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Abstract: 

Digital platforms play an important role in search‚ exploration and acquisition of information regarding 

luxury paintings prior to the purchase․ The present study examines the impact of digital platforms on the 

purchase intention of luxury paintings in Ahmedabad․ The research design is descriptive‚ and it is a 

quantitative approach․ A quantitative method was adopted for analysis․ The working analytical has 

included 225 eligible cases which were selected through the approved screening criteria and judgemental 

sampling design․ Digital Platform Influence‚ and Purchase Intention were each measured using six five-

point Likert scales․ The constructs have a satisfactory Cronbach's alpha of 0․858 for Digital Platform 

Influence and 0․878 for Purchase Intention․ A simple linear regression analysis on the data shows that 

Digital Platform Influence considerably and positively predicts Purchase Intention (M = 3․30‚ M = 3․23)‚ 

F(1‚ 223) = 51․529‚ p < ․001‚ β = 0․433․ According to the model‚ 18․8% of the variance in Purchase 

Intention can be explained (R² = 0․188)․ Thus‚ the null hypothesis is rejected․ Specifically‚ it suggested 

that the more participants believed to be influenced by digital channels‚ the greater was their Purchase 

Intention․ The geographical spread‚ judgemental sampling and reliance on stated purchase intention rather 

than purchase behavior should be kept in mind when interpreting the findings․ 
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INTRODUCTION 

In terms of consumer behavior‚ digital spaces have become an important medium for consumers to see‚ 

experience‚ and consider art to buy‚ which were traditionally only exposed through looking at the art and 

the experience of the art itself․ Online art galleries‚ websites‚ social networking‚ and online art 

marketplaces allow consumers to see‚ consider‚ and learn about luxury paintings and artworks outside the 

physical space of an art gallery or exhibition and represent an important point of contact between 

consumers and the luxury art market․ 

Evaluating paintings as luxury consumption goods is different‚ because a painting has an aesthetic aspect 

to it‚ as well as an emotional content‚ a personal style‚ and some exclusiveness․ The consumer must 

consider the painting itself‚ its features‚ the qualities of the painting‚ and the painting's fit in their style 
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and home decor․ Digital means provide visual information and access to different possibilities of painting 

in a secure environment․ 

The influence of the digital environment on consumers is not limited to being aware of the painting; it 

may also involve the frequency of exposure to paintings‚ the information provided‚ or the digital 

representation of paintings․ Hence‚ the digital environment does not only affect consumers' exposure to 

paintings but also acts as an avenue for deliberation prior to their purchase decision ․ 

It could be reflected through the intention to buy‚ defined as the intention to buy a piece of art at an 

unspecified time after being exposed to paintings that accommodate their preferences‚ surveying the 

available options‚ and considering the value of buying a painting․ This indicates that the consumers' 

experiences with digital platforms could be related to their purchase intention in these changing conditions 

in which luxury paintings are being presented and viewed․ 

The focus of this research is on the consumers of Ahmedabad who have viewed‚ searched or got any 

information about luxury paintings on digital platforms like social media platforms‚ websites‚ online 

galleries and art platforms․ This research is done to study the impact of digital platforms on the purchasing 

intention of luxury paintings․ The major constructs of the study are Digital Platform Influence and 

purchase intention․ 

 

REVIEW OF LITERATURE 

Jain and Schultz (2019) examined how digital platforms influence luxury purchase behaviour in India. 

The research used qualitative studies involving young Indian consumers and found that digital media 

influenced different stages of the luxury purchase process, particularly pre-purchase exploration. The 

study is relevant because it establishes an Indian context for understanding how digital interaction enters 

the luxury-consumption decision process. 

Park et al. (2021) investigated antecedents and outcomes of social-media word-of-mouth in relation to 

luxury-brand purchase intention using 282 responses and structural equation modelling. Social-media 

word-of-mouth positively influenced luxury purchase intention, showing that digitally mediated 

information and interaction can contribute to behavioural intention towards luxury products. 

In the Indian luxury-brand market‚ status consumption and brand equity can be considered positive 

antecedents of purchase intention for both social and traditional media marketing activity․ The effects of 

status consumption and brand equity on purchase intention are stronger for social media marketing activity 

(Husain et al․‚ 2022)․ The findings are relevant as online interactions seem to have an increasing role in 

the Indian luxury market․ 

Kim (2022) examined whether social media art-related content affected people's luxury-brand purchase 

intention and found that consumers who showed higher levels of engagement and sharing had a higher 

purchase intention for luxury brands․ The research is relevant‚ because it connects art-related digital 

content with luxury-consumption intentions․ 

El Shayeb and El-Deeb (2023) studied the impact of social-media marketing on luxury perception and 

purchase intention of luxury jewellery brands․ The results partially support that luxury perception 

mediates the relationship between social-media marketing and purchase intention․ Social media marketing 

influences purchase intention through consumers' perceptions of luxury value․ 

John et al. (2023) studied the effect of social-media marketing on luxury-brand purchase intentions among 

millennial consumers in the United Arab Emirates. The findings indicated that social-media marketing 
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contributed to purchase intention through several luxury-consumption motivations and demonstrated that 

characteristics of digital communication can influence consumers’ intentions towards luxury purchases. 

