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ABSTRACT

Understanding the Indian millennial travelers is vital in providing insights
into their behavior while presenting additional challenges to successfully
targeting different demographic cohorts for luxury products and services.
The present study investigates the factors that define the value
perceptions and attitude of Millennials towards luxury service consumption
in India. The findings revealed social value as an important factor that
influences the attitude of millennial consumers towards purchasing luxury
tourism services. Along with providing a theoretical model for behavior, the
study provides insights into measuring tourist value preferences by
utilizing empirical data within luxury tourism contexts and suggests the
tourism and hospitality business practitioners to make innovations in
product, service management, and marketing to draw the attention of such
a potential segment. Moreover, this study augments the existing
knowledge of luxury value and travel patterns of emerging and potential
consumers while developing a theoretical model to validate and analyze
the luxury service consumption amongst them.

KEYWORDS

Behavioral Intentions; Experiential Values; Luxury Hospitality Service;
Millennials
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1. INTRODUCTION

Consumption of luxury is not restricted to a person's physiological needs but extends
to improving personal characteristics and individualities within the society. The world has
witnessed a considerable drift in the consumption of luxury among consumers from
products towards more or less luxury experiences like tourism, which is growing more
rapidly than luxury goods (Deloitte, 2017). With the increasing trends and more
disposable incomes of the people especially the middle class, the tourists are seen to
look for more comfortable and exclusive holiday experiences and services. Hanzaee and
Sadeghian (2014) considered it as an exclusive aspect of consumer behavior. It involves
all categories of tourists and is not labeled by their level of income or earnings only if they
can afford to buy those luxurious services (Popescu & Olteanu, 2014) and also Dykins
(2016) in her report for Connections and Amadeus IT Group titled "Shaping the Future of
Luxury Travel: Future Traveller Tribes 2030" noted that India's thriving middle-class
population represents an immense potential for investment in luxury travel. Being more
categorical, these are amongst aspiring luxury travelers (who at least hold US$1 million
in their monetary assets).

Horwath HTL’s report supported by International Luxury Travel Market (Horwath HTL’s
report, 2011, p.4) categorizes such luxury travelers as “the candidates who aspire luxury
to a high level of comfort and quality and considers travel with the concept of social status
and luxury services”. They tend to be followers than initiators in their decision for
destination selection”. In contrast to this, millennials are more inclined towards purchasing
ephemeral services and luxury experiences over other tangible products (Falk, 2017;
Seo, Kelleher & Brodie, 2017). Millennials are consumers of the new generation
characterized as confident, team-oriented, and achieving type (Howe, 2006). They
(millennials) are also considered as the generation with high purchasing power and luxury
expenditure style as compare to others like baby boomers (Shin et al., 2017). According

to Richards (2007), Millennials are also amongst frequent and intrepid travelers who crave
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new experiences. Indian Millennial Travellers (IMT) is found in second place next to the
Chinese amongst other Asian Millennial Travellers by Singapore Tourism Board
concerning their spending per trip (Duttagupta, 2015). They are tech-savvy and are
digitally influenced luxury consumers (Deloitte, 2017). They are effortlessly connected to
the global trends (Talreja & Rajagopalan, 2018) and have higher expectations with brands
(CMO.com, 2017). These trends highlight the strategic importance of Millennials in
analyzing the development of affordable luxury markets around the world while presenting
additional challenges to successfully targeting different demographic cohorts for luxury
products and services (Rodrigues & Rodrigues, 2019).

Considering all these concepts in view, the present study is drafted to draw the
theoretical insight into overall luxury service value and travel behavior amongst millennial
consumers in India. Since, most of the studies have been defined with consumption of
tangible luxury goods, like jewelry or cars whereas despite growth in the market since
2005, consumption of luxury tourism and hospitality services have very less been
analyzed or discussed (Mintel, 2010). The present study investigates the factors that
define the value perceptions and attitude of Millennials towards luxury service
consumption in India. Commencing with a discussion of literature and studying the
various factors like Experiential value, functional value, social value, value for money,
novelty value, the hypotheses are developed that are further tested with statistical tools
mentioned in the research methodology section, the results are presented and inferences
discussed accordingly. This study may help to support the existing knowledge of luxury
value and travel patterns of emerging and potential consumers and to develop a
theoretical model to validate and analyze the luxury service consumption amongst them.
Understanding the concept amongst Indian millennial travelers would help in providing
insights enabling a better understanding of behavioral aspects to ensure successful and

effective luxury tourism marketing.

