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Abstract
The millennials are an important cohort in luxury market, because of their purchasing power and the power of
social media interaction. However, little is known about factors underlying their attitudes toward luxury fashion
brands and online purchase intentions. This study explores whether materialism, a need for uniqueness,
susceptibility to informative influence, and social media usage affect millennials’ attitudes toward luxury fashion
brands and online purchase intentions. In addition, this research examines cross-cultural differences between
Russian and Korean millennials based on four cultural dimensions of Hofstede’s model. The results indicated
that all factors significantly related to attitudes towards luxury brands, and this, in turn, positively effect on
online purchase intentions. Moreover, the results indicated that millennials from Korea and Russia pursue a need
for uniqueness, some differences were revealed regarding materialism, susceptibility to informative influence
and social media usage. Theoretical and practical implications are further discussed.
Keywords: luxury fashion brands, millennials, materialism, need for uniqueness, susceptibility to informative
influence, social media usage
1. Introduction
The millennials are an important generational group of consumers who purchase luxury online and therefore to
determine their attitude to luxury has become an important subject for this study. Moreover, the millennials have
different attitudes compared to other groups. They are very savvy in the usage of new technologies and they are
more concerned in online behavior like online shopping (Klapilova, 2016) where their purchasing rate is ranked
to be the highest (Dhanapal et al., 2015).
With the increasing purchases of luxury brands online by millennials, it has become highly necessary to
understand factors underlying millennials’ attitudes toward luxury fashion brands from a cross-cultural context.
There are a lot of studies about millennials’ attitudes toward luxury brands from U.S (Beaudoin et al., 2003),
China (Zhan and He, 2012), Brazil (Gil et al., 2012), but there is no study relating to South Korea and Russia.
There are several reasons why we chose to compare these two countries. First, South Korea and Russia are both
fast-growing luxury markets and are the biggest ecommerce markets in the world. The luxury market in Korea is
very sizable and has good growth opportunities. In 2016, amounting to the US$11 billion, luxury supplies
represent 3% of the worldwide luxury goods market and it is ranked the fourth highest growing luxury supplies
market next to India, Malaysia and Indonesia (Luxury Society, 2017). The luxury market in Russia is roughly at
€3.5 billion which already comprises 1.4% of luxury worldwide sales (Contactlab, Exane BNP Paribas, 2016).
Moreover, South Korea and Russia are in top ten of the biggest ecommerce markets in the world, with annual
sales of US$37 billion and US$20, respectively (business.com, 2017). Second, South Korea and Russia are
culturally different countries. To date, no research has yet been found to explore factors driving attitudes toward
luxury fashion brands within two countries, Russia and South Korea.
Using social comparison and social impact theories, this study describes conformity (materialism, susceptibility
to informative influence, social media usage) and nonconformity (need for uniqueness) behaviors driving
millennials’ attitudes toward luxury brands across cultures. Social comparison and social impact theories
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underpinning a theoretical model of current research because they suggest that people interact, compare
themselves with others and form their attitude through social impact and comparison (Festinger, 1954; Latane,
1981).
Prior studies have investigated many various factors driving attitudes toward luxury brands, including the need
for uniqueness (Gentina et al., 2015; Bian and Forsythe, 2012), materialism (Gil et al., 2012; Kim et al., 2012),
susceptibility to influence (Gentina et al., 2015; Zhan and He, 2012), brand consciousness (Zhang and Kim,
2013), self-monitoring (Bian and Forsythe, 2012), experiential needs (Kim et al., 2012), social media usage
(Kamal et al., 2013); but, there is a gap in the literature to taken four factors (materialism, need for uniqueness,
