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ABSTRACT

Customer playing the three distinct roles of uggyer and buyer differ in their intention towardsyimg a
product, some purchase for need, while some puecloeighe want of status, status seeking consuarerthose who give
much importance to the non functional attributeshef product such as beauty, attractiveness, bswaial comparison,
prestige etc than the functional attributes. Cacommmon means of transport is bought by people myy &or the
transportation purpose, it is also bought for camnfonvenience, fun, prestige/status. Analysisasfconsumer behavior
gains its own importance for manufacturers by kmmwihe actual preference, attitude of the consurardstrying to
satisfy them and make the best profit out of iteThotive of this research is to analyze one of tiwst important
consumer behaviors with regards to car that iSthéus seeking consumer behavior. Analysis is d@atiethe intention to
learn the opinions, beliefs of status seeking bielneand also the perceived benefits of the behabjothe respondents
with regards to car. The respondents are the sdl@eople of both the government and private sécet@oimbatore who
owns car and they are chosen by the simple randonpling technique with a sample size of 172.0ne WADVA,
Correlation and Z test were performed for the datalysis. The findings tell that there is a sigifit difference between
different age groups and gender with regards taiopj belief and perceived benefits about statusemption and there
is no significant difference between different imm groups with regards to opinions, beliefs andgeed benefits and
also the respondents wish to have an unique kinthofather than an imitated one. Respondents ddbgnk car as a

motivating factor while they believe that owningar is a sign of independence and power.
KEYWORDS: Status Seeking, Opinions, Beliefs, Perceived Benef
INTRODUCTION

Status seeker is a person who is always lookingnfrove the social standing beyond what is readenab
fitting by acquiring more desirable possession&inta extravagant vacations, joining exclusive oigations and
cultivating new and advantageous social connecfiomsder to impress others. A person who is riet bkes to show it,
just for social status, The most influential facéanong social motives for consumer shopping andhasing decision is
the enveloping desire for social status (Amaldos8ath 2005); The desire for better social status lma an important
motive for choosing car as a means of transpor. fhirory of status consumption is used to undedséaad measure an
individual's tendency to purchase goods and sesvioe the status afforded by the products owner¢Bgstman and
Goldsmith 1999). The extent to which an individseéks status will influence the extent to whictyttisplay and engage
in the consumption of status symbols (Eastman asldsgnith 1999). Independent of both income andadadass, Mason

(1992) found significant levels of status consumptin communities throughout the world where thefulmess of
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products is measured in terms of the social adgentheir purchase offered. Veblen (1994 [1899])gssts those
individuals who outwardly display wealth are reweddwith preferential treatment by social conta®ecent status
consumption research supports Veblen’s notion adutidividual's social networks largely determinatsts consumption,
with status-conscious consumers more socially aaademore interested in social relationships. Staaeking consumers
overlook the excessive nature of status produatalse of the honour these products intrinsicallg laad the reputability
associated with ownership (Mason 1992). Consunuefayt have come to regard their possessions a®pHremselves
and their identity (Belk 1988). To a large degrbey define themselves by what they have and pss3és continual
consumption and acquisition of material possessattesnpts to differentiate consumers from othe@nireffort to develop
a distinctive self and social image. So status exesedre those who concentrate more on the nonidumadtattributes of the
product. Byrne (1999) highlights the perceptiont titv@ acquisition of material goods is one of ttrergest measures of
social success and status, indicating that peogllevmore likely to purchase and display goodmtlervices to show off

their success and status.
Need for the Study

Car, once a premium good is a commonly used goaskttays and the varieties, brand, technologireyations
in the car keeps on increasing which means theaegi®at need for the manufacturers and markefetedour wheeler
segment to know the consumer’s intention and tke ptayed by the consumers to keep on performimgistently in the
market. Car is not only purchased for transpontagiarpose but also for gaining a kind of statusnftbe society, so it is
really meaningful to make a research study of thtus seeking behaviour with regards to car, tesearch helped in
knowing the opinions, beliefs and the consumersgieed benefits about the car which is needed byufa&turers and

marketers and thereby ultimately it will try toisét the four wheeler consumers.
Statement of the Problem

The level of consumer status seeking behaviourliated to the importance of the different values tfee

consumer. A study is conducted in Coimbatore, Inaliexplore the profile of consumers and the stateking behaviour.
Objectives of the Study

e To analyse the opinion about status seeking cawuoption with regards to gender, age and income.