2. ORIGINALITY

In recent years Indian tourism service industry market has acquired a significant

position with its diversity to reach every potential consumer where the millennials with
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enormous purchasing potential have enticed the attention of researchers and marketing
practitioners. Most of the research studies have addressed the luxury consumption in
terms of goods and more precisely it has been conducted in values associated with
tangible goods like mobile phones (Maghnati & Ling, 2013), cosmetic brands (Ajitha &
Sivakumar, 2017), perfumes, and apparels (Chihab & Abderrezzak, 2016; Jo, Kim &
Choi, 2020; Woodside & Fine, 2019). Some studies have focused on the driving force of
tourists and developed the luxury value behavior in hotels (Chen & Peng, 2014), luxury
shopping (Correia, Kozak & Kim, 2019) and were conducted in other destinations
whereas the studies that could sufficiently identify the Indian especially millennial
consumers’ value sets that determine their attitude and intentions to travel or purchase a
luxury tourism and hospitality services are still few or lacking. The present study thus
intends to fill the gaps in the luxury service literature and practice repertoire by analyzing
the factors that determine millennia’s attitude towards intentions to travel or purchase the

luxury services luxury in India.

3. LITERATURE REVIEW

Quoted as "desired by many but accessible to few", as a key underlying feature,
possessing luxury service or product is bliss (Berry, 1994). In luxury services,
consumption involves customer service and experience (Woodside & Ko, 2013;
Okonkwo, 2016; Kim, Kim & Choi, 2019). On the other hand, Smith in 1776 explained the
concept of consumption through the goods that are “necessary for sustenance”, “for
individual well-being”, “for growth and prosperity”, and “luxurious and expensive”. In fact,
the understanding of luxury varies among individuals (Hennigs et al., 2013), is situational
and contingent which depends on the particular experience and the specific needs of the
individuals (Wiedmann et al., 2007). Along with technology, entertainment, and food, the
tourism sector is expected to attain a momentous share from the consumption of luxury
products (Ward and Neumann, 2012). Fedeli (2011) considered that the definition of
luxury in tourism is based on the sequence of physical factors along with the personal
evaluations and perceptions that tourists attribute to them. In addition, Page in 2014

explains luxury tourism as consumption of a luxurious and premium experience which
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involves availing tailor-made packages and the exclusive services resorts, private jets,
where the major concern is given to comfort and luxurious quality standards. While
considering the luxury consumption in traveling, Chan et al. (2016) analyzed it as a source
of generous experience and depicts an extraordinary quality of life, which draws from
Maslow's hierarchy theory of needs where more habituated or familiar a tourist is to
luxury, the higher their expectations with the services and for their luxury idea to be
fulfilled (Amadeus, 2016). Tourism and hospitality services provide such facilities through
desirable experiences like leisure experiences, social events, dining, travel, and wellness
practices (Hallott, 2013; Dixit, Lee & Loo, 2019) where tourists look for exclusive and
unusual destinations and activities (Verissimo & Loureiro, 2012; Dixit, 2017).

Also, Yeoman and McMahon-Beattie (2010) considered a luxury as experience
and legitimacy based rather than prioritizing economic value. However, the frequency of
availing the luxury by tourists not only affects their perception level but also increases the
expectations with the service experiences (Amadeus, 2016). Where quality remains the
primary concern amongst luxury consumers, Asian consumers are called to be derived
by the social status attached to such products. However, the overall decision process
among luxury travelers are found to be influenced by service quality of the product and
service involving integrity and delivery of service, tailored relationship, ease of access,
authenticity, and range of the experience associated with the travel services (Horwath
HTL's report, 2011). The actual consumption pattern cannot be accurately predicted when
people actually have the knowledge about luxury but cannot afford them easily
(Chintagunta & Lee, 2012; Debnam & Svinos, 2007). In the present study, the millennial
consumers are considered to fall in high-income strata who could afford to put the higher
fraction of their income on discretionary expenditure, like purchasing luxury products or
services (Sekulic & Sibley, 2007). Hence, to understand the motivations for availing luxury
services among tourists, it is crucial to understand the underlying value that the travel

products or services have for the potential travelers (Ballantyne & Varey, 2006).