susceptibility to informative influence, social media usage) together as influencing factors affecting attitudes
toward luxury goods in the context of cross-cultural.
Therefore, the aim of this research is to simultaneously explore four influencing factors - materialism, need for
uniqueness, susceptibility to informative influence, social media usage – that act as independent variables of
millennials’ attitudes toward brands of luxury fashion and online buying intentions. Moreover, this study is
designed to examine whether there are cross-cultural differences in four aforementioned factors.
This paper contributes to prior literature in two important ways. First, this research is offering a framework that
shows how four factors simultaneously affect millennials’ attitudes concerning luxury brands and its online
purchase intentions. Second, the findings will enable marketers of luxury fashion brands to understand
cross-cultural differences in influencing factors driving millennials’ attitude about luxury fashion goods and
develop appropriate strategies that would increase the sales among this target group online.
2. Theoretical Background and Hypotheses
2.1 Materialism
Materialism is defined as a personality-like character of people who view possessions as necessary to their
identities and lives (Belk, 1984). An increase usage of luxury goods is due to the high materialism which is led
by growing need for sophisticated possessions. Thus, recent studies demonstrate impact of materialism on
attitude and purchase intention towards luxury within online and offline contexts (Kamal et al., 2013; Park et al.,
2007; Gil et al., 2012; Kim et al., 2012; Prendergast and Wong, 2003).
Richins (1994) suggests that highly materialistic individuals tend to give more importance on expensive and
publicly displayed ownership objects, which represents social status and success. They are anxious with their
living status judgment which tend them to compare more both cognitive and affective contexts with others (Atay
et al., 2009). Social Comparison Theory connotes that in order to establish social status; people tend to compare
their own material acquisitions with the possession of significant others (Chan and Prendergast, 2008). This
theory provides a crucial grounding for understanding the effect of materialism on millennials’ attitudes toward
luxury brands. Millennials are more materialistic, status-seeking and are more prone to social comparison than
previous generations. Based upon the aforementioned arguments, this research hypothesizes:
H1: The higher the need for materialism leads to have more positive millennials’ attitude toward luxury brands.
2.2 Need for Uniqueness
The need for uniqueness is the need of a person to convey his/her uniqueness from others – to be dissimilar and
not “just another face in the crowd” (Fromkin, 1972; Snyder and Fromkin, 1980). This study builds on social
comparison theory to lead individuals compare themselves with others to satisfy the need for being different.
Clients look for the improvement of their both personal and social images by using the status meanings of the
goods they buy. This indicates that categories of goods, brands, and styles are utilized to fulfilling clients’ need
for uniqueness. In order to identify their characteristics and to establish unique identities, individuals buy luxury
brands as what they own defines them (Belk, 1988). Because luxury brands are naturally in short supply due to
their high price and limited distribution leading to have uniqueness context (Snyder and Fromkin, 1980;
Vigneron and Johnson, 2004). Thus, consumers with high needs for uniqueness prefer unique brands (Tian and
McKenzie, 2001) and have a more likely behavior concerning a good with a first-class price (Woodside, 2012).
Based upon the arguments above, this research hypothesizes:
H2: The higher the need for uniqueness leads to have more positive millennials’ attitude toward luxury brands.
2.3 Susceptibility to Informative Influence
The current study based on social impact and social comparison theories to explain the effect of susceptibility to
informative influences on millennials’ attitude concerning luxury brands. Susceptibility to informative influence
is the inclination to examine peers, search for information from them and accept it as honest and realistic for
70