» To analyse the perceived benefits of status sealdngonsumers with regards to gender, age andni@co
Hypothesis

* Hgs-There is no significant difference among gendehwegards to opinions about status seeking.

* Hg,-There is no significant difference among gendehwegards to perceived benefits about status sgeki

» Hoes-There is no significant difference between différege groups with regards to opinions about stse&ing.

* HosThere is no significant difference between différage groups with regards to perceived benefituab

status seeking.

* Hos-There is no significant difference between différencome groups with regards to opinions aboutusta

seeking.

* HoeThere is no significant difference between différancome groups with regards to perceived benafitsut

status seeking.
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REVIEW OF LITERATURE

Chelsey Latteri (et al.,) (2001) analyzed the Gencofisumers (consumers who born from early 1980’s
to late 1990’s) need for uniqueness and statusucopison of Haute Couture brands and found thatdjadgments have
strongest and significant effect on the purchasenitions and it differs according to the type ohsmers need for

uniqueness and reveals status seeking consumersrarerned with their peers and use brands to gofresr messages

O’Cass Aron and Frost Himly (2002) assessed thatioelship of brand associations with consumer bielnav
They hypothesized young consumers status consumasiovell as conspicuous consumption tendenciearttsra brand
and their relationship towards the brands famtlasymbolic characteristics, congruency betweeantirimage and self
image and positive feelings towards the brand. Tdisy hypothesized the difference existing betwiberperceived status
of specific clothing brands and specific sun gladseands. Linear regression was conducted to heseffect of brand
familiarity, symbolic characteristics, self and mhdaimage congruency and positive brand feeling tatus and
conspicuous consumption and they found that theist significant difference between the brands eied status and

brands symbolic characteristics.

Paurav Shukla (2010) focused on three antecedéstatas consumption social psychological anteceémnand
roots, situational roots between British and Indiansumers and found that British consumers apgligls consumption
to achieve social benefits, show esteem and osi@mtehavior, while Indians generally applied ssatonsumption to
show off, while British consumers were importardffected by roots than the Indian consumers aralfalsnd that status
consumption among Indian consumers is highly depeindn social occasions. Indian consumers are suseeptible to
informational, interpersonal influences and Ind@msumers being collectivist in nature increasiriglyk for fitting in

behavior, therefore their consumption is highlyelegent on social cues and acceptance.

Ranjbarian Bahram (et al.,) (2011) analyzed theatimiship between the Iranian University Students
ethnocentrism with five consumption variables asdnfr uniqueness, consumer susceptibility to peesonal influence,
Role relaxed consumption, attention to social caispa information and status consumption from 72Rents of
university of Isfahan and the results indicatedt tbansumer need for uniqueness, role relaxed copisoim status
consumption, attention to social comparison infdiom are all negatively related to ethnocentrismt bansumer
susceptibility is positively related to ethnocesitni They have also found out that the Iranian cmess, especially the
young ones, dramatically tend to use the foreigrdpcts for the sake of prestige/status and theyirooed that status

consumption is negatively related to consumer etentism.
RESEARCH METHODOLOGY

The research is based on the primary data througklladesigned questionnaire and was administene?50
respondents. Out of the 250 questionnaires, 1723tigmaaires were completely responded. The ardgaeoftudy is in
Coimbatore city, India and the salaried people @hlthe government and private sector was chosethéostudy. Five
point likert scale was used to measure the itengstha questionnaire is divided into two parts, émeknowing the
opinions and beliefs and the second to know thegdezd benefits of the status seeking consumerglvewitems were
taken into consideration to measure the opiniomaastatus seeking consumption, all those twebkmst were undergone
a reliability test and the cronbach’s alpha wastbto be .798. Eight items were taken into consiti@n to measure the
perceived benefits and all those eight items waréetgone a reliability test and the cronbach’s alplas found to
be .661. Simple random sampling technique was fagecbllecting the data. One way ANOVA and corriglatand z test

were used to analyze the data for giving meanirgfisver to the stated hypothesis
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Data Analysis and Interpretation

Table 1: Status Seeking Consumers Opinion towardsat

Item Scales Mean Star]dqrd

Deviation
It is always good to buy a reputed branded car 3.17 1.451
It is a great idea to buy an imitated version &f litxury branded car 2.89 1.344
buying a second hand luxury car is a great idea 3.35 1.322
it is a great idea to purchase a car which is bgemiost of the friends/colleagues 3.34 1.374
It is very important to check the promotions/adigemnents of the car before purchasin 3.32 1.367
a car is a product which helps in earning the retspeothers 3.42 1.494
possessing the same car for more than 5 yrs isasbohing factor 3.61 1.370
owning an unigque kind of car is something very gec 3.66 1.290
showing off/bragging about the car to friends/cadjees is a cool idea 3.55 1.303
it is really exciting to be the owner of the car 3.43 1.342
it is natural to make a comparison that someoreg’sschetter than the other 3.36 1.371
it is better to consult friends/colleagues aboatdar before purchasing it 3.44 1.432