3.1) EXPERIENTIAL VALUE
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The experiential value defines the individual's subjective value and taste and
derives the hedonic values. Being considered as extraordinary, expensive, and unique,
luxury can direct individual perceptions and feelings towards brands that are rare thereby
explaining hedonic as well as uniqueness-seeking motivations (Hung et al., 2011;
Cavusgil & Kim, 2014). It induces feelings, desire, and fun that support the consumption
of luxury products amongst consumers (Holbrook & Hirschman, 1982) where Holbrook
(2000) further extended the concept to "experience, exhibitionism, entertainment and
evangelizing". In the tourism sector service providers are working towards the dimensions
that lead to tourists' thinking and feelings attached with the service consumption thereby
adding up to their experience value (Batra & Ahtola, 1991; Yoon & Lee, 2017) especially
for affluent consumers who look for extremely unique services and products (Roux et al.,
2017) and defines their attitude towards availing or purchasing such services (Nambisan
& Baron, 2007).

In other words, luxury products and services serve the consumers with the outlook
of indulgence and pleasure and subsequently add to their individual and intangible
satisfaction (Dubois & Czellar, 2002). Consumers get encouraged and excited by getting
indulged in whatever they like or love (Otto & Ritchie, 1996). It is all about assessment
conducted by consumers for realizing excellence, efficiency, and authenticity of service
(Wu & Liang, 2009; Kim, Ham, Moon, Chua & Han, 2019) which further defines their
attitude in purchasing or availing the luxury service or products (Vigneron & Johnson,
2004; van Birgelen et al., 2003). The typology used for experiential values is the one
proposed by Mathwick, Malhotra and Rigdon (2001) in their study where they examined
the experiential values by using experiential value scale (EVS) with four value dimensions
including service excellence, aesthetics Customer Return on Investment (CROI) and
playfulness. Further, Sweeney and Soutar (2001) defined the consumer’s perceived value
with functional value, social value, emotional and novelty value. Moreover, in context with
luxury value, Wiedmann et al. (2009) defined the terms with the “functional value”,
“financial value”, “the individual value”, and the “social value”. In contrary to this, Williams
and Soutar (2009) explained the experiential value with “functional value”, “Value for

Money”, “Emotional value”, “and Social Value” and “Novelty value”.
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According to LeBlanc et al. (2015), tourists generally recall the emotions they get
during their experiences associated with any travel services or product. In the earlier
integrations with experts in the luxury service sector as well as various luxury tourism
practitioners, few dimensions were listed out. It is about the efficiency of a service or
product that triggers the emotions or feelings of consumers (Sheth et al., 1991; Torres,
Wei, Hua & Chen, 2019). In luxury, service experience is all about emotions (Feng et al.,
2018, 186) where consumers are psychologically driven to retain pleasure and emotional
benefits and values (Turunen et al., 2020) thereby influencing the customer attitude
towards the product and service (Ruiz-Molina & Gil-Saura, 2008; Kim et al., 2011). Given

all this, the four dimensions were finally carved out for further research process.

3.2) FUNCTIONAL VALUE

One of the core characteristics of a product or service is its functionality. According
to Sheth et al. (1991), functional value is a major element that drives the consumer's
choice. Zeithaml (1988); and Woodruff (1997) defined it as the “value for money” or the
value retained for the price paid by the consumer. In terms of luxury service, along with
the functional performances, authorities intend to provide expressive values to the tourists
or consumers (Guido et al., 2015; Malar et al., 2011). In other words, functional value is
the level to which a product or service provides the necessary functions, is convenient,
and is endowed with essential features (Smith & Colgate, 2007; Wu & Chang, 2016) thus
determining the attitude of the consumers towards a service or a product (Maghnati &
Ling, 2013; Wu & Chang, 2016) thus leading to the proposition:

H1: Functional value affects the attitude of millennial tourists towards luxury hospitality

services.