http://ibr.ccsenet.org

International Business Research

Vol. 12, No. 6; 2019

making sound decisions (Mishra et al., 2017; Bearden et al., 1989). In online environments, information can be
collected from others, manufacturer or retailer and neutral or third party (Chen et al., 2016). Millennials get
information regarding fashion selections from their peers, brands on social media and even from famous
celebrities. These recommendations can help them to develop brand attitudes. Moreover, as millennials post their
item ratings, reviews and online experiences (Bedard and Tolmie, 2018) they are often well-informed on items
that being bought by others. As was found in prior studies, susceptibility to informative influence can be highly
impactful in decision-making processes and it has a significant effect on attitude toward the brand (Gentina et al.,
2016; Chen et al., 2016). Based upon the arguments above, this research hypothesizes:
H3: The higher the need for susceptibility to informative influence leads to have more positive millennials’
attitude toward luxury brands.
2.4 Social Media Usage
Social media usage has primarily changed the buyers’ platform, and for brands to keep up with the trend, they
are required to become accustomed without delay to both changing consumer attitudes and advancing
technologies. Previous studies show measuring social media usage has two dimensions. First dimension
comprises the types of actions such as contributing, sharing, consuming, searching, participating while the
second dimension covers usage intensity such as frequency and duration (Bolton et al., 2013). The current study
investigates social media usage through types of activities. As intensity of social media use increases, the main
goal for luxury brands’ engagement with social media is the appeal of luxury among millennials.
Through the lens of social comparison and social impact theories, this study attempts to explore the association
between social media usage and millennials’ attitude toward luxury brands. Social Impact Theory states that
social influence affects changes in behavior and beliefs of persons after having interaction with other people
(Cialdini and Trost, 1998; Cialdini and Goldstein, 2004). As social media gives users access with their friends
and others, they tend to do comparison which will result to increased usage of social media (Chu et al., 2013),
and thus, through this comparison individuals can develop their attitudes toward brands. Due to social networks,
millennials are connected with each other’s and comments/reviews of their peers related to decision-making are
vital to them.
Millennials’ usage of social media is becoming a vital factor in decision-making process. Previous studies have
shown positive relationships between millennial’s social media usage and buying intention concerning luxury
items (Chu and Kamal, 2011), attitudes towards social media advertising (Kamal et al., 2013). Jin (2012)
claimed that consumers who were overwhelmed with a well-known Facebook page of the luxury item showed
positive attitudes concerning a luxury item, and this has been considered as one of the factors of customers’
intention to use Facebook for online shopping and explore this network before doing a final purchase. Hence,
this research hypothesizes:
H4: The higher the social media usage leads to have more positive millennials’ attitude towards luxury fashion
brands.
2.5 Attitude and Online Purchase Intention
Fishbein and Ajzen (1975) asserted that attitudes can be explained as a cultivated inclination to react in a
consistently favorable or unfavorable ways with respect to a certain thing. The cognitive hierarchy framework of
Homer and Kahle (1988) suggests that favorable actions are the result of attitude. This has been supported in
recent studies indicating a positive connection between attitude and intention (Ha and Janda, 2012), and is
further explained by Ajzen and Fishbein (1980) in their Theory of Reasoned Action. According to this
framework, a person’s behavioral actions rely on his or her attitude concerning the subjective norms and actions
related with behavior (Fishbein and Ajzen, 1975). In line with past research maintaining that the positive
association between attitude and intention (Bian, 2010; Dabholkar and Bagozzi, 2002; Sheppard et al., 1988),
this study hypothesizes that:
H5: Attitude towards luxury fashion brands is positively related to online purchase intention.
2.6 Cultural Differences
Cultural differences affect consumers’ attitudes and behaviors (Aaker, 2000). The South Korea and Russia were
chosen for this research as these two countries ranked similar in consumption of luxury fashion brands but differ
in national culture. To further explain cross-cultural differences, the Hofstede model of national culture was used.
This model claims that national culture portrays the norms, values and beliefs that are present within the people
of a self-governing country (Schein, 2010; Hofstede et al. 2010). This study selected four dimensions of
Hofstede’s (2001) model of national culture: masculinity, individualism, power distance and uncertainty
