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Abstract

Marketers are increasingly focusing on creating a unique strategy for marketing luxury goods through the
concept of “new luxury” characterized by affordability, accessibility, and mass-market replication. As a result,
masstige marketing has emerged as a pivotal concept in this arena. The primary aim of this study was to
investigate the influence of consumer perception factors—specifically perceived prestige value and perceived
product quality—on the intention to purchase masstige products. Additionally, the study explored the mediating
role of masstige product attributes in this context. Methodologically, this research was applied in purpose and
descriptive-survey in nature. The statistical population included customers of Dorsa Leather Company in
Mashhad with a sample of 384 individuals selected through non-probability sampling. Data were gathered via an
18-item questionnaire, which was tested for validity and reliability. The analysis was performed using Structural
Equation Modeling (SEM) with Amos software. The findings indicated support for all research hypotheses:
perceived prestige value directly influenced the intention to purchase masstige products, perceived product
quality exerted a direct effect on purchase intention, and masstige product attributes served as partial mediators
between consumer perception factors and purchase intentions.
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Introduction

In the rapidly evolving landscape of marketing, particularly within emerging markets characterized by mass
consumption, the strategy of mass marketing has attained significant importance (Chebbi et al., 2015). The
marketing domain increasingly views mass marketing as a viable alternative to traditional brand equity
strategies. However, research into mass marketing remains sparse (Chatterjee et al., 2023). While it is widely
believed that mass marketing represents a forthcoming paradigm shift in brand management literature, there is a
pressing need for deeper scholarly exploration of this strategy. Scholars argue that mass marketing has yet to
evolve into a comprehensive theoretical framework with its various dimensions—including their effects on
purchase intention—still inadequately examined (Kumar et al., 2020).

The mechanisms underlying mass marketing primarily revolve around the simultaneous provision of prestige
and quality. Accordingly, within the conceptual framework adopted for this study, the prestige and quality
associated with masstige products were viewed as influential factors affecting purchase intentions. Consumer
perceptions of prestige value and quality value in luxury products were crucial determinants in luxury marketing
strategies. Furthermore, characteristics of luxury products—namely, uniqueness, functionality, and price—
played a pivotal role in enhancing marketing efforts aimed at increasing purchase intention (Vaheed &
Batacharia, 2025). These factors were fundamental mechanisms that shaped consumer purchasing behavior in
the realm of luxury marketing.

As a developing country, Iran hosts a significant middle class comprised of university-educated individuals
with moderate income levels. This demographic aspires to access high-quality, prestigious products but often
finds luxury brands financially out of reach. Consequently, this creates a unique marketing opportunity for
luxury brand suppliers. However, in a context where the middle class seeks well-known brand products at
affordable prices, existing literature offers limited insights. The research gap in domestic studies is particularly
pronounced; as of the commencement of this study, only one relevant article had been published in Persian
(Qaderi & Ghobadi, 2013), highlighting the substantial gap in masstige research in Iran and underscoring the
disconnection between academic inquiry and the needs of domestic businesses.

Moreover, it is essential to differentiate between customer perceptions of masstige products and luxury
products, a distinction this study aimed to explore. Accordingly, the research questions guiding this investigation
were as follows:

1. How do consumer perceptions of prestige value and product quality influence the characteristics of
masstige products?

2. In what ways do the characteristics of masstige products (including functionality, uniqueness, and price)
affect consumer purchase intentions?

3. Do the characteristics of masstige products mediate the relationship between consumer perception and
purchase intention?

By addressing these questions, this study sought to enhance our understanding of potential consumer
perceptions of masstige products through an analysis of their various characteristics.

Materials & Methods

This study was applied in purpose and employed a descriptive survey-analytical methodology. The statistical
population consisted of customers from Dorsa Leather Company with a geographical focus on the city of
Mashhad. Due to the impracticality of reaching all target customers, a sample of 384 individuals was determined
by using the Morgan table for an indefinite population. Participants were selected through a non-probability
sampling method; specifically, customers visiting the stores in person were invited to complete the questionnaire
following the researcher’s presence in the branches.

The questionnaire designed to measure the variables was adapted from Chatterjee et al. (2023). The variables
of prestige value and perceived product quality were each assessed by using five items, while masstige product
features were evaluated with 3 items and purchase intention was measured with 6 items. The face validity of the
questionnaire was validated through expert reviews and structural validity was assessed using confirmatory
factor analysis. Reliability was determined through Cronbach’s alpha. Finally, the model was tested via
confirmatory factor analysis by using Amos software.
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Research Findings

Before statistically estimating the model, we assessed the significance of the factor loadings for the observed
variables to ensure the construct validity of the questionnaire. This assessment was conducted using
Confirmatory Factor Analysis (CFA). A single-factor model was estimated for all research constructs and the
first-order coefficients of this model were analyzed. The reported fit indices confirmed the validity of the
estimated factor model and its parameters and coefficients were deemed reliable. The software indicated that the
significance levels for the factor loadings of all questionnaire items were below the accepted threshold of 0.05
with critical ratios exceeding 1.96, thus affirming the construct validity of the questionnaire.

