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Abstract of Thesis

The p.urpose of this study is to assess the status consumption propensity in emerging markets
consumers. One important motivating force that influences a wide range of consumer’s
behavior is the desire to gain status or social prestige from the achievement of consumption of
goods. More often than not, individuals purchase expensive and luxury goods to display their
social standing. In addition, individuals purchase status products to fulfil their substantial
requirements and support their group identity.

The first aspects involve studying how the status consumption tendency of consumer in
emerging markets is negatively influenced by five individual traits: self-control, self-
actualization, religiosity, future orientation and self-efficacy. I measured the importance of
certain smartphone products attributes to use conjoint experiment. And the data collected from
500 Bangladeshi consumers. The result revealed three segments with members that differ in
how they evaluate smartphone product attributes. Those susceptible to a product’s brand name
(i.e., status seekers) appear to have low self-control, are less religious and are more myopic.
Secondly, we demonstrate financial behavior for status seeking purpose of consumers in
emerging markets. We examine the role of psychographic variables (i.e., lifestyle, brand
loyalty, personality) and demographic variables (i.e., age, income, education, family size,
occupation) in influencing such behavior. We conducted a survey to collect data from 447
Indonesian consumers and employed a probit model analysis to measure the effect of the

variables. The results revealed that the effect of psychographic and demographic variables




varies depending on financial product types (i.e., housing loan, car loan, and motorbike loan).
While saving is positively associated with the use of car loans, it is negatively associated with
the use of motorbike loans. The findings could be useful for marketers selling a financial

product to improve market segmentation and target their offerings more efficiently.
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