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avoidance. All these four dimensions were coupled with materialism, need for uniqueness, susceptibility to
informative influence and social media usage.
Materialism is closely related with masculinity. Ogden and Cheng (2011) pointed out that masculinity is related
with the aspect of success and high degree of materialism. Zinkhan and Prenshaw (1994) state that high level of
masculinity is representing importance of an achievement, money and material things, growth and performance.
This implies that individuals belonging to high masculinity culture evaluate material possessions more than those
belonging to low masculinity culture. According Hofstede’s (2001) model (Table 1), Koreans have higher
masculinity scores than Russians. Yoon (2003) has asserted that Korean people since 1995 particularly the
younger generations have been profiled materialistic. They consider money as the status symbol for success and
giving much importance on acquiring luxury items which they can boast to others. De Mooij (2004) has added
that luxury brands represent the individual’s material success and this is more prevalent on the people from the
masculine cultures than the feminine cultures. Based on Hofstede’s (2001) model and the arguments above, this
research hypothesizes:
H6: Korean millennials will demonstrate a higher materialism than Russian millennials.
There is congruence between need for uniqueness and individualism. Traditionally, collectivistic or eastern
culture has been known to have different luxury goods purchase behavior from individualistic or western
societies (Nancy and Aaron, 1998). Collectivists are more inclined to the interpersonal - oriented construal of
personality; their emphasis is on the perceptions of the public and outer personality in buying luxury brands. On
the other hand, individualistic customers buy luxury items for satisfaction and personal wants as they give high
importance on their self-independence (Lee et al., 2014). But aspects of individualism and collectivism can also
be different in a culturally similar society (Oyserman et al., 2002). According to Hofstede (2001) scores (Table
1), Russia is collectivistic country, but at the same time, Russians do not give up their interests (Naumov and
Petrovskaya, 2010) and prefer to avoid similarity regarding purchasing of luxury goods (Kaufmann et al., 2012).
Based on Hofstede’s model and arguments above, this research hypothesizes:
H7: Russian millennials will demonstrate a higher need for uniqueness than Korean millennials.
There is compatibility between susceptibility to informative influence and power distance. Susceptibility to
informative influence, explains that people are not really having an inclination to look for and accept information
from individualistic orientation but from their interpersonal sources (Mourali et al., 2005) and power distance
was more expected to have an impact on interpersonal sources’ usage than individualism-collectivism (Dawar et
al., 1996). Lam et al., (2009) claimed that individuals in high-power distance cultures are more involved in
getting information than people in low-power distance cultures. According to Hofstede’s (2001) index (Table 1),
Russia represents high power distance scores than Korea, and would therefore show a higher tendency towards
susceptibility to informative influence. Based on the above discussion, this research hypothesizes:
H8: Russian millennials will demonstrate a higher susceptibility to informative influence than Korean
millennials.
Finally, social media usage is associated with uncertainty avoidance. Dadgar et al., (2017) have asserted that
people whose uncertainty avoidance is high will utilize social media to search for more information to lessen
uncertainty and difficulty and concluded that the higher degree of uncertainty avoidance will lead to more social
media usage. Hudson et al., (2015) indicate that if uncertainty of avoidance is high, individuals tend to lessen the
risks by doing constant social communications while if there is a low uncertainty avoidance, this behavior is not
that much prevalent. Moreover, members who belong to high uncertainty avoidance group are more expected to
be inclined in the details from legit and knowledgeable sources on social media. On the contrary, people from
the lower uncertainty avoidance tend to focus more into wider references of opinions and ideas (Lin et al., 2017).
With the growing demand to acquire reliable information related with luxury fashion items of the millennials,
social media can be considered as a beneficial tool for them to search for details, since this platform has the
ability to generate quick connection between the clients and brands (Li and Mousseaux, 2013). According to
Hofstede’s (2001) model (Table 1), South Korea has lower uncertainty avoidance scores than Russia.
Consequently, based on Hofstede’s model and arguments above, this research hypothesizes:
H9: Russian millennials will demonstrate a higher social media usage than Korean millennials.
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Table 1. Hofstede’s scores for Russia and South Korea
Hofstede national culture dimensions
Power distance
Russia
93
South Korea
60