3.3) SOCIAL VALUE

Conspicuous consumption of luxury facilitates asserting uniqueness and social

superiority (Vigneron & Johnson, 2004). Seeking luxury travel products and experiences
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helps the tourists tag their social status along with superiority and class (Amaldoss & Jain,
2005) which relies upon the desire to differentiate them from others (Gupta, 2017). Such
kind of expensive self-gift and elite travel experiences satisfy the social esteem and
lifestyle of affluent consumers and tourists (Hennigs et al., 2015; Chan, To & Chu, 2016)
which reflect their social position or class and are the significant dimension that reflects
their behavior (Martineau, 1958). While considering the social values, consumers tend to
consider their social status, image, and desires and refer to the products, which can raise
prestige and identity (Wu & Chang, 2016). Consumers get opportunities to articulate their
identities by using luxury services and products (Kurnaz, 2017). Such symbolic,
conspicuousness is further been found to influence attitude towards the luxury products
and services among people especially Indian consumers (Berthon et al., 2009; Han et al.,
2010; Wu & Chang, 2016; Kurnaz, 2017; Gupta, 2017).

H2: Social value affects the attitude of millennial consumers towards luxury hospitality

services.

3.4) VALUE FOR MONEY / FINANCIAL VALUE

Consumers tend to purchase luxury brands to depict their status and wealth
(Bhanot, Srinivasan & Srivastava, 2014). Considering the financial value for luxury
products Wiedmann et al. (2007) explained it as a price that consumers pay for the
product in return for the associated benefits they are looking for. According to Han, Nunes
and Dréze (2010), financial value is a motivating source that defines consumer behavior.
In general, affluent tourists evaluate the monetary value of products and services that
generally raise their expectations in comparison to the price paid for the particular service
or products (Tynan et al., 2010; Suki, 2016). In the particular service sector, luxury
hospitality consumers wish for services to represent reasonable monetary value (Lee &
Hwang, 2011) which further determines or influences tourists'/consumers' attitudes

towards a luxury service (Yang & Mattila, 2016; Chen, Kladou & Peng, 2017).
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H3: Financial Value affects the attitude of millennial consumers towards luxury hospitality

services.

3.5) NOVELTY/ EPISTEMIC VALUE

The epistemic or novelty value explains the people's curiosity for attaining
difference and diversity (Wang et al., 2013) and is created when a certain product or
service stimulates curiosity and provides novelty to satisfy their desires (Sheth et al.,
1991). Curiosity is the foundation of epistemic/novelty value among consumers (MiSCevic,
2017) and is defined as a major value dimension in the tourism sector (; Williams &
Soutar, 2009). Furthermore, the epistemic or novelty value of a product or service relies
upon its ability to induce curiosity among consumers to attain novelty or to seek something
new to fulfill their desires (Mcalister & Pessemier, 1982; Alasaad, 2017; Sugandini &
Djawoto, 2018). Accordingly, March (1991); Teah & Phau (2008) found that novelty

influences attitude toward luxury products and services.

H4: Novelty Value affects the attitude of millennial consumers towards luxury hospitality

services.

3.6) ATTITUDE AND INTENTION TO PURCHASE

Attitude plays a significant role in determining the concept of luxury in consumers’
minds (Gupta, 2017). Chen and Liu (2004) posit attitude as the main factor influencing
behavioral intention. Attitude refers to a predisposition amongst consumers to favorably
or unfavorably respond to certain products or services (Ruiz-Molina & Gil-Saura, 2008).
In terms of tourism, Moutinho (1987) explained the term as tourists’ tendency or feelings
towards a destination, which depends upon numerous attributes of tourism service.
Accordingly, when an attitude is shaped against an action, it leads to the creation of
behavioral intentions among consumers (Ajzen, 1991; Chen, 2017; Kim, et al., 2019)
thereby influencing the purchase intentions for luxury service/products in the tourism

sector (Chen & Peng, 2014).
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Hb5: Attitude affects the purchase intentions of millennial tourists towards luxury hospitality

services.

