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Abstract

In today's market, luxury brands are adopting innovative strategies that blend high perceived prestige with more
accessible pricing to attract middle-class consumers. This approach stands in clear contrast to the traditional
methods employed by luxury brand owners and has given rise to an emerging field of research known as
"masstige branding" and "masstige marketing", which is increasingly recognized as a distinct branch of luxury
marketing. This study aimed to explore the determinants and outcomes of masstige branding. It was applied in
nature, utilized a quantitative approach, and followed a descriptive-survey methodology. The research was
classified as a cross-sectional study, focusing on the statistical population of Samsung mobile phone users. Data
were collected through a field questionnaire administered to 308 users of this brand. To assess the
questionnaire's validity, content validity, convergent validity, and discriminant validity were employed, while
Composite Reliability (CR) and Cronbach’s alpha coefficient were used to evaluate reliability. Data analysis was
performed using the Partial Least Squares (PLS) method through Smart PLS software. The findings indicated
that determinants—such as brand love, value creation, and perceived uniqueness—had a positive and significant
impact on masstige brand equity. Additionally, masstige brand equity was found to significantly influence brand
happiness, overall brand equity, word-of-mouth communication, brand loyalty, and purchase intention.
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Introduction

In recent decades, the notion of luxury has transformed from an exclusive symbol into a more democratized
concept known as “masstige” or “mass luxury”. This shift arises from the increasing desire of the middle class to
achieve a premium lifestyle while retaining price accessibility. Masstige brands strategically combine luxury
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prestige with affordable pricing, appealing not only to consumers' financial sensibilities, but also to their
emotional connections. This approach has disrupted traditional luxury consumption patterns and introduced new
consumer behaviors. Today's consumers opt for masstige products not solely to convey social status, but to attain
“brand happiness”—a blend of pleasure, satisfaction, and personal distinction. This emotional experience creates
a unique brand equity that surpasses functional product benefits, transforming consumers into loyal brand
advocates. Furthermore, intrinsic motivations—such as the desire for uniqueness, brand love, and value co-
creation—play a crucial role in driving masstige consumption. Despite the rapid growth of these brands,
especially in emerging markets, our understanding of the mechanisms that shape masstige brand value remains
limited. To address this gap, the present study proposed an integrated model that explored the interactive effects
of consumer—brand relationships, key antecedents, and their consequences on masstige brand value. In doing so,
we aimed to fill the existing research voids and provide a more nuanced understanding of this modern luxury
phenomenon.

Materials & Methods

This study was applied in purpose and descriptive-analytical in nature, utilizing a quantitative survey design. The
statistical population consisted of Samsung smartphone users chosen for the brand's prestige, diverse price
offerings, and strong market presence. Given the uncertain population size, an initial sample of 384 was
determined by using Cochran’s formula; however, through convenience sampling at mobile retail centers in
Urmia, a total of 308 valid questionnaires were ultimately collected and analyzed. Data were gathered through a
structured questionnaire containing 44 items on a 5-point Likert scale, assessing constructs, such as brand love, value
co-creation, need for uniqueness, prestige brand value, brand satisfaction, brand loyalty, word-of-mouth, purchase
intention, and brand equity. The validity of the questionnaire was established through content validity (expert review),
convergent validity (using Average Variance Extracted—AVE), and discriminant validity (according to the Fornell-
Larcker criterion). Reliability was evaluated by using Cronbach’s alpha and Composite Reliability (CR) with CR
deemed superior as it accounted for actual factor loadings rather than assuming equal indicator weights. In data
analysis, alongside these psychometric assessments, the study employed key Partial Least Squares Structural Equation
Modeling (PLS-SEM) fit indices: R2R"2R2 to evaluate explanatory power, Q2Q"2Q2 to assess out-of-sample
predictive relevance, and Goodness-of-Fit (GoF) to gauge overall model fit. These metrics collectively ensured a
robust and comprehensive assessment of the structural model’s performance within the PLS framework, thereby
enhancing the statistical validity and theoretical contributions of the research findings.

Research Findings
The analysis of the study revealed several critical results regarding the determinants and outcomes of masstige
brand equity among Samsung smartphone users:

Determinants of Masstige Brand Equity:

1. Brand Love: Strong emotional connections with the brand significantly enhanced masstige brand equity.

2. Value Co-Creation: Active participation in the brand's value creation process led to higher perceived
brand value.

3. Need for Uniqueness: Consumers seeking to express their unique identities through brand choice
positively affected brand equity.

Impact on Key Constructs:

1. Masstige Brand Equity: This construct was positively influenced by the aforementioned determinants
and had significant implications for several behavioral outcomes.