The above Table (1) indicates that the respondeists to purchase an unique kind of car (mean val366)
rather than an imitated one (mean value 2.89) @daspondents think that it is a boring factopassess the same car for

more than five years (mean value — 3.61).

Table 2: Perceived Benefits among Status Seeking @umption

Item Scales Mean S.td'.
Deviation

owning a car gives an independent and powerfuirfgel 3.86 1.369
buying an used car which looks closer to a newgihiproject an image that the pers 355 1317
is a owner of a new car ' '

driving an imported car is really a royal experienc 3.52 1.353
It is a matter of pride and pleasure to drive liows car on roads 3.41 1.367
costly car/luxury car actually makes transportatmonch simpler, faster, better 3 3.33 1368
smoother ' '

owning a car helps in getting a life partner/bustdeal 3.37 1.439
possessing a car is a motivating factor to undarp with confidence 2.87 1.419
money helps in bringing happiness through the car 3.45 1.356

From the above Table (2) it can be inferred tha thspondents doesn't think car as a motivatingofac
(mean value -2.87) while they believe that owningaa is a sign of independence and power. (meanevaiB6).
To measure the relationship between the varialteselation test was used. It can be inferred thaete is a strong
positive correlation between the two main factdrthis research study, that is the opinions, belaefd perceived benefits.
The correlation exists between these two variahte8.05 significant level and the Pearson cormhats .714 and the

significance level between these two factors i9(T8ble 3.)

Table 3: Interdependence of the Variables

Monthly |Opinions| Perceived

AR | et Income | Beliefs | Benefits
Pearson Correlation| 1
Age Sig. (2-tailed)
N 172
Pearson Correlation| -.008 1
Gender Sig. (2-tailed) 912
N 172 172
Pearson Correlation| .015 | .146 1
Monthly Income Sig. (2-tailed) .843 | .056
N 172 172 172
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Table 3: Contd.,

Pearson Correlation| .142 | .220" .027 1
Opinions beliefs Sig. (2-tailed) .063 | .004 725
N 172 172 172 172
Pearson Correlation| .198" | .183 034 | 714 1
Perceived benefi Sig. (2-tailed) .009 | .016 .657 .000
N 172 172 172 172 172

**, Correlation is significant at the 0.01 leveHa&iled).
*. Correlation is significant at the 0.05 level tgled).

From this it can be concluded that the two factpimions, beliefs and perceived benefits are imjpethdent on
each other. There is a positive correlation betweg@nions, beliefs and gender, The correlationtexietween these two
variables at 0.05 significant level and the Peaxsmmelation is .220 and the significance leveMzsn these two factors
is .004. From this it can be concluded that the taators opinions, beliefs and gender are interdéest on each other.
There is a positive correlation between perceivetkfits and gender, The correlation exists betweese two variables at
0.05 significant level and the Pearson correlat®nl83 and the significance level between these fators is .016.
From this it can be concluded that both the twddiacperceived benefits and gender are interdem¢raieeach other.
There is a positive correlation between perceivedefits and Age, The correlation exists betweeseheo variables at

0.05 significant level and the Pearson correlaigsoi98 and the significance level between thesefawtors is .009.

TESTING OF HYPOTHESIS

Table 4: Significance of Opinions and Perceived Befits with Regards to
Gender at 5 Percent Significance Value

Hypothesis Statement z Tesb(;ﬁ:lgulated Significance | Result
Hoi-There is no s_ignificant differe_n(_:e -3.0018 0.0027 Rejected
among gender with regards to opinions.

Ho2-There is no significant difference
among gender with regards to perceived -2.44 0.0147 Rejected
benefits

The z test made for the two samples (male and Bnradicate that there is a significant differeincéhe opinion
and perceived benefits about status seeking cortsammelated to gender. 0.0027 is the significanakie about opinion
related to gender and 0.0147 is the significandeevabout perceived benefits which tells that thisr@ significant
difference between male and female with regardspioions as well as Perceived Benefits, both thalpes which is

below .05 proves that there lies a differencehedfitst and second null hypothesis is rejected.

