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Resumé 
Globale luksus-modebrands’ strategiske tilgang til brand equity på social medier  

- Et studie af danske forbrugeres adfærdsmønstre på Facebook og Instagram i beslutningsprocessen 

 
Medielandskabet er under forandring. De traditionelle kommunikationskanaler, som virksomheder førhen 

har benyttet sig af, er i opløsning på grund af en ændret mediaadfærd hos forbrugerne. Forbrugerne tager 

gradvist afstand til de traditionelle medier til fordel for de sociale medier, som nu er blevet en naturlig del af 

deres hverdag. Dette gør sociale medier til en kommunikationskanal som virksomheder i dag ikke kan 

ignorere. Dette faktum er anerkendt af langt de fleste brands, men for særligt én industri giver dette 

udfordringer. 

 

Den globale luksusindustri oplever en utilstrækkelig viden og erfaring med at inkorporere social medier i 

deres brand management strategier. Denne kandidatafhandling har derfor til formål at undersøge krydsfeltet 

mellem sociale medier og luksus brand management med et mål om at øge forståelsen for hvordan globale 

luksus-modebrands kan skabe brand equity på Facebook og Instagram. Dette krydsfelt belyses via en 

kombination af teoretiske felter inden for brand management, luksus management, sociale medier og 

forbrugeradfærd. 

 

Ifølge eksperter er det nødvendigt at forstå forbrugeren for at opnå effektiv kommunikation på digitale 

platforme. Forståelsen af danske luksusforbrugere er i denne afhandling genereret via en forståelse for 

forbrugeres beslutningsproces og deres underliggende behov, motivationer og forventninger.  

En ny kombinationen af velkendt teori bidrager til at generere viden i et endnu uudforsket område. 

 

Funderet i afhandlingens socialkonstruktivistiske ståsted, er der foretaget tre primære kvalitative empiriske 

dataindsamlinger samt én understøttende kvantitativ dataindsamling. Dette har resulteret i et kombineret 

metodisk design i bestræbelsen på at opnå en trianguleret afdækket forståelse af vores undersøgelsesfelt. Det 

metodiske design består af to ekspert interviews indenfor hhv. luksus brand management og social medier, et 

casestudie af luksus mode-brandet Chloé og en forbrugerundersøgelse af relevante danske luksusforbrugere. 

Disse danske forbrugere er identificeret via Index Danmark i kombination med kvalitative overvejelser. 

 

På baggrund af den teoretiske ramme og kvalitativt indsamlet data er der udviklet syv tiltag til at fremme en 

værdiskabende strategi på social medier. Disse tiltag anbefaler globale luksusbrands at: 1) Være til stede på 

Facebook og Instagram, 2) Kombinere Facebook og Instagram for at øge forbrugerenes opfattede relevans, 

3) Tiltale forbrugernes indre motiverede symbolske behov, 4) Kommunikere til både potentielle og 

nuværende kunder, 5) Praktisere tovejs asymmetrisk kommunikation, 6) Skabe autentisk og genkendelig 
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content med mange forståelsesnøgler og 7) Bidrage til at mindske indsats i forbrugernes i 

beslutningsprocessen. 

 

Baseret på disse syv anbefalinger samt den indsamlede data konkluderes det, at globale luksus-modebrands 

kan styrke brand equity på Facebook og Instagram ved at styrke brandets kendskabsgrad på begge platforme, 

styrke funktionelle associationer på især Facebook samt sociale og emotionelle associationer på især 

Instagram. Content på både Facebook og Instagram skal tilfredsstille forbrugernes behov for information via 

autentisk og æstetisk kommunikation, samt en høj genkendelsesgrad i forhold til forbrugerens selvforståelse 

og hverdagsliv. 

 

Yderligere konkluderes det at globale luksus-modebrands kan styrke brand equity på social media ved at 

anerkende, at forbrugere på social medier skaber brand mening i en triadisk interaktion mellem brandet, den 

enkelte forbruger og andre aktive brugere på platformen. Overraskende konkluderes det samtidig at trods en 

triadisk forståelse skal luksusbrands udvikle deres kommunikationsstrategi ud fra en dyadisk tilgang, og 

minimere dialog og interaktion mellem brandet og dets følgere. 

 

Tilmed konkluderes det at succesen af investeringer på sociale medier bør måles ud fra kvalitativt definerede 

parametre. Dette skyldes indikationer på at effektiv kommunikation ikke altid resulterer i målbare 

forbrugerhandlinger på sociale medier.  

 

Det anerkendes og belyses at grundlaget for afhandlingens konklusioner er kvalitativt funderet i et begrænset 

empirisk grundlag. Denne dybtgående, men snævre, forståelse kan med fordel underbygges af videre 

kvalitative og kvantitative undersøgelser. 
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INTRODUCTION 
 
 

 
 
 
 
 

 
“In designing a lifestyle brand, you have to know 
more than just designing clothes” 
Tommy Hilfiger 
  

1 
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1.0 Introduction 
Social media is today an important communication channel for global brands as social media is a central part 

of consumers’ everyday life. While consumers progressively turn to social media as an information source, 

they are leaving traditional media behind (Bruhn, Schoenmueller, & Schäfer, 2012). These changes in 

today’s media landscape manifest social media as an important communication channel that cannot be 

ignored. Yet, brands are challenged in figuring out how to best exploit these new touch points. 

