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Abstract

The text of the abstract in English - premium products demand growing up worldwide for
the last 10 years, the manufacturer of premium brands is growing up from year to year and
offer more innovative and attractive products to customers. Thats why for researchers are
important to do reserches of the current market demands and changes. The term of
premium products in general, can not be determined and it is a specious, because it
depends on the individual Perceptions, but one thing is clear that premium product is much
more, then ordinary product. This progect aims to determinate what and how it affects the
user's behavior on a premium version of the telephone in the demographic, social, cultural

and personal factors.

Within this progect was Conducted quantitative and qualitative research which revealed
that the mobile phone for customers is the best quality, high-tech products, which
combined with the design, is expensive and available to support everyday life. According
to the survey also revealed that the more educated consumer, the less observes the brand

name and not buying for personal identity.

Finally we can say that the study represents the next step of studies of the custumers
behavior according to luxury product, the results could become the basis for studies of

other premium products.

The main keywords - Luxury product, a Luxury brand, custumer behavior, segmentation,

mobile phones industry.