Table 5: Results of ANOVA TEST

Hypothesis Statement F Tesbgﬁlgulated Significance | Result

H_03-There is no signifigant difference b_et_vveen 4.80 001 Rejected
different age groups with regards to opinions
Hos-There is no significant difference between
different age groups with regards to perceived 6.583 .000 Rejected
benefits
I(;|.O5-Ther_e is no significant. difference betwggn 064 938 Accepted

ifferent income groups with regards to opinions
Hos-There is no significant difference betwegn
different income groups with regards to perceived 115 .892 Accepted
benefits

It is inferred from the above table that there Aesignificant difference between different ageugowith
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regards to opinions and Perceived benefits, whidedpinions and perceived benefits remains the sadifferent income

groups are taken into consideration.
FINDINGS AND DISCUSSIONS

The overall findings tells that there is a stromgerdependence between opinions beliefs and theeiped
benefits, which means the perceived benefits ofcthresumers are based on opinions, beliefs, so #reufacturers and
marketers can proceed very well to frame the bgsirgtrategies by knowing opinions and beliefs ef ctbnsumers to
satisfy them. There is a significant differencewsn and within the different age groups with rdgdo opinions, beliefs
and perceived benefits, and it is high betweenathe group of 55 — 65, so further researches catobhe to know what
makes this particular group to think differentlyhéfe is a significant difference between male amale with regards to
opinions, beliefs as well as Perceived Benefits, s is also an important point to be noted kg itiarketers while the
marketing strategy is framed. While opinions, Hsliand perceived benefits does not differ betwearous income
groups which means that in spite of the incomeesghthe opinions beliefs and perceived benefits nethe same among
consumers. Respondents wish to have a unique Kiodroather than an imitated one. Respondentsnitaink car as a

motivating factor while they believe that owningar is a sign of independence and power.
CONCLUSIONS

Understanding of the consumer behaviour enablear&ater to take marketing decisions which are cdifiga
with its consumer needs. Realizing the importantdoar wheeler industry in the present economiaadion, the
researchers analyzed the opinions beliefs and ipeccéenefits of the four wheeler. It is rightlyicdsayesterday’s luxuries
are today’s necessities. Hence in this digital dijochr is no longer a luxury. The growth in the plagion of India and the
increasing number of middle class consumers hamctttl the attention of car manufacturers and narke
The manufacturers and marketers who study the @mivawf consumers in-depth and cater to their neeils be

successful.
REFERENCES

1. Barkow, Jerome H. (1975), "Prestige and Culture:Bfsocial InterpretationCurrent Anthropology, 16
(December), 553-572.

2. Bearden, William O. and Michael J. Etzel (1982)ef&ence Group Influence on Product and Brand Rsech

Decisions,"Journal of Consumer Research, 9 (September), 183-194.
3. Richard G. Netemeyer; and Mary F. Mobley. Handbobkarketing Scales. Newbury Park: Sage, 1993.

4. Arnold, T. J.,Landry, T. D.and Wood, C. M. 201Brosocial effects in youth from involvement in an

experiential, cause-related marketing evédmtrnal of Marketing Theory & Practice, 18(1):

5. Anderson, J. C. and Gerbing, D. W. 1988. Structacplation modeling in practice: A review and recaanoed
two-step approachRsychological Bulletin,

6. Baron, R. M. and Kenny, D. A.1986. The moderatediator variable distinction in social psychologica

research: Conceptual, strategic, and statistiaadiderationsJournal of Personality and Social Psychology,

7. Ahmed, S.A. and d'Astous, A. (1993), "Cross-natiognaluation of made-in concept using multiple ¢ues

European Journal of Marketing, Vol. 27 No.



Status Seeking Consumers with Reference to Four Waker Owners in Coimbatore City 29
8. Chelsey Latteri (et al.,) (2001), “The Roles of somers need for uniqueness and status consumptiblaute
Couture”, European Journal of Marketing Psychologpl, 34.

9. Ranjbarian Bahram (et al.,) (2011), “Ethnocentreamong Iranian Consumer with different consumptiabits”,

International Journal of marketing studies, vol3@.— 41 pg

10. O’Cass Aron and Frost Himly (2002) , “Status Brard&xamining the effects of non product relatedntdra

associations on status and conspicuous consumpfibe”’journal of product and Brand Management, MoR/3

11. Paurav Shukla (2010), “Status consumption amongisBriand Indian consumers”, International Marketing
Review, Jan 9 2010 Issue.






