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Abstract 

 
In seeking to expand our understanding of fashion brands this study examines the relationship 
between personal characteristics and fashion brands, focusing particularly on the effect of 
susceptibility to interpersonal influence on status consumption tendencies and attributing 
status, value and purchase intent to specific brands.  Data were gathered via a self-
administered survey of young people in a between subjects design for two fashion brands.  
The results indicate that individuals who are susceptible to interpersonal influence are likely 
also to be status conscious and those who were susceptible to interpersonal influence and 
status conscious ascribed greater status to the focal brands in the study and perceived them to 
have higher value and purchase intention than those who were less susceptible to influence 
and not as status conscious. 
 
Introduction 
 
How different people and groups are drawn into and attached to fashion is an important 
social, as well as marketing issue.  There is growing recognition that strong brand names in 
fashion marketing are valuable assets, particularly, in a context of growing globalisation; 
heightened competition and increasing differentiation (Lim and O’Cass, 2001) in fashion, 
particularly so, when a brand is positioned on status.   Mason (1981) argued that people 
express themselves through consumption in a myriad of ways and in this context, products 
and brands have the ability to communicate messages to others, in that product styles 
determine how consumers who own a particular product are perceived by others (Holman, 
1981; Solomon, 1983). The role that interpersonal influence from reference groups and 
significant others plays is important in defining status and the products and brands that are 
ascribed status.   Status conscious consumers appear to be more socially aware and more 
interested in social relationships (Kilsheimer, 1993).  As such, a prominent feature of the 
status consumer focusing on social relationship formation revolves around their susceptibility 
to interpersonal influence.   
 
Brands that have characteristics that provide status can provide entry into groups and allow 
consumers to fit in by portraying a particular image.  At times reference group influence can 
have a powerful impact of relationship formation when the individual ascribes the brand as 
their own, to making it a part of their self-identity to forming a personal relationship with the 
brand.  In effect reference group influence identifies a socially aware individual and it appears 
that those who are prone to interpersonal influence are also conscious of status.  As such it is 
hypothesised that: 
H1: Susceptibility to interpersonal influence will influence status consumption. 

 
Examination of the fashion market shows that specific brands of fashion are overtly 
positioned to maintain exclusivity, to communicate prestige, status and users role position 
(Zinkhan and Prenshaw, 1994).  However, the desire for status is not exclusive to the wealthy 
(Mason, 1992; Ram 1994; Underwood, 1994) and outward symbols of status are meaningful 
to both the wealthy and those of modest means (Basanko, 1995).  The implication is that 
consumers at every class level have desires to consume for status purposes.  Fashion designer 
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Tommy Hilfiger states that, “many of these people (kids from the ghettos and typical poverty 
areas) would rather have a Rolex than a home” (cited in Levine, 1997, p.144).  In saying this, 
it must be recognised that status symbols vary depending on class, as different classes or 
groups will hold different ideals of status symbols and whom, they take their cues from.  It 
has been argued that clothing styles and the fashions that influence them over time are in 
effect similar to a code.  Further, that the difficulty of understanding fashion in all its vagaries 
is a lack of knowledge of the unconscious symbolisms that attach to forms, colours, textures 
and other elements (Davis, 1994).  There is potential for consumers to prefer those status 
products that symbolically represent a prestigious position within their social group and as 
brands are seen as important in creating individual identity, a sense of achievement and status 
for consumers it is hypothesised that: 
H2a: Status consumption tendencies will influence the status ascribed to specific brands. 
H2b: Susceptibility to interpersonal influence will effect the status ascribed to specific 
brands. 
 
The arguments above lead to the view that the status ascribed to brands influences 
preferences, value and ultimate purchase intention of specific brands.  The focus on brand 
value and purchase intention is both managerially and theoretically valuable.  Such a focus 
has been seen in prior studies using Asian contexts for example, by Leong (2000), who 
focused on the purchase intent of younger consumers.  Also, it has been argued that marketers 
have for sometime now regarded intention as the most accurate predictor of purchase 
behaviour (Morwitz and Schmittlein, 1992; Pecotich, Pressley and Roth, 1996).  Whereas 
value is more in tune with an overall rating of a brand compared to other brands in a 
consumer’s evoked set.  Such that we would expect slight differences in perceived value and 
intent across consumers and between consumers for specific brands within a product class.  
As such it is hypothesised that: 
H3a: Status consumption tendencies will influence the perceived value of a brand. 
H3b: The perceived status of a brand will influence its perceived value. 
 