Agrawal et al. (2023) investigated the relationship between social-media influencers and consumers’ 

intention to purchase luxury goods using 400 online questionnaire responses. Influencer expertise, 

authenticity and advertisement disclosure showed positive relationships with purchase intention. The 

study highlights the role of information sources operating on social platforms in luxury purchase decisions. 

Cheung et al․ (2025) examined the relationship between social-media usage and luxury-fashion purchase 

intention through autonomous motivation among young Chinese consumers in Hong Kong․ The study 

used a cross-sectional online survey‚ finding that autonomous motivation mediated the relationship 

between social-media usage on luxury products and purchase intention‚ showing that usage of social 

media to connect with luxury brands is meaningful in influencing fashion purchase intention․ 

 

RESEARCH METHODOLOGY 

Research Objective 

To analyse the influence of digital platforms on consumers’ purchase intention towards luxury paintings 

in Ahmedabad. 

Research Design 

The study adopts a descriptive research design. The design is used to examine responses relating to Digital 

Platform Influence and Purchase Intention towards luxury paintings among consumers in Ahmedabad who 

satisfy the approved digital-platform exposure criterion. 

Research Approach 

A quantitative research approach is adopted. Respondents’ perceptions are measured through Likert-scale 

statements relating to Digital Platform Influence and Purchase Intention. The quantitative approach 

supports frequencies, percentages, means, standard deviations, reliability testing and regression analysis. 

Population and Sample 

The study is designed for consumers in Ahmedabad with exposure to luxury paintings through digital 

platforms such as social media, websites, online galleries or art platforms. Eligibility is established through 

the screening question: “Have you ever viewed, explored or obtained information about luxury paintings 

through digital platforms such as social media, websites, online galleries or art platforms?” Only Yes 

responses qualified for the analytical sample. The approved analytical sample size is 225. Judgemental 

sampling, also referred to as purposive sampling, is used because participation requires the specific 

exposure relevant to the research objective. 

Instrument Development and Measurement 

A structured questionnaire is used for the study. Following the eligibility question, the questionnaire 

contains 12 statements measuring the two constructs. Digital Platform Influence is measured through St1–

St6 and Purchase Intention through St7–St12. Responses are recorded on a five-point Likert scale ranging 

from 1 for Strongly Disagree to 5 for Strongly Agree. All statements are positively worded; therefore, 

reverse coding is not required. Construct scores are computed as the mean of their respective six 

statements. 

Data Collection Procedure 

The approved procedure requires administration of the structured questionnaire to target respondents in 

Ahmedabad and screening for relevant exposure to luxury paintings through digital platforms. Only 
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eligible responses are to be retained for the final field-data analysis. The present document carries forward 

the approved working analytical structure and working results; the final external-submission version 

should use the collected field responses and recalculated outputs. 

Reliability Testing 

Table 1.1: Reliability Testing 

Construct Number of Statements Cronbach’s Alpha 

Digital Platform Influence 6 0.858 

Purchase Intention 6 0.878 

Cronbach’s alpha is calculated separately for the two constructs. Digital Platform Influence records an 

alpha coefficient of 0.858, while Purchase Intention records an alpha coefficient of 0.878. Both 

coefficients exceed the commonly used threshold of 0.70, indicating satisfactory internal consistency 

within the working analysis. 

Statistical Tools and Techniques 

Frequencies and percentages are used to examine the distribution of responses to individual Likert-scale 

statements. Means and standard deviations summarise statement and construct scores. Cronbach’s alpha 

assesses internal consistency. Simple linear regression tests H₀₁, with Digital Platform Influence as the 

independent variable and Purchase Intention as the dependent variable. Statistical significance is evaluated 

at the 5% level. The analysis assesses the specified predictive relationship and is not interpreted as 

establishing causation. 

 

LIKERT-SCALE STATEMENT ANALYSIS 

Digital Platform Influence 

Table 1.2: Likert-Scale Statement Analysis for Digital Platform Influence 

Code Likert Statement SD D N A SA Mean SD 

St1 
Digital platforms help me discover luxury paintings 

that I might not otherwise come across. 
33 41 45 54 52 3.23 1.37 

St2 

Information available on digital platforms helps me 

understand the features and qualities of luxury 

paintings. 