Uncertainty avoidance
95
85

Individualism
39
18

Masculinity
36
39

3. Method
3.1 Data Collection
This study was focused on handbags as this category still make up the bulk of global luxury purchases and
remained the top category sold online (Bain and Company, 2017). A pre-test was conducted to choose the brands
for this research. The top ten luxury brands for handbags were obtained from Brand Finance’s (2017) Global 500
report and the bestseller product with price ranges for each luxury brand were shown to 15 millennials in Korea
and Russia. Participants were asked to rate brands according to the familiarity. Finally, 5 luxury brands for
handbags (Louis Vuitton, Gucci, Coach, Prada, Chanel) were chosen and used for this study.
An online survey was performed as main test to analyze the hypotheses. The survey was first produced in
Russian and was later translated to Korean and then back-translated into Russian by a bilingual person. In order
to confirm the accuracy of the translation the author was cross-checked the original and back-translated versions.
A total of 300 Russian and 301 Korean millennials be involved in the research from September to November
2018. Data in South Korea was selected through true research portal Dooit survey while data in Russia by
posting the survey link on Facebook group pages. (Table 2) presents the demographic profile of respondents.
Table 2. Profiles of respondents.
Characteristic

Frequency (%)
Russia(N=300)

Gender
Male
Female
Age
20-29
30-39
Monthly Income Level
Less than 2000USD
2001-4000USD
More than 4001USD
Education
High school
College
University
Occupation
Student
Businessman
Employee
Other
How much do you spend on luxury goods online per one time?
Less than 1000USD
1001-4000USD
More than 4001USD
How often do you purchase luxury goods online in a year?
Once
2 times
More than 3 times

Korea(N=301)

82(27.3%)
218(72.7%)

84(27.9%)
217(72.1%)

143(47.7%)
157(52.3%)

97(32.2%)
204(67.8%)

171(57.0%)
119(39.7%)
10(3.3%)

86(28.6%)
147(48.8%)
68(22.6%)

1(0.3%)
78(26.0%)
221(73.7%)

43(14.3%)
46(15.3%)
212(70.4%)

95(31.7%)
42(14.0%)
122(40.7%)
41(13.7%)

26(8.6%)
21(7.0%)
192(63.8%)
62(20.6%)

204(68.0%)
88(29.3%)
8(2.7%)

165(54.8%)
122(40.5%)
14(4.7%)

122(40.7%)
114(38.0%)
64(21.3%)

151(50.2%)
105(34.9%)
45(15.0%)

Percentage of female respondents was high, with more than 70% in Russia and South Korea. As for age group,
the dominant group of the respondents was between 20-29 (47.7%) in Russia, and 30-39 (67.8%) in South Korea.
Concerning the monthly income level, the biggest group had less than 2000USD (57%) for the Russian sample,
and 2001-4000USD (48.8%) for the South Korean sample. The Russian and Korean samples present a high level
of education, with more than 70% obtaining university degree. In terms of occupation, the majority of the
respondents, in both countries, were employee. The Russian and Korean respondents spend less than 1000USD
on luxury goods online per one time, with 68% and 54.8%, respectively. Moreover, almost more than half of the
Russian and Korean respondents purchase luxury goods online once a year.
The collected data were analyzed using the AMOS 24.0 program for SEM analysis to examine the impact of
factors on millennials’ attitudes toward luxury fashion brands and online purchase intentions. Moreover,
73