Jacoby and Olson (1977) argued that price is an objective external characteristic that 
consumers perceive as a stimulus, and has both objective external properties and subjective 
internal representations that are derived from the perceptions of price, resulting in some 
meaning to consumers.  It can be inferred that perceptions of the same price may be different 
across consumers.   Cooper (1969) argued that because consumers generally have a price 
range that they will pay for any product, they will refrain from purchasing it at a price they 
perceive to be too high, or too low (that is outside their price range).  The challenge for 
marketers then, is to identify the price bands for their brands that are held by consumers, as 
these price bands determine a consumer’s perception of value towards the product, which in 
turn directly influences consumers’ purchase intentions.  As such it is hypothesised that: 
H4a: The perceived status of a brand will effect its purchase intention. 
H4b: The perceived value of a brand will effect its purchase intention. 
 
Research Design 
 
The study was based on the development and administration of a self-completed survey by 
people aged 18 to 25. The survey measured respondents’ status consumption tendencies via 
seven items adapted from Eastman, Goldsmith and Flynn (1999), reference group influence 
(normative) via seven items adapted from Bearden, Netemeyer and Teel (1989) and 
evaluation of the brand’s status via seven items adapted from Eastman et al (1999) and 
O’Cass and Frost (2002) focusing on the specific brand stimuli.  Price perception focusing on 
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perceived value was measured via three items adapted from Dodds, et al (1991) and purchase 
intention was measured via three items tapping the respondent’s belief in their potential to 
buy the brand in the future, specifically developed for this study. All items were measured via 
6-point Likert-type statements from strongly agree – strongly disagree. Clothing and 
sunglasses were chosen as the two product categories within the broader fashion category. 
Data were collected via a convenience sample of 18-25 year old students, and in total 153 
surveys, were obtained for 2 status brands, Clavin Klein and Oakley.   
 
The scales were tested via exploratory factor analysis using principle components and 
reliability estimates. The factor structures indicated all items loaded onto their respective 
constructs and reliabilities were all above accepted levels and those of the original scales. The 
analysis of status consumption indicated a two-factor structure, which explained 71.2% of the 
variance explained and good reliability at .86.  Status consumption was also measured at the 
specific brand level, which in effect measures the status ascribed to the specific brands. The 
two factors in status ascribed to the specific brand explained 86.3% of the variance and had 
high levels of reliability at .92.  Susceptibility to interpersonal influence revealed two-factors, 
the factor labeled normative accounted for 60.4% of the variance within the construct and had 
a high level of reliability at .89. Unlike Bearden et al’s study which focused on both 
components labeled ‘normative’ and ‘informative’, this research focuses on normative 
influence which was more relevant to status consumption and fashion as it taps impression 
creation, approval and achieving a sense of belonging.  
 
Results for Hypotheses H1 to H4 
 
Given the formulation of the proposed relationships in the hypotheses and sample size it was 
decided to use Partial Least Squares to analyse the data. A systematic examination of a 
number of fit indices for predictive relevance of the model is necessary (O'Cass, 2001) 
including, R2, AVA and regression loadings.  The average variance accounted (AVA) for, in 
the endogenous variables was .33 and the individual R2s were greater than the recommended 
.10 (Falk and Miller, 1992) for all of the predicted variables as indicated in Table 1.  As all of 
these R2 estimates were larger than the recommended levels it is appropriate and informative 
to examine the significance of the paths associated with these variables.  A reasonable 
criterion for evaluating the significance of the individual paths is the absolute value of the 
product of the path coefficient and the appropriate correlation coefficient (Falk & Miller, 
1992). As paths are estimates of the standardized regression weights this produces an index of 
the variance in an endogenous variable explained by that particular path and 1.5% of the 
variance is recommended as the cut off point. 
 