Keeping the literature review the conceptual model for the research is framed in the form

of figure 1 and tested accordingly.

Figure 1: Conceptual Model of the Research

4. RESEARCH METHODOLOGY

The study quantitatively tries to investigate the factors that define the value
perceptions and attitude of Millennials towards luxury service consumption in India.
Accordingly, a structured questionnaire was utilized to understand the presumptions. The
scale was adopted from the study of Prebensen and Rosengren (2016); Wiedmann et al.
(2009); Williams and Soutar (2009); and Al-hajla (2017) which was further reframed in
accordance with the present research. Accordingly, 4-dimensions were finally taken after
reviewing the adequate literature and consulting the subject and industrial experts where
during pretesting process 4-dimension scale was developed consisting of "functional
value", "value for money", "novelty value", and social value" and were finally modified by
the context of the present research.

Similarly, the scale for attitude was measured using four items adapted from the
studies conducted by Ruiz-Molina and Gil-Saura (2008); Ajzen (1991); Chen and Peng

(2014), and the scale for intentions to purchase luxury travel services was reframed in
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reference with the scale given Kim et al. (2011); Summers et al. (2006); Ajzen (1991) and
Zhang and Kim (2013). All the items were measured using a 7-point Likert scale where
1=highly agree and 7=highly disagree.

Since the research focuses on millennial consumers in India, the respondents who
fall under the age bracket of 24 to 35 were approached as they are supposed to have
spending power and are assumed to indulge more in experiential travel to destinations
(Sofronov, 2018). To give a more refined approach, respondents with an annual income
of more than $34000 were selected for data collection keeping in view the affordability of
services, and only such respondents were considered under the concept of luxury travel
consumers. Moreover, a filter question “Have you ever purchased a luxury service?” was
added at the start of the questionnaire and only a ‘Yes' answer would make the
subsequent responses valid. In particular, consumers who hail from Tier-1 and Tier-2
cities like Delhi, Chandigarh, Pune, and Mumbai (defined by the Reserve Bank of India
as per the 2001 census) in India were considered. A purposive sampling technique was
applied to select the respondents who were the consumers/travelers who have had
experienced or purchased any of the luxury travel services at least once. Whereas exact
population size was not available, about 600 respondents were targeted (Lomax &
Schumacker, 2004) and questionnaires were distributed online of which only 524 were
received back while only 496 responses were found reliable and were finally utilized for

the analysis process.

5. DATA ANALYSIS AND INTERPRETATION

5.1) DEMOGRAPHICS

The sample of 496 respondents consisted of 273 males (55.04%) and 223 females
(44.9%). In terms of educational qualification, approx. 42% of respondents were having
a graduate degree, 44% were having a Master's Degree and 13.7% of respondents were
having a Ph.D. or a higher education background. Respondents that have ever consumed
any luxury travel service were asked to proceed with the questionnaire, to retain reliable

responses for the research.
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5.2) RELIABILITY AND VALIDITY OF MEASUREMENT SCALE ANALYSIS

Since Structural Equation Modelling (SEM) analysis provides the dual aspects of
tests including Confirmatory Factor Analysis (CFA) and Path Analysis, these were utilized
to analyze the data where the results for all the factors for defining reliability and validity
for research, explained very good results. AMOS 16.0 software was utilized for testing
the SEM for this research.

Accordingly, factor loadings depicted significant loadings on their respective
dimensions and in fact, all the loadings were above .50 thereby explaining a good
convergent validity for each dimension. Also the Composite Reliability (CR = 0.6),
Average Variance Extracted (AVE 20.5) and a-value (0.75) were in the given range of
threshold criteria (Awang, 2015; Hair et al., 2014) which also indicated a good reliability
and validity adopted scale (Table 1). Before proceeding with the tests, data normality was
ensured using the Q-Q plot. This plot evaluates the empirical quantiles of sample data
with the subsequent quantiles of a speculative distribution, previously selected (Das et
al., 2016).