http://ibr.ccsenet.org

International Business Research

Vol. 12, No. 6; 2019

MANOVA analysis were conducted to examine cross-cultural differences.
3.2 Instrument Design
The questionnaire of the research included two sections which started with a screening question to assure that all
participants had experience with purchasing luxury brands online during the past 12 months.
The first section contained questions about consumers’ demographic characteristics such as gender, age, monthly
income level, education, occupation and also included questions about participants’ online purchasing behavior.
The second part consisted 12 statements that ask about factors of luxury fashion brands (materialism, need for
uniqueness, susceptibility to informative influence, and social media usage). Measures for factors were rated on
a seven-point Likert scale, which ranged from 1 being “Strongly Disagree” and 7 being “Strongly Agree”.
Materialism was measured by 3 statements revised from Richins (2004) and Prendergast and Wong (2003).
Statements to measure need for uniqueness were developed from Tian et al., (2001) scale. The measure of
susceptibility to informative influence depended on Bearden at al., (1989) measuring model. Social media usage
was measured using 3 statements adopted from Jin (2012), Wang et al., (2012), and Hughes et al., (2012).
Finally, 6 statements to measure millennials’ attitudes (Spears and Singh, 2004) toward luxury brands and online
purchase intentions (Korzaan, 2003; Lee and Lee, 2015; Summers, 2006) were used in this research.
4. Results
4.1 Measure Reliability and Validity
As a first step, before performing exploratory factor analysis, factorability of data was affirmed. The adequacy of
sampling was tested by the Kaiser-Meyer-Olkin (KMO) (greater than 0.6), while the strength of the relationship
by the Bartlett’s test for sphericity of data (should be significant). According to results, all statements were found
to be appropriate for the exploratory factor analysis (KMO=0.912; Barlett’s test significant, p=.00). An
exploratory factor analysis using principal component method with varimax rotation demonstrated that six
factors illustrating high levels of exploratory power (83.786%). In addition, Cronbach’s alpha values were
greater than 0.7 (Nunnaly, 1978), ranging from 0.85 to 0.93, which suggested high degrees of internal
consistency.
The next step was to analyze confirmatory factor analysis using AMOS 24. Following Hair et al.’s (2009)
criteria for acceptable range (CMIN/df < 3.0, CFI > .90, NFI > .90, TLI > .90, RMSEA < .80) this analysis
demonstrates a good fit for the measurement model (CMIN/df = 2.678, CFI = .978, NFI = .965, TLI = .971,
RMSEA = .053). Three criteria of Fornell and Larcker (1981) were utilized to test convergent validity. 1) The
factor loadings of all statements were more than 0.5, ranging from 0.70 to 0.92; 2) All factors had the average
variance extracted (AVE) higher than 0.50 and composite reliability (CR) higher than 0.70, ranging from 0.63 to
0.82 and from 0.84 to 0.93, respectively (see Table 3); 3) Results of discriminant validity were under the average
amount of variation in the dimensions square root of AVE. The square root of the AVE presented in (Table 4)
were greater than its correlation estimates, confirming discriminant validity.
Table 3. Scale factor loadings
Construct
Materialism
Need
Uniqueness

for

Susceptibility to
Inform. Influence
Social
Media
Usage
Attitude
Online Purchase
Intention

Items
MAT1
MAT2
MAT3
NFU1
NFU2
NFU3
SII1
SII2
SII3
SMU1
SMU2
SMU3
AT1
AT2
AT3
OPI1
OPI2
OPI3

Factor loadings
0.85
0.87
0.81
0.84
0.91
0.70
0.90
0.92
0.84
0.89
0.90
0.91
0.85
0.85
0.82
0.92
0.91
0.89

Cronbach ɑ
0.88

AVE
0.63

CR
0.84

0.85

0.66

0.85

0.92

0.77

0.91

0.92

0.77

0.91

0.88

0.73

0.89

0.93

0.82

0.93

Notes. AVE=average variance extracted; CR=composite reliability
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Table 4. Discriminant validity analysis
Variable
MAT
NFU
SII
SMU
ATT
OPI

MAT
0.793
0.418
0.565
0.691
0.640
0.583

NFU

SII

SMU

ATT

OPI

0.812
0.515
0.478
0.493
0.359

0.877
0.663
0.618
0.431

0.877
0.618
0.609

0.854
0.584

0.906

Notes. ***Correlation is significant at the 0.001 level.
Bolded diagonal elements are the square root of AVE.
4.2 Hypotheses Testing
As a first step, a structural model using the robust maximum likelihood estimation method was tested to analyze
the relationships among variables demonstrated by H1 -H5. The structural model indicated an acceptable fit to
the data: CMIN/df = 2.854, CFI = .976, NFI = .964, TLI = .967, RMSEA = .056. The results provided support
for the following hypothesized relationships: materialism (H1: t = 7.37, p < .001), need for uniqueness (H2: t =
3.79, p < .001), susceptibility to informative influence (H3: t = 4.21, p < .001), social media usage (H4: t = 3.64,
p < .001) and attitude. The findings also supported for the existence of positive association between attitude and
online purchase intention (H5: t = 14.26, p < .001). (see Table 5).
Table 5. Summary of hypotheses tests
Hypotheses
H1: Materialism → Attitude
H2: Need for uniqueness → Attitude
H3: Susceptibility to inform. influence → Attitude
H4: Social media usage → Attitude
H5: Attitude → Online Purchase Intention