The convergent validity of the questionnaire variables was assessed using the Average Variance Extracted
(AVE) index. An AVE value of greater than 0.50 was considered ideal. As shown in Table 4, all variables fell
within this ideal range, confirming the convergent validity of the questionnaire constructs. Reliability was
evaluated using Cronbach's alpha coefficient; with reliability coefficients for all 4 research variables exceeding
0.80, the reliability of the research data was deemed fully satisfactory.

To evaluate the fit of structural models, several indices were utilized and categorized into absolute, relative,
and summary indices. Researchers typically employed a selection of fit indices that collectively represented the
model's overall fit. Table 5 presented the fit indices utilized in this study with all indices falling within either the
ideal or acceptable range. Therefore, the suitability of the structural model in relation to the collected data was
confirmed. Based on these results, all direct and indirect hypotheses of the research were supported.

Discussion of Results & Conclusion

Compared to domestic research, there was a greater volume of international studies focusing on masstige product
quality. For instance, Zaheer et al. (2023) demonstrated a significant relationship between perceived product
quality and the intention to purchase masstige products among online consumers. Similarly, Das et al. (2021)
reached a comparable conclusion within the context of masstige fashion items. The findings from these foreign
studies (Chatterjee et al., 2023; Zaheer et al., 2023; Das et al., 2021) align with the results of the present study.

Overall, the empirical literature underscored an indirect relationship between components of consumer
perception and purchase intention. Specifically, as consumers’ perceptions of both tangible (quality) and
intangible (prestige) attributes of masstige products strengthened, their mental processes more effectively
supported the mediating role of product attributes. In this study, results indicated that masstige product features
significantly facilitated the impact of consumer perception on the intention to purchase Dorsa leather products.

A noteworthy finding was that the mediation coefficient for masstige product features related to perceived
prestige value was more than twice that for product quality. This suggested that while product quality was a
broad marketing variable, prestige value served as a more specific and impactful factor within the realm of
masstige marketing. The results confirmed that perceived prestige value significantly influenced the intention to
purchase Dorsa leather products. Based on these findings, it is recommended that company managers take steps
to enhance the prestige value of their products through strategies such as:

e Promoting the enhancement of consumer credit through the purchase of masstige products

e Associating product prestige with brand positioning and elevated social status

e Cultivating the belief that acquiring masstige products boosts social credibility

e Highlighting consumers’ sense of pride in owning masstige products in branding efforts

¢ Investing in product uniqueness and personalization to enhance performance and increase purchase intention

The study also confirmed the direct impact of perceived product quality on purchase intention. As a result,
managers were encouraged to enhance the competitiveness of masstige products in relation to luxury goods,
particularly in terms of quality. Recommended actions include:

¢ Providing information on product usage along with its high-quality attributes

e Reducing customers’ price sensitivity through awareness-raising advertisements, encouraging them to
focus less on the price—quality relationship during decision-making

e Emphasizing the uniqueness of masstige products as a key quality component

e Strengthening consumer confidence in the superior quality of masstige products compared to luxury
alternatives
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Additionally, the mediating role of masstige product features in the relationship between perceived prestige
value and purchase intention was confirmed. Therefore, managers should strive to establish a balanced approach
among functionality, uniqueness, and price, thereby reinforcing the mediation effect. They should also ground
the prestige value of their products in these components to ensure that product attributes effectively convey a
significant portion of the prestige influence on purchase intention.

Moreover, product attributes mediated the relationship between perceived product quality and purchase
intention. Consequently, marketing managers at Dorsa Leather Company should integrate product attributes with
quality across various marketing channels, such as advertising and packaging, to enhance consumers’ overall
perception of quality and the attributes of their products.

In comparing the mediation effects, the study found that the mediating role of product attributes concerning
perceived prestige value was greater than that for perceived product quality. Therefore, marketing managers
should prioritize the social prestige of products over their quality in masstige marketing strategies. Advertising
initiatives should particularly highlight product functionality and uniqueness to strengthen the influence of
prestige value on purchase intention.

Masstige product features were investigated as a mediating variable. Future researchers are encouraged to
examine functionality, uniqueness, and price as distinct mediating variables, comparing their individual effects
to ascertain their relative importance for Dorsa brand products. In this study, the mediating role of masstige
product features related to perceived prestige value was particularly prominent. Therefore, subsequent studies
should test the conceptual model in various contexts, such as different masstige product categories, to further
elucidate the mediating role of product attributes. While this research focused on customers of a consumer
masstige product (Dorsa Leather), future investigations could also explore capital masstige products, such as
home appliances, and compare the findings to those of the present study.
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Figure 1- Conceptual research model
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Table 2- Descriptive statistics of variables and their correlations
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Table 4 - Summary of the results of the data reliability review
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Figure 2- Estimated structural model
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Table 5- Fit indices for the structural model
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Table 6- Summary of the results of testing the research hypotheses
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