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The purpose of this study is to explore the mediating construct of consumers' satisfaction 

in purchasing luxury brand products. Luxury brand products are expensive and often 

belong to the niche market. The market of luxury brand goods is growing rapidly 

worldwide in this era. In general, luxury brand goods represented high quality consumer 

goods that can enhance the reputation of luxury brands. Thus, consumers in a higher 

income group will tend to consider purchasing luxury brand goods as necessities. 

According to Lacroix and Jolibert (2017), the consumption of luxury brand goods has 

increased in recent years. The main objective of this research is to examine the relationship 

between the antecedent variables proposed for this study which include perceived value, 

brand image, brand credibility, brand loyalty and social influence on the motivation to 

purchase the luxury brand goods with consumers' satisfaction acts as a mediating role. 

Marketers constantly ponder whether consumers' purchasing decision to buy luxury brand 

goods can affect their satisfaction level? Thus, this study aims to determine young 

consumers' from higher income earning motivated to purchase luxury brand goods as well 

as understanding their view on their satisfaction. While there has been past research that 

investigated the relationship in purchase intention towards consumable products, but there 

is insufficient past research work done on investigating the mediating effects of consumers' 

satisfaction on such relationship particularly in Malaysian consumers context of purchasing 

luxury brand goods. Quantitative method was applied in this research. Primary data was 

collected through online questionnaire survey distribution. A total of 165 usable 

questionnaires were collected using a snowball sampling method. SPSS statistical was used 

to test the proposed framework. Statistical techniques employed in this study were 

descriptive analysis, reliability and normality test. In addition, PROCESS macro by Hayes 

was done to test the mediating effects of consumers' satisfaction. Finally, Pearson 

correlation analysis and Multiple Linear Regression test was performed to test the 

correlation between variables and its interactive relationship among other variables. The 

analysis confirmed the findings that all variables studied have a significant positive 

relationship with consumers purchase intention of luxury brand products. The results 

showed that consumers' satisfaction served as mediator between the relationship of 

consumers' purchase intention on perceived value, brand image, brand credibility, brand 

loyalty and social influence. Moreover, the findings between consumers' demographic 

analysis and purchase intention towards luxury brand goods revealed that consuming 

expensive goods is not necessarily limited to the wealthy consumers or consumers that 

have a high income. It is critical that marketers are not restricted by earlier statements that 

only consumers who appear to be wealthy, for instance, the person who is able to afford 


