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Abstract

This research is to understand luxury consumption values for luxury consumers. The aims of this study is to
identify their luxury consumption values and the effects of the values on the perceived acquisition value. This study
also divided data into two groups according to the difference between reservation price and actual price; positive
reservation price group, negative reservation price group, and analyzed the effects of the values on the perceived
acquisition value between two groups. In this study, we used structural models equation and results presented that
the conceptual model was a good fit to the data. The empirical results suggested four dimensions of luxury
consumption values; symbolic value, innovative design value, quality value and origin value. There were positively
significant effects of symbolic value and quality value on the perceived acquisition value. The effects of innovative
design value on the acquisition value was significantly negative. Two groups categorized by reservation price
depicted the differences on effect levels of symbolic value, innovative design value, and quality value on the
acquisition value perception.

Key words: luxury consumption value( g £8[7}3)), perceived acquisition value(Z5713] X2}, reservation
price(7-5712).
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