The results of the inner model results in Table 1 indicate all the paths exceed the variance 
criterion and the bootstrap critical ratios are of the appropriate size (greater than 1.96 < .05). 
Therefore, hypotheses H1, H2a, H2b, H3a, H3b, H4a and H4b are supported. The data, 
suggests that than individuals susceptibility to interpersonal influence does impact on their 
status consumption tendencies.  Also that both interpersonal influence and status consumption 
tendencies impact on the status ascribed to a brand.  Further, both status consumption and the 
status ascribed to a brand influences the brand value and the brands status and brand value 
influence purchase intention.   
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Table 1 Partial Least Squares Results  
 

Predicted variables Predictor variables Hyp Path Path 
Variance  

R2 Critical 
ratio 

Status consumption  Reference group influence H1 .50 .249 .25 8.01 
Status of brand Status consumption  H2a .27 .122  2.78 
 Interpersonal influence H2b .36 .177 .30 3.30 
Brand value Status consumption  H3a .20 .066  2.80 
 Status of brand H3b .31 .121 .19 4.43 
Purchase intention Status of brand H4a .34 .192  5.40 
 Brand value H4b .58 .41 .60 9.40 
AVA      .33  
 
Discussion 

 
The effect of susceptibility to interpersonal influence (normative) on status consumption was 
an important focus of this study.  The existence of a significant positive effect occurred 
between status consumption and susceptibility to interpersonal influence indicating that 
certain status products may be used for image portrayal to provide entry into certain groups or 
to fit into different situations. It would appear that if a person were status-conscious, then they 
would typically be individuals who are susceptible to the interpersonal influence of others.  
Further, in the context of specific brands Shermach’s (1997) notion that people use brands for 
social acceptance is consistent with this study, which shows how group affiliation can be 
enhanced or promoted and one can be identified through use of particular product via 
interpersonal influence. Similarly the view that consumers’ social networks, the influence of 
reference groups and popular taste determine the desire for status was supported.  The 
findings also indicated that those brands marketed as status brands, were perceived by 
respondents to be of high status.   Such brand associations allow improved social standing and 
image. Conceptually, consumers should show greater interest in deliberately displaying 
brands that signal status as opposed to those that are lower in price, prestige and perhaps 
quality. This implies that the level of perceived status influences the choice of brands chosen 
for status consumption. This is also consistent with Onkvisit and Shaw (1987) who suggested 
that socially desirable products such as status-laden brand names are seen as encouraging 
public consumption over those that have low social desirability and low status.  What is also 
evident in the findings is that when a brand is ascribed status it is also perceived to hold 
significant value, increasing the strength of intention to purchase it.  Therefore, if marketers 
are targeting segments via appeals of either inflating the ego, displaying status portrayal, then 
it is advised that the brand be articulated as being heavily status-laden, i.e. carrying the 
superior qualities and distinguishing characteristics that make it a status symbol. These 
attributes would include having: symbolic characteristics, standards of excellence in their 
field, positive brand image and identity, superior quality, ‘snob’ appeal, luxurious features, 
exclusivity, being associated with desired social groups or elite, high priced and success 
related.   
 
A student sample is adequate for this study, as its objective was not to provide point and 
interval estimates of population parameters (Calder, Phillips and Tybout, 1981). Hence, 
generalisation of the specific results of this study is neither intended nor implied, beyond 
those fitting the sample’s profile.  Although limitations exist with student samples they have 
been argued to be more fashion conscious and image orientated, as well as being up with the 
latest ‘fad’ in status brands (Beaudoin et al., 1998).  
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It is hoped that this study provides some imputes to research examining the role of status 
consumption in explaining fashion consumption behaviour.  With increasing globalisation 
there is a pressing need for exploration of research across different countries, as the same 
brand can be perceived to have different meanings, symbols and value across different 
nationalities. Not only do countries differ by culture, history, geography and language but also 
in the way consumers perceive products and brands (Domzal and Ungal, 1987; Lim and 
O’Cass, 2001; Quelch, 1999). Many factors contribute to the differences between markets, 
regions and countries around the world and it would be valuable to discover the exact nature 
of these factors in combination with status consumption and conspicuous consumption. The 
impetus for future research in this area could stem from the initial work of Eastman et al. 
(1997) and Marcoux, Filitrault and Cheron (1997) who researched the Polish, American, 
Chinese and Mexican markets, and Lim and O’Cass (2001) who studied young Singaporeans, 
as well as this study which researched a predominantly Australian market.  It is also widely 
recognised that Australia has a multi-cultural society, including those born in Australia, 
immigrants and naturalised citizens. Therefore, future research is recommended to examine 
the levels of status consumption and related brand associations across different countries and 
cultures.  Future research could also examine different brand associations or variables 
associated with status consumption. For example, country-of-origin, media use, lifestyles, 
values, brand personalities and alternative consumption relevant concepts could all 
realistically be tested to yield further insight into status consumption and conspicuous 
consumption. Marketing practitioners and academics would benefit from understanding the 
plethora of brand associations that may be discovered to be the strongest predictors of status 
consumption and conspicuous consumption tendencies. 
 