Moreover, the correlation matrix and Discriminant Validity has been defined and
explained in Table 2. This again reflects the validity of the chosen dimensions for further
analysis as the values are found to be appropriate and aligned with the given criteria (Hair
et al., 2014). The analysis showed that Indian luxury travelers pay maximum focus to the
quality of the service (r=0.685) when they are thinking of the functionality of the luxury
service. It also showed that out of all the values, respondents are inclined towards the
Novelty Value the most (o= 0.890) showing the highest loading. The respondents felt that
luxury services provided a consistent level of quality (a= 0.685) while it helps them to feel

more social status (a= 0.730) and express themselves (a= 0.790) where the amounts

paid by them was considered acceptable (a= 0.791) (Table 1).

Dimensions Codes Variables Loadings
F1 Luxury tourism and services provide a 0.685
consistent level of quality 0.741
Functional Value F2 Luxury destinations and services are 0.654 0.873 1.377
aesthetically appealing
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F3 Luxury travel services are endorsed 0.583
with an acceptable level of quality
F4 Luxury service is well organized 0.530
VOM1 | found Luxury services as reasonably 0.625
priced
VOM2 The amount paid for luxury travel and 0.791
serves are acceptable to me
Value for Money VOM3 Luxury travel services represent "value 0.622 0.903 1625
for money 0.781
VOM4 | found luxury services as appropriately 0.667
priced
SV1 It helps me to meet likeminded people 0.586
Participating in luxury travel
SV2 experiences helps to create a good 0.626
impression
It helps me communicate m
Sv3 self-identity Y 0.651 0.833 | 0.905 | 1.116
Social Value sva It makes me feel more socially 0.674
accepted '
SV5 It is considered a symbol of social 0.730
status
SV6 It helps me to express myself. 0.790
NV1 It satisfies my curiosity 0.768
NV2 It is an authentic/genuine experiences 0.845
NV3 It is a unique kind of experience 0.713
NV4 Itis kind of educational 0743 | 0.890 | 0.949 | 1.582
Novelty Value NV5 It gives the pleasure of self-indulgence. 0.672
NV6 It has a personal uniqueness 0.831
AT1 Experiencing luxury services is good 0.683
AT2 Luxury services give a pleasant 0.660
experience
Availing Luxury travel products or 0.818 0.896 1.542
AT3 ) 0.649
Attitude services makes me feel rewarded
AT4 Itis beneflc_:lal to experience luxury 0.662
services and products
IT1 | would like t_o purchase luxury travel 0.916
services and product
T2 My willingness to experience Luxury 0.908 0934 | 0975 3.274
Intentions travel service is high. '
T3 | intend to buy Luxury travel in the 0.890
future.
Note: a=Cronbach alpha, CR=Composite Reliability, AVE=Average Variance Extracted
Table1: Reliability and Validity of Measurement Scale
NV SV VOM FV AT IT
NV 1.25
SV 0.607 1.05
VOM 0.729 0.623 1.27
FV 0.509 0.577 0.497 1.73
AT 0.781 0.875 0.811 0.724 1.24
IT 0.670 0.751 0.696 0.622 0.858 1.90

Discriminant value of constructs are diagonally highlighted and denoted
Table 2: Correlation and Discriminant Validity of Measurement Scale
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Note: FV= Functional Value, VOM=Value for Money, SV= Social Value, NV= Novelty, AT=Attitude, IT=Intentions, e1-
e33=error terms
Figure 2: Research Model

The final tested model for explaining the relationship between the various factors
undertaken for the study is explained in figure 1. To draft the actual status of the overall
SEM model certain modifications in the final model were conducted during the test.
Analysis revealed a good model fit for the tested model, where CMIIN/df=2.035 is found
significant as p=0.000. Accordingly, the values for a good measurement model are found
by the range of given fit indices where RMSEA=0.046, AGFI=0.902, GFI=0.922,
RMR=0.061, NFI=0.918, IFI=0.957, TLI=0.949, CF1=0.956. From this viewpoint, H1 to H4
testing the influence of value dimensions on millennia’s attitude for luxury travel services
were supported. The results depict that although overall experiential values including
functional value (FV) (H1) (B=0.228, p<0.001), Social Value (SV) (H2) (B=0.458,
p<0.001), Value for Money/Financial Value (VOM) (H3) (B=0.279, p<0.001), and Novelty
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Value (NV) (H4) (B=0.183, p<0.001) have a significant influence on attitude of
respondents.