2. Brand Happiness: Higher brand equity correlated with increased brand satisfaction and happiness.

3. Brand Loyalty: Consumers exhibited stronger loyalty towards brands with high masstige value.

4. Word-of-Mouth Communication: Enhanced brand equity led to more positive word-of-mouth behavior
among users.

5. Purchase Intention: The intention to repurchase was found to be notably influenced by masstige brand
equity.

6. Statistical Validation: The study's hypotheses were statistically supported as path coefficients aligned
with expected directions and t-statistics the critical value of 1.96 at the 5% significance level. Reliability and
validity checks, including Cronbach’s alpha and Average Variance Extracted (AVE), confirmed the robustness
of the measurement instruments.

7. Model Fit and Predictive Power: The model demonstrated strong explanatory power (R? values) for
masstige brand value, brand happiness, brand loyalty, and brand equity, while indicating moderate predictive
power for purchase intention and weak power for word-of-mouth. The overall model's goodness-of-fit (GoF)
index of 0.429 indicated a strong fit.
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8. Contributions to Luxury Marketing: The findings emphasized that modern consumers were motivated
by both functional benefits and emotional connections, requiring brands to enhance their identity and
experiential elements to foster loyalty and advocacy.

This comprehensive evaluation signified that masstige brands effectively blended luxury and accessibility,
deeply integrating into consumers' lifestyles and fostering emotional and social ties.

Discussion of Results & Conclusion

The factor analysis results indicated that all item loadings exceeded 0.4 with corresponding t-statistic value of
greater than 1.96, thereby confirming the acceptability of the measurement indicators. Reliability coefficients,
including Cronbach’s alpha and Composite Reliability (CR), for all constructs surpassed 0.7, demonstrating
satisfactory internal consistency. Convergent validity was affirmed as the Average Variance Extracted (AVE)
values were above 0.5. Additionally, discriminant validity was established by using the Fornell-Larcker criterion
as the square root of each construct’s AVE was greater than its correlations with other constructs. The coefficient
of determination (R2R"2R2) revealed strong explanatory power for key endogenous constructs—namely,
masstige brand value, brand happiness, brand loyalty, and brand equity—while purchase intention exhibited
moderate explanatory power and word-of-mouth communication showed weak power. The predictive relevance
of the model was assessed by using the Q2Q"2Q2 statistic, which indicated strong predictive power for most
endogenous constructs, moderate predictive power for purchase intention and brand equity, and weak power for
word-of-mouth communication. Moreover, the overall model fit was evaluated by using the Goodness-of-Fit
(GoF) index, resulting in a value of 0.429, which exceeded the threshold of 0.36 for a strong fit. The 222
effect size was examined to evaluate the substantive impact of exogenous constructs on endogenous constructs
with effects interpreted by using Cohen’s benchmarks (0.02=small, 0.15=medium, 0.25=large). Ultimately, all
hypotheses were statistically supported as path coefficients were positive (aligning with the hypothesized
directions) and their t-statistics exceeded the critical value of 1.96 at the 5% significance level.

This study aimed to develop a comprehensive causal model that explored the antecedents and consequences
of masstige brand value among Samsung smartphone users. The findings revealed that "brand love", "value co-
creation", and "need for uniqueness" significantly enhanced masstige brand value. Specifically, when consumers
established strong emotional connections with a brand, actively co-created value, or used the brand to express
their unique identity, their perceived value of the brand increased substantially. Furthermore, masstige brand
value led to a range of positive behavioral outcomes, including heightened brand satisfaction and "brand
happiness", which in turn fostered brand loyalty, encouraged positive word-of-mouth, and elevated brand equity.
Additionally, masstige brand value directly bolstered repurchase intention as consumers were drawn to such
brands not only for their functional benefits, but also for their ability to provide social distinction and personal
differentiation. Overall, masstige brands occupy a unique position in consumers’ minds by seamlessly blending
luxury prestige with price accessibility, thereby becoming an integral part of their lifestyles. This emotional and
social connection transforms the brand from a mere product into a symbolic extension of the self. Consequently,
brands like Samsung can strengthen their competitive position by reinforcing emotional and identity-based
elements, offering distinctive product designs and prioritizing customer experience. The results emphasized that
modern masstige consumption is driven by both symbolic and experiential motives, necessitating that brands
move beyond mere functionality to cultivate meaningful relationships that enrich consumers' identities. This
integrated approach not only enhances perceived value, but also fosters long-term loyalty and advocacy in an
increasingly competitive market.
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Figure 1: The Research Conceptual Model
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Table 1. Demographic Characteristics of the Sample
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Table 2. Model Fit Indices and Measurement Scales
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Figure 3- Standardized path coefficients (R?) of the structural model
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Table 4. Results of Structural Model Fit with GOF Criterion
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Table 5. Summary of Hypothesis Testing Results at the 0.05 Significance Level
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