17 37 63 67 41 3.35 1.17 

St3 
Viewing luxury paintings on digital platforms 

increases my interest in exploring them further. 
23 39 61 55 47 3.28 1.26 

St4 

Digital presentation of luxury paintings helps me 

evaluate different options before considering a 

purchase. 

19 44 59 63 40 3.27 1.21 

St5 

Content about luxury paintings on digital platforms 

shapes my perception of their attractiveness and 

value. 

22 39 56 61 47 3.32 1.26 
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Code Likert Statement SD D N A SA Mean SD 

St6 

My exposure to luxury paintings through digital 

platforms affects how seriously I consider them for 

purchase. 

26 34 51 63 51 3.35 1.30 

 Construct Mean and Standard Deviation      
x̄ = 

3.30 

s = 

0.97 

The construct records an overall mean of 3.30 with a standard deviation of 0.97, indicating a moderate 

level of Digital Platform Influence in the working analysis. St2 and St6 record the highest means of 3.35. 

St5 records a mean of 3.32, while St3 and St4 record 3.28 and 3.27, respectively. St1 records the lowest 

mean of 3.23, although 106 cases fall in Agree or Strongly Agree for this statement. 

Purchase Intention 

Table 1.3: Likert-Scale Statement Analysis for Purchase Intention 

Code Likert Statement SD D N A SA Mean SD 

St7 
I would consider purchasing a luxury painting when 

I find one that suits my preferences. 
21 43 58 66 37 3.24 1.21 

St8 
I am interested in purchasing a luxury painting in 

the future. 
23 47 55 62 38 3.20 1.24 

St9 
I would seriously evaluate a luxury painting before 

deciding whether to purchase it. 
24 49 57 48 47 3.20 1.29 

St10 
I am willing to explore purchase options for luxury 

paintings that appeal to me. 
25 44 59 55 42 3.20 1.26 

St11 
I would consider spending money on a luxury 

painting that I perceive as worthwhile. 
22 43 56 63 41 3.26 1.24 

St12 
I am likely to consider a luxury painting when 

making a future art or décor purchase. 
23 42 57 56 47 3.28 1.27 

 Construct Mean and Standard Deviation      
x̄ = 

3.23 

s = 

0.99 

Purchase Intention records an overall mean of 3.23 with a standard deviation of 0.99, indicating a moderate 

level of purchase intention in the working analysis. St12 records the highest mean of 3.28, followed by 

St11 at 3.26. St7 records 3.24, while St8, St9 and St10 each record a mean of 3.20. The descriptive results 

summarise the constructs independently; the predictive relationship is examined separately through 

regression analysis. 

 

HYPOTHESIS TESTING 

H₀₁: There is no significant influence of digital platforms on consumers’ purchase intention towards 

luxury paintings. 

For testing H₀₁, the composite mean score for Digital Platform Influence (St1–St6) is used as the 

independent variable, while the composite mean score for Purchase Intention (St7–St12) is used as the 
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dependent variable. Simple linear regression is applied to examine whether Digital Platform Influence 

significantly predicts Purchase Intention. 

Table 1.4: Regression Model Summary 

R R² Adjusted R² RMSE 

0.433 0.188 0.184 0.891 

The regression model produces R = 0.433 and R² = 0.188. Digital Platform Influence therefore accounts 

for 18.8% of the observed variance in Purchase Intention. The adjusted R² is 0.184. 

Table 1.5: ANOVA for Regression Model 

Source df F p 

Regression 1 51.529 < .001 

Residual 223   

The overall regression model is statistically significant, F(1, 223) = 51.529, p < .001, indicating that the 

model containing Digital Platform Influence provides a statistically significant prediction of Purchase 

Intention. 

Table 1.6: Regression Coefficients 

Predictor B Std. Error Standardised β t p 

Constant 1.771 0.212 — 8.367 < .001 

Digital Platform Influence 0.442 0.062 0.433 7.178 < .001 

Digital Platform Influence records a positive unstandardised coefficient of B = 0.442. The standardised 

coefficient is β = 0.433, and the predictor is statistically significant, t(223) = 7.178, p < .001. The fitted 

regression equation is: Purchase Intention = 1.771 + 0.442(Digital Platform Influence). The positive 

coefficient indicates that higher Digital Platform Influence scores are associated with higher Purchase 

Intention scores. The analysis identifies a statistically significant predictive relationship and does not, by 

itself, establish causation. 

Decision 

H₀₁ is examined using simple linear regression. Since the regression model and the coefficient for Digital 

Platform Influence are statistically significant at the 5% level (p < .001), the null hypothesis is rejected. 