There is perhaps no single issue that consistently dominates the modern psyche as much as 
fashion, in that it not only forms an important part of everyday consumption decisions, but is 
also a central component of almost all daily events, particularly the clothes we wear, how we 
communicate through them and think about them.  This study has gone some way to show 
that in reality, fashion may not be the creation of powerful persuaders, but a normal outcome 
of dynamic social interactions between individuals and groups within a culture, that creates 
shifts in the style and tastes of individuals and groups through ascribing status to products and 
brands.  The suspicion that status-laden brands would be chosen for status consumption was 
confirmed and that the influence of others in this process is important was also shown. This 
insight broadens our understanding of what in effect are fashion conscious consumers driven 
by a strong need for status, lived through specific brands of status products. These consumers 
are a prime target for a plethora of products and brands so long as they are inherently laden 
with the ability to communicate status to others and/or are congruent with the user’s image. 
With this knowledge marketers are better equipped to improve marketing strategies and 
accurately identify key variables, which will induce desire, purchase. However, to conclude 
with the words expressed by a teenager in Davis (1994) “The poorer kids want to look rich, 
and the richer kids want to look poor (p 60).   What this study shows is that the clothes 
individual’s wear, and indeed even how they wear their clothes tells us much about their 
status and group dynamics.  It tells even more about the role of specific product types and 
brands that allow and aid this to happen. 

ANZMAC 2002 Conference Proceedings 3375



References 
 
Bansanko, D., 1995. The Kinder, Gentler, Richer American. American Demographics. 17 (1), 
46. 
 
Bearden, W.O., Netemeyer, R.G and Teel, J.E., 1989. Consumer Susceptibility to 
Interpersonal Influence. Journal of Consumer Research. 15 (March), 473-481. 
 
Beaudoin, P., Moore, M and Goldsmith, R., 1998. Young Fashion Leaders’ and Followers’ 
Attitudes toward American and Imported Apparel. Journal of Product and Brand 
Management. 7 (3), 193-207.  
 
Calder, B.J., Phillips, L.W and Tybout, A., 1981. Designing Research for Application. Journal 
of Consumer Research. 8 (2), 197-208. 
 
Cooper, P., 1969. The Begrudging Index and the Subjective View of Money. In Taylor, B. 
and Wills, G. (Eds.). Pricing Strategy, London: Staples Press Ltd.,122-131. 
 
Davis, F., 1994. Fashion, Culture and Identity. The University of Chicago Press. 
 
Dodds, W., Monroe, K and Grewal, D., 1991. Effects of Price, Brand and Store Information 
on Buyers’ Product Evaluations. Journal of Marketing Research. 28 (3), 307-320. 
 
Domzal, T and Unger, L., 1987. Emerging Positioning Strategies in Global Marketing. The 
Journal of  Consumer Marketing. 4 (4) Fall, 23-40. 
 
Eastman, J,K., Fredenberger, B., Campbell, D and Calvert, S., 1997. The Relationship 
between Status Consumption and Materialism: A Cross-Cultural Comparison of Chinese, 
Mexican and American students. Journal of Marketing Theory and Practice. 5 (1), 52-66. 
 
Eastman, J.K., Goldsmith, R.E and Flynn, L.R., 1999. Status Consumption in Consumer 
Behaviour: Scale Development and Validation. Journal of Marketing Theory and Practice. 7 
(3), 41-51. 
 
Falk, R. F. and Miller, N. B.,1992. A Primer for Soft Modeling. Akron, OH: University of 
Akron Press. 
 
Goldsmith, R,E., Flynn, L,R and Eastman, J,K., 1996. Status Consumption and Fashion 
Behaviour: An Exploratory Study. Association of Marketing Theory and Practice 
Proceedings, 309-316. 
 
