total 27.0% 26.0% 15.0% 0.0% 67.0% 

Female 
Count 6 11 7 1 25 

% of total 6.0% 11.0% 7.0% 1.0% 25.0% 

Transgender 
Count 1 3 5 0 8 

% of total 1.0% 3.0% 5.0% 0.0% 8.0% 

Total  
Count 35 50 25 1 100 

% of total 35.0% 50.0% 25.0% 1.0% 100.0% 

Gender * [Social media]. 
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Table 3. Chi-square tests.  

 Value df Asymptotic significance 

(2-sided) 

Pearson chi-square 8.283a 6 0.000 

Likelihood ratio 8.013 6 0.237 

Linear-by-linear association 5.552 1 0.18 

N of valid cases 100   

 

Interpretation: As shown in Table 3, the p-value for the chi-square statistic is .000, which is smaller 

than the alpha level of .06. We reject null hypothesis as all genders are following social media 

marketing. 

 

FINDINGS  

35% customers are under the group of students, 45% customers are under the group of 

businessmen, 15% customers are under the group of employees (Pvt. or Govt.). 62% of customers are 

aged 25–35, 21% of customers are aged 35–45, 12% of customers are aged 45–55, 5% of customers 

are aged 55 and above. 60% of customers are of male gender group of the customers, 30% customers 

are of female gender group of the customers, 10% customers preferred not to say anything.  

 

29% of customers feel mostly agree that event marketing make to purchase branded products, 42% 

of customers feel agree that event marketing make to purchase branded products, 25% of customers 

feel neither agree or disagree that event marketing make to purchase branded products, 5% of 

customers feel disagree that event marketing make to purchase branded products, 0% of customers 

feel mostly disagree that event marketing make to purchase branded products.  

 

SUGGESTIONS  

Through the preference analysis, we move on to the evaluation of the values of customers.  

Preferences as well as good willingness to cover renewable attributes of the programs stand for green 

values, universalism and benevolence individual values, interpreted with consumer behaviour.  

 

At exactly the same period, one example of the co-work of values that are different for exactly the 

same ultimate objectives will be noticed from these pro-environmental choices: they clarified by the 

consciousness about wellness, the natural world, culture (including cultural values' influence), and 

appropriate personal values. Out of the opposite thing of view, the higher value offered to purposeful 

qualities exhibits the roles of tradition individual values, emotional and functional customer values. 

 

CONCLUSION  

In this particular research, the concept of upgradability was put on to 2 kinds of strategies: an 

upright great offer selling price. All items are discussed by particular characteristics. There are several 

attributes that are routine to both products, but many of them have levels that are various, and there 

are several attributes specific to each kind of products, The upgrade choice is presented as an after the 

purchase of typical items. The producer provides customers with the guarantee that the product of 

theirs might be improved once the latest items become available. Therefore, consumers would not 

need to buy a brand new product to benefit from new functions or new advances. Taking into 

consideration the brand new designs possibilities, we considered 2 upgrades: 

1. Near item cost to regular appliances;   

2. Good Brand Image applications.  

 

The regular warranty is suggested as a standard after-sales service, with no renewable qualities.  

 

Originating from a managerial viewpoint, at present, counterfeit apparels are of such good quality 

that it is hard for people to determine phoney products. Manufacturers and retailers of original brands 
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must create distinctive and innovative designs and characteristics that are difficult and costly to 

imitate. Manufacturers and retailers of original brands must market these differences among the 

original brands of theirs and counterfeits. These ad strategies might highlight reliability, quality, 

public lift and useful life related to authentic models. Results demonstrated that buyers buy 

counterfeits of original makes to get status advantages. The people that cannot afford initial apparel 

manufacturers resort to counterfeits to fulfil the status of their urges. Thus, dissemination of brand 

provides immense affordability to the customers that buy counterfeits of the initial brand. In order to 

store the condition picture of the initial manufacturer, the image of it is transferred to the disseminated 

models.  

 

This enables the customers to gain the status advantages of the first manufacturer with affordability 

and without harming the worth of the original manufacturer by buying it is counterfeit. The 

manufacturers and retailers of original brands are able to emphasize on embarrassment and 

humiliation that a customer may need to face due to counterfeit purchasing. Doing this would assist 

makers and retailers of authentic makes to ward off counterfeiting in lands in which anti-

counterfeiting mechanisms are immature or perhaps not correctly applied.  
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