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Customer Perception of Luxury Brands
Luxury products are extravagantly priced goods. There are many luxury brands selling products in the market. The different types of products range from vehicles to clothes and mobile devices. These products are distributed at specific outlets compared to regular products available at all outlets (Khor, 2010). The target market for such products is the rich and self-actualized individuals. People spend so much money in the purchase of luxury brand products while they could spend less to get similar value. Some people also get into debt just to live in an expensive neighborhood. The motivation for such tendencies may be social, psychological or economic. Social influence arises from the person’s environment. For instance, it could be influenced by the upbringing or peer pressure. Some people have been raised to believe that expensive commodities are longer lasting than cheap commodities. While this may be true, to a certain extent, there is no need to borrow money to buy expensive goods when there are cheaper products within the financial capability of the individual. This project will analyze the reasons people purchase luxury products they cannot afford. The research results will guide marketing strategies for corporations producing luxury products. When people purchase products they cannot afford to show off to their friends, it is a psychological problem. Even though the behavior may be influenced by external forces, the ultimate decision to purchase a product lies with the client. There are psychological reasons that cause certain people to be more inclined to purchase luxury products than others. Research studies show the relationship between low self-esteem and the purchasing of luxury products (Omar, 2014).  According to the appraisal theory, a person’s emotions are based on the assessment of others (Malhotra, 2010). For instance, if the purchase of a German car will result in a person’s approval among friends, he or she is more likely to prefer the German vehicle than the locally manufactured alternative. This project entails the process of data collection, analysis and application to the field of marketing.
Significance of Study
The significance of this study is that it helps psychologists to counsel people with such self-control issues to identify their weaknesses and work on improvement. The results of this study may be used to create treatment guidelines for counselors. Additionally, the findings of this research can be used in business to influence product positioning. Product positioning is an important aspect of marketing implemented after a thorough study of the target market and competitor analysis. The application of the research findings to product positioning and marketing will produce the desired results because the market has changed. According to (Khor, 2010) the shopping trends of the earlier years depended on the value of the dollar. It also involved the purchase of needed goods and services. However, the current shopping trends of a person create the perception of his or her personality. People shop for emotional and psychological satisfaction. In fact, the demand for luxury product was 180 billion USD (Kuang-peng, Annie, Peng, Hackley, Rungpaka, & Chun-lun Chou, 2011). It appears that this trend is on the increase and business people could take the advantage this opportunity to appeal to people’s psychological needs. 
With this study, corporations understand the impact of marketing as an unmistakably persuasive media to advance branding of items and factors that impact purchasing choices are doubtlessly a center to guarantee the Marketing Communications are done accurately and successfully. Guaranteeing powerful execution of procedure depends on the understanding of how factors like, evaluating, quality, perception of social status and brand steadfastness can impact shopper purchasing conduct of luxury marked products (Khor, 2010). 
Research Objective
Reasons clients purchase luxury products they cannot afford and eventually get into debt.
Methodology
Data Collection
The study design for this project will be quantitative. Quantitative studies are useful in the analysis of human behavior. During this analysis, the theoretical framework will be used to understand the phenomena. The theoretical framework is used to validate the hypothesis that psychological issues play a major role in the development of extravagant behavior leading to debt and financial instability. The data collection method chosen for this research is the survey process, which is a quantitative analysis method with the best technique being self-administered questionnaires. The questionnaires will consist of closed-ended questions meant to understand the position of the consumers based on the topic.
A greater sample size is needed for this research to facilitate generalizability of results. The questionnaires will be distributed to the employees of local businesses and the customer. The survey will have minimum 15 questions and for at least 30 respondents. Also, the question type will be about an opinion of the responses, it's mostly about how defendants feel about something or what they think or believe is true or false. The inclusion criteria for participation in this study includes: age>18 years, the participant must possess a luxury product, and must be in debt for purchasing the product. 
Data Analysis
The survey will be made by survey monkey application, and it will use convenience sampling strategy, which it involves selecting randomly, this sample is made up to reach the people easily. The survey will be spread in two ways, by Email, smart phone App for example, WhatsApp and by a paper base. Furthermore, from the date 27 October the surveys will be distributed, it will take 5 days to have the answers back. The collected information will be analyzed using the framework analysis model of qualitative data. The basis of the analysis framework is the explanations of the research participants. Additionally, the structure is dynamic and allows for additions and changes. It organizes the data in a systematic manner and allows for analysis within a case and between cases. The framework analyzes the data in five stages which include familiarization, indexing, charting, mapping, and interpretation. People other than the analyst can arbitrate the analysis. The framework has been applied to analyses qualitative data for the last three decades. Its use began with the analysis of data to guide social policies (Gale, Heath, Cameron, Rashid, and Redwood, 2013), 
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