Holman, R.M., 1981. Product use as Communication: A fresh look at a venerable topic. In 
Enis, B.M and Roering, K.J., (Eds.). Review of Marketing, Chicago: American Marketing 
Association, 106-119. 
 
Jacoby, J. and Olson, J.C., 1977. Consumer Response to Price: An Attitudinal Information 
Processing Perspective. In Wind, Y. and Greenberg, M., (Eds.). Moving Ahead in Attitude 
Research, Chicago, IL: American Marketing Association, 73-86. 
 

ANZMAC 2002 Conference Proceedings 3376



Kilsheimer, J.C., 1993. Status Consumption: The Development and Implications of a Scale 
Measuring the Motivation to Consume for Status, A Dissertation submitted to the Marketing 
Faculty at Florida State University. 
 
Kim, J., 1998. Assessing the Causal Relationship among Materialism, Reference Group and 
Conspicuous Consumption of Korean Adolescents. Consumer Interests Annual. 44, 155-156. 
 
Leong, S., 2000. Modernity and the Singaporean Adolescent. Psychology and 
Marketing.17(9), 783-798. 
 
Levine, J., 1997. Badass Sells. Forbes (April 21) 
 
Lim, K and O’Cass, A., 2001. Consumer Brand Classifications: An assessment of Culture-of-
Origin versus Country-of-Origin. Journal of Product and Brand Management. 10,2, 120-136. 
 
Marcoux, J.S., Filiatrault, P and Cheron, E., 1997. The Attitudes Underlying Preferences of 
Young Urban Educated Polish Consumers Towards Products Made in Western Countries.  
Journal of International Consumer Marketing. 9 (4), 5-29. 
 
Mason, R.S., 1981. Conspicuous Consumption: A Study of Exceptional Consumer 
Behaviour.St. Martin’s Press, New York. 
 
Mason, R.S., 1992. Modeling the Demand for Status Goods, Working Paper, Department of 
Business and Management Studies, University of Salford, UK. 
 
Morwitz, V and Schmittlein, D., 1992. Using segmentation to Improve Sales forecasts Based 
on Purchase Intent: Which Intenders’ Actually Buy? Journal of Marketing Research. XXIX 
(4), 391-405. 
 
O’Cass, A and Frost, H., 2002. Status Brands: Examining the Effects of Non-Product Related 
Brand Associations on Status and Conspicuous Consumption. Journal of Product & Brand 
Management. 11(2), 67-88. 
 
O’Cass, A., 2001. Consumer Self-Monitoring, Materialism and Involvement in Fashion 
Clothing. Australasian Marketing Journal. 9, 1, 46-60. 
 
Onkvisit, J and Shaw, J., 1987. Self-Concept and Image Congruence: some research and 
managerial implications. Journal of Consumer Marketing. 4 (1), 13-23. 
 
Pecotich, A., Pressley, M. and Roth, D., 1996. The Impact of Country-of-Origin in the Retail 
Service Context. Journal of Retailing and Consumer Services. 3 (4), 213-224. 
 
Quelch, J., 1999. Global Brands: Taking Stock. Business Strategy Review. 10 (1), 1-14. 
 
Ram, J., 1994. Luxury Goods Firms find a Haven in Asia. Asian Business. 30 (July), 52-53. 
 
Shermach, K., 1997. What consumers wish brand mangers knew. Marketing News, 31 (12, 
June 9). 
 

ANZMAC 2002 Conference Proceedings 3377



Solomon, M.R., 1983. The Role of Products as Social Stimuli: A Symbolic Interactionism 
Perspective. Journal of Consumer Research. 10, 319-329. 
 
Underwood, E., 1994. Luxury’s Tide Turns. Brandweek. 35 (March 7), p.18-22. 
 
Zinkhan, G.M and Prenshaw, P.J., 1994. Good Life Images and Brand Name Associations: 
Evidence from Asia, America and Europe. Advances in Consumer Research. 21, 496-500. 

 
 
 

 
 

ANZMAC 2002 Conference Proceedings 3378

View publication statsView publication stats

https://www.researchgate.net/publication/29452905

	Aron O’Cass, Griffith University
	Hmily Frost, Calmar Brunton Research
	
	Abstract
	Research Design
	Results for Hypotheses H1 to H4