Finding 

Digital Platform Influence is positively associated with Purchase Intention towards luxury paintings. Cases 

reporting greater influence from digital platforms generally record higher purchase-intention scores. The 

model explains 18.8% of the observed variation in Purchase Intention. 

Hypothesis Conclusion 

Since the null hypothesis is rejected, the working analysis indicates a significant positive predictive 

relationship between Digital Platform Influence and Purchase Intention within the analytical cases. 

 

DISCUSSION 

The working findings also support the analytical cases‚ showing that websites and social media influence 

the discovery‚ research‚ evaluation and purchase consideration of luxury paintings․ Digital Platform 

Influence has an overall mean of 3․30․ This suggests that websites and social media influence the 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 

 
E-ISSN: 2582-2160   ●   Website: www.ijfmr.com   ●   Email: editor@ijfmr.com 

 

IJFMR260588749 Volume 8, Issue 5, September-October 2026 7 

 

discovery‚ information gathering‚ evaluation and purchase consideration of luxury paintings‚ albeit not 

equally․ 

Digital exposure is one of the stronger aspects of the data on the features and qualities of luxury paintings‚ 

and it is relevant to consider it when paintings are considered for purchase with purpose․ This indicates 

that digital platforms have an evaluative function and that consumers consider whether the artwork is 

attractive or interesting enough to consider further engagement with․ 

This pattern is consistent with Jain and Schultz (2019) that digital platforms are used at different stages of 

the consumer decision journey among Indian luxury shoppers‚ specifically during pre-purchase research․ 

The average for Purchase Intention is 3․23‚ which means it is in the middle of the scale‚ but not of equal 

strength across statements․ 

Thus‚ our regression analysis shows that Digital Platform Influence is an important and positive predictor 

of Purchase Intention (β = 0․433)‚ in a model that explains a total of 18․8% of the variance․ This result is 

broadly consistent with Park et al. (2021), Husain et al. (2022), and El Shayeb and El-Deeb (2023), whose 

studies also connect digital or social-media activity with luxury purchase intention. 

The R² value of 0.188 is important because most observed variation in Purchase Intention is not explained 

by the single predictor included in the model. The findings should therefore be interpreted as evidence of 

a significant positive predictive relationship rather than proof of causation or evidence that digital 

platforms alone determine purchase intention. 

 

OVERALL CONCLUSION 

The study examines the influence of digital platforms on consumers’ purchase intention towards luxury 

paintings in Ahmedabad. The working analysis indicates that digital platforms are relevant to the 

discovery, information gathering and evaluation of luxury paintings, while Purchase Intention remains 

moderate across the analytical cases. 

The regression analysis identifies a statistically significant positive predictive relationship between Digital 

Platform Influence and Purchase Intention. Digital Platform Influence explains 18.8% of the observed 

variance in Purchase Intention, and the null hypothesis is rejected in the working analysis. 

The findings therefore indicate that greater Digital Platform Influence is associated with stronger Purchase 

Intention towards luxury paintings within the analytical cases. At the same time, the proportion of variance 

explained shows that Digital Platform Influence does not account for all variation in Purchase Intention. 

The result should therefore be interpreted as a predictive relationship rather than a causal conclusion. 

 

SUGGESTIONS BASED ON FINDINGS 

1.  Digital platforms should provide clear and useful information about luxury paintings, including 

relevant artwork and artist details that support consumer evaluation. 

2.  Visual presentation requires particular attention so that consumers can examine artworks clearly 

and assess relevant details through digital media. 

3.  Consumers should be able to explore and compare luxury paintings without unnecessary difficulty 

and identify works that correspond with their preferences. 

4.  Digital content should support exploration rather than merely display paintings; information that 

helps consumers understand distinctive characteristics can make the digital experience more useful. 
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5.  Important purchase-related details should be readily accessible to consumers who perceive a 

painting as worthwhile. 

6.  Artists, galleries and sellers of luxury paintings may give greater attention to the quality of their 

digital presence across websites, social media, online galleries and art platforms. 

7.  Digital interaction should provide a convenient path from initial discovery to further purchase 

consideration, including access to additional information and enquiries. 

8.  Digital-platform performance may be evaluated not only through visibility or engagement but also 

through whether interactions lead consumers towards serious purchase consideration. 

9.  Digital platforms should be treated as an important component of the consumer decision 

environment rather than as the sole basis of purchase intention. 

 

LIMITATIONS OF THE STUDY 

1.  The study is confined to consumers in Ahmedabad who satisfy the approved digital-platform 

exposure criterion; wider generalisation should therefore be approached cautiously. 

2.  Judgemental sampling is used because respondents require relevant exposure to luxury paintings 

through digital platforms; a non-probability sample may not represent all consumers of luxury paintings. 

3.  The study measures reported perceptions and purchase intention rather than actual purchase 

behaviour. 
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