Further, the path analysis between the attitude and intention to purchase luxury
travel services also revealed that attitude has a significant and positive influence on
millennia's intentions to purchase (=0.858, p<0.001) luxury services in India, thereby
supporting the H5 of the present study (Figure 2). Thus, it explains the mediation role of

attitude in value perceptions and purchase of luxury travel services.

6. CONCLUSION AND IMPLICATIONS

The objective of this study was to identify the experiential values that influence or

affects Indian millennials ' attitudes towards purchasing luxury travel services. As
influencing dimensions four major factors including Functional Value, Value for
Money/Financial Value, Social Value, and Novelty Value were identified based on the
review of literature related to luxury services and tourism. The impact of travelers'
attitudes on their intentions to purchase luxury tourism services was further analyzed. The
results of the present research provide valuable insights about potential travel segments
that have a positive attitude towards purchasing luxury tourism and hospitality service
goods. It was initially thought that value is developed by the company or the firm offering
the solution and gets profit in return of that which over the years was augmented that it is
more or less a customer-driven process and both the company and the customer co-
create them (Eggert et al., 2018) before, during and post-delivery stages (Payne et al.,
2020).

The findings revealed social value as an important factor that influences the
attitude of millennial consumers towards purchasing luxury tourism services. This result
is consistent with research conducted by Al-hajla (2017) indicated a significant
relationship between symbolic values and luxury consumption behavior including
purchase intentions. Respondents of present research explain the similarity of socially
conscious consumers as discussed by Kurnaz (2017) and Gupta (2017). Attaining the

services with a value that makes the millennial convey the impression of high standards
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and status in the society consequently influences their attitude towards the luxury
services.

Nevertheless, the millennial consumers are found considering the service that
depicts Financial Values or Value for Money that influence their attitude towards
purchasing the luxury tourism services in India which may be because higher prices are
considered as a cue for representing prestige associated with status, prestige, and
quality (Deeter-Schmelz et al., 2001).

The analysis also revealed a significant and positive influence of functional values
on the attitude of millennial travelers and the results are also found aligned with the study
of Stanforth and Lee (2011) according to which consumers generally evaluate functional
values of intangible product or services and their quality following its price and exclusivity
they are charged. In other words, millennials in India prefer luxury services that could fall
at par with their social, innovative, financial, and functional value expectations (Wiedmann
et al., 2007; 2009) thereby influence their overall travel practices and intentions to
purchase such services.

Hence, marketers are suggested to communicate a value and consider value
dimensions while promoting the luxury service and products among potential travel
segment in India. Along with providing a theoretical model for behavior, the study provides
insights into measuring tourist value preference by utilizing empirical data within luxury
tourism contexts and suggests the tourism and hospitality business practitioners make
innovations in product, service management, and marketing to draw the attention of such

potential segment.

7. LIMITATIONS AND DIRECTIONS FOR FURTHER RESEARCH

Like any other research, this study also witnessed certain limitations like limited
time, distance, and resources. Since the data was collected only from Tier-1 and Tier-2
cities; the respondents from other cities could also be further studied to make the results
more comprehensive. Also, the study is limited to millennials whereas the results may
vary and can be tested in other consumer cohorts like generation X in the future. The

respondents may also vary in their choices following their cities they are living or working.
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It is advisable to carry out a comparative analysis between various groups based on their
demographics, income level travel practices, choices, and the services are undertaken.
Moreover, no mediation or moderation was conducted; the future study with such effects
with other extrinsic variables can also be processed to getter better insights into the

attitude of millennials towards luxury service consumption.
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