Beta
0.29
0.15
0.16
0.15
0.96

t-Value
7.37***
3.79***
4.21***
3.64***
14.26***

Results
Accepted
Accepted
Accepted
Accepted
Accepted

Notes. ***p<0.001
In the second step, a one-way multivariate analysis of variance (MANOVA) for the total set of variables was
conducted to support H6 - H9 regarding cross-cultural differences in factors driving attitudes toward luxury
brands. The independent variable was country (South Korea, Russia) and four dependent variables were used
(materialism, need for uniqueness, susceptibility to informative influence, social media usage). The results of a
one-way MANOVA revealed that the multivariate main effect for country was significant (Wilk’s Lambda =
0.806, F (4, 596) = 35.87, p < .001). The findings further indicated that three univariate F tests (df = 1, 599)
ranged from 8.166 (p < 0.01) for susceptibility to informative influence to 70.510 (p < .001) for materialism,
showing significant differences between countries for each of the three factors. However, no significant
difference was detected for the two countries in need for uniqueness.
To evaluate H6 – H9 hypotheses, the scores of the both countries using four cultural dimensions of Hofstede’s
(2001) cultural index and mean scores using MANOVA technique were analyzed.
Hypothesis 6 predicted that Korean millennials would demonstrate a higher materialism than Russian millennials.
Based on Hofstede’s scores, Korea is more masculine than Russia which would be suggesting a higher
materialism for Korean sample. However, on the basis of MANOVA mean scores, Russian millennials scored a
higher mean (M = 0.325) than Korean millennials (M = - 0.324). Therefore, Hypothesis 6 was not supported.
Hypothesis 7 proposed that Russian millennials would demonstrate a higher need for uniqueness than Korean
millennials. Nevertheless, Russian millennials and South Korean millennials did not differ in need for
uniqueness. This can be explained by the fact that millennials are more individualistic in nature and need for
uniqueness is universally significant among them. Thus, Hypothesis 7 was not supported.
Hypothesis 8 suggested that Russian millennials would demonstrate a higher susceptibility to informative
influence than Korean millennials. Russia has more power distance than Korea, and consequently Russian
millennials demonstrated higher mean scores (M = 0.116) for susceptibility to informative influence in
comparison with mean scores of Korean millennials (M = - 0.117), supporting Hypothesis 8.
Hypothesis 9 expected that Russian millennials would demonstrate a higher social media usage than Korean
millennials. Russia demonstrated to be a more uncertainty avoidance country than Korea, thus Russian
millennials had a higher mean (M = 0.274) for social media usage as compared to Korea mean scores (M = 0.273), validating Hypothesis 9 (see Table 6).
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Table 6. Summary of MANOVA results
Dependent variable
Materialism
Need for uniqueness
Susceptibility to informative influence
Social media usage

Mean scores (Standard deviation)
Korea
Russia
-0.324(1.033)
0.325(0.851)
-0.003(0.868)
0.003(1.119)
-0.117(1.193)
0.116(0.745)
-0.273(1.041)
0.274(0.877)

F-value
70.510***
0.006
8.265**
48.050***

Notes. **p<0.01; ***p<0.001
To sum up, the results of a structural equation model (SEM) supported all hypotheses (H1 – H5) and found
t-values significant at p < 0.001. Furthermore, the results of MANOVA analysis supported two hypothesized
relationships (H8, H9), and two hypotheses (H6, H7) were not validated.
5. General discussion
The aim of this research was to examine the effect of materialism, need for uniqueness, susceptibility to
informative influence, social media usage on the millennials’ attitudes toward luxury fashion brands across
countries and its’ impact on online purchase intentions.
Drawing on the Social Comparison Theory, Social Impact Theory and Theory of Reasoned Action, the findings
showing that four factors significantly impact on attitudes towards luxury brands, and this, in turn, positively
effect on online purchase intentions. From the theoretical point of view, the findings of this research contribute
to consumer attitude literature by analyzing four factors together that seem to be valuable concept. In addition to
the theoretical point of view, the results bear significant practical implication for luxury managers by showing
that materialism is the strongest factor leading to positive millennials’ attitudes toward luxury brands. Luxury
managers should devote more attention to strategies focusing on materialism. For instance, marketing strategies
utilizing hedonic appeals can be beneficial.
Further, cross-cultural differences were examined to compare millennials’ behaviors across countries. Russia and
South Korea are culturally different countries were chosen for comparison. By using cultural dimensions of
Hofstede’s (2001) model as a framework, four cultural dimensions (masculinity, individualism, power distance
and uncertainty avoidance) were linked with four factors (materialism, need for uniqueness, susceptibility to
informative influence and social media usage) in this study. The findings show that relative to Korean
millennials, Russian millennials demonstrate higher susceptibility to informative influence and social media
usage behaviors. However, the findings that Korean millennials demonstrate a higher materialism than Russian
millennials were not supported. These unexpected findings can be explained by the fact that statistics do not
always demonstrate the real picture of a country or culture. For example, Russia can be very materialistic and
would be described as more masculine culture (Stoll, 2010). Due to the lack of research regarding millennials’
behaviors and attitudes toward luxury brands in Russia, these findings make significant contribution to existing
literature. From the practical point of view, luxury managers aiming to reach Russian millennials need to
increase efforts to emphasize status of their brands.
In addition, findings from the present research show that need for uniqueness is evaluated similarly by
millennials of Russia and South Korea. Two reasons for these unexpected findings may provide additional
insight to the cross-cultural studies on consumer behavior among millennial generation. First, millennials around
the world attach great importance to uniqueness and desire to look different from others by possessing exclusive
luxury brands. Second, according to Hofstede (2001), Russia is similar to the South Korea in being
collectivistic-oriented country, where priority is given to the goals of the collective over personal goals (Lee and
Kacen, 2008). However, due to globalization, collectivist cultures may adopt some components of individualism
without changing their collectivist nature (Brewer and Chen, 2007). In line with previous conclusions (Bian and
Forsythe, 2012; Cha and Kwon, 2018), this study also expands research by providing results that millennials
from Korea and Russia (collectivistic societies) pursue a need for uniqueness (individualistic element).
Considering practical implication, luxury managers should take into consideration consumers’ need for
uniqueness when targeting millennials, regardless of national culture.
From the practical point of view, the findings provide significant considerations for luxury managers in terms of
development of positive attitude strategies among Russian and Korean millennials. Specifically, managers of
luxury brands need to adapt content of online store, depending on clients’ country of origin through identifying
IP address. In addition, luxury managers should be aware that development of positive attitudes among
millennials can emerge from distinct social and individual behaviors based on culture. For instance, for
millennials from high power distance and uncertainty avoidance countries (e.g. Russia) luxury managers should
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invest additional resources to social media use, social media strategies, investing in influencers, offering
exclusive promotions (Bedard and Tolmie, 2018) and comprehensive information. Luxury companies could
benefit by facilitating interactions between company and consumers through including a hyperlink on their
website with consumers’ trial experiences, assessment of their brands and ratings (Bei et al., 2004; Chen et al.,
2016; Dellarocas, 2003). In addition, facilitating dialogue among consumers through creating more interesting or
informed communities (chat room, forum, blogs) (Armstrong and Hagel, 2000) can be beneficial for luxury
companies. To encourage millennials, luxury managers can offer rewards to users who create content for sharing
information about brand. Thus, luxury managers need to be aware that millennials use social media and
informational influences more in high power distance and high uncertainty avoidance countries, such as Russia.
In sum, the understanding of millennials’ behaviors may help luxury managers better segment their markets and
direct marketing strategies accordingly.
A number of limitations in this study deserve consideration. First, as this study used cross-sectional design that
can be condemned for not demonstrating causality (Echambadi et al., 2006), future research should utilize
experimental or longitudinal design in order to reinforce the causal association between factors. Second, the
factors in this study refers to the social and individual behaviors. Other psychological traits such as value
consciousness (Zhan and He, 2012) and self-congruity (Liu et al., 2012) can be investigated in the future studies.
Third, this study compared two different cultures, Russia and South Korea. In order to enhance credibility of the
results, future research should replicate the same framework for reflecting wider demographic segments in more
individualistic cultures, such as USA or UK.
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