 

According to social media expert Mads Brandt (App. B2), the abandoning of traditional media has led to a 

state of disorganization in favour of the new online functions (Ibid.). He highlights that social media is a 

factor that can determine the success of brands today: 

 

“A lot of the channels, which we previously have exploited, is now in a complete decomposed state 

and therefore social media will become a “make it or break it” factor for companies opportunity to 

communicate with their consumers”(App. B1, l. 265-266). 

 

Several brands use social media to reach, listen, and go into dialogue with local and global consumer groups 

with the objective of increasing consumers loyalty to the brand and, thus, to build strong brand equity (App. 

B2). These benefits have led several industries to incorporate social media into their brand strategies. 

However, one industry, in particular, is lacking behind. 

 

During 2015, it came to our attention that the luxury fashion industry is still experiencing doubts concerning 

their approach to social media. The world’s second-largest luxury goods conglomerate (Clark, 2014) 

expressed a lack of knowledge concerning strategic use of social media in the luxury fashion industry. 

According to luxury expert Céline Chônier, luxury fashion brands’ greatest concern today is to recognize 

how to manage brand equity on these platforms (App. A2). She expressed an urgent need for research 

concerning how to approach social media in order to strengthen brand equity without affecting the brand 

image negatively. 

 

While luxury fashion brands are facing challenges in their approach to and management of social media, 

luxury consumers’ use of social media is developing in the same speed as other consumer groups. Research 

indicates that global luxury consumers are heavy users of social media, and young, wealthy consumers are 

the most eager to participate and engage online compared to other consumer groups (Solomon, 2013). They 

are no longer just present on social media but increasingly demanding control and dialogue with luxury 

brands (Okonkwo, 2010). 



Page 8 of 153 

“Their [luxury consumers] behaviour change is reflected in the way they interact with one another 

and subsequently with luxury brands both online and offline. They have become demanding of 

instant rewards and do not hesitate to relegate the brands unable to deliver” (Okonkwo, 2010, p. 

24). 

Understanding these behavioural patterns and demands to luxury brands on social media sets the frame of 

our thesis. Theory argues that in order to build brand equity, brands must understand the consumer and 

deliver relevant content based on this understanding. Relevance is, thus, a prerequisite of building brand 

equity in today’s media landscape (App. B2) (Dinesen, 2008). This consumer understanding will be obtained 

using the decision-making process as a framework. Understanding where and how luxury consumers seek 

information and how they move through the decision-making process provide luxury fashion brands with an 

opportunity to tailor their social media content to these demands: “Success will come to companies that can 

closely track the sources of information their customers turn to and find the combination of marketing 

channels and tools best suited to the ways those consumers decide” (Simonson & Rosen, 2014, p. 3). 

 

The decision-making process and purchase behaviour is, however, culturally determined (Amatulli & Guido, 

2011) (Kapferer & Bastien, 2012). Luxury consumers across markets differ greatly due to cultural 

differences that affect their perception and behaviour related to luxury brands. This stresses the importance 

of not forcing a general understanding of consumers across cultures. Instead, consumer research should be 

conducted while respecting the cultural differences and preferences. Hence, this thesis will take departure in 

a geographically limited consumer group – the Danish luxury consumers. Yet, luxury fashion brands are 

global and wide-ranging of nature. Thus, we acknowledge potential dynamics between global brands and 

local consumers preferences and luxury motivations. On social media, this factor is strengthened due to 

global platforms and communication channels that include users from all over the world following the brand. 

Yet, these users might not share behavioural patterns, motivations, and preferences. This supports the choice 

of a limited consumer group focus. 

 

Combining the decision-making process with luxury management theory, we aim at contributing to the 

global luxury fashion industry with a new understanding of the strategic application of the two social media 

platforms Facebook and Instagram. 
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1.1 Research question 
How can global luxury fashion brands apply Facebook and Instagram to build brand equity based on 

behavioural and expectancy patterns of Danish consumers’ decision-making process?  

Sub-questions 
1. What are the challenges and opportunities for global luxury fashion brands in building brand equity 

on Facebook and Instagram, and how do they currently create brand equity on these platforms?  

2. How do Danish luxury consumers use Facebook and Instagram in their decision-making process of 

a luxury purchase?  

3. What are Danish luxury consumers’ engagement motivations and expectations to global luxury 

fashion brands’ content on Facebook and Instagram? 

1.2 Delimitation  
The following section establishes this thesis’ delimitation in relation to brand equity, luxury fashion brands, 

Facebook and Instagram, and consumer behaviour in order to clarify the scope of our research. 

1.2.1 Limitations concerning brand equity 
We acknowledge that brand equity is created in the mind of the consumer and influenced by brands and the 

social sphere that the consumer is part of. Yet, in this thesis, we focus on the concept of building brand 

equity through brand-created communication as this is the only type of communication that global luxury 

fashion brands can manage and control on social media. Further, the thesis seeks an understanding of 

building brand equity at a non-brand specific level. This entails that we do not consider nor attempt to 

explain the symbolic meaning of one brand or the brand meaning negotiation taking place in the mind of the 

consumers. 

1.2.2 Limitations concerning luxury fashion brands 
We narrow down the scope of our research by dividing luxury fashion brands into segments in accordance to 

Corbellini & Saviolo (2010). The luxury industry can be divided into three segments, as illustrated in figure 

1. At the top of the luxury pyramid is the ‘supreme luxury’ segment, formed by unique, ultra-expensive, 

exclusive pieces. Positioned at the next level is the ‘lifestyle luxury’ segment, constituted of limited, high 

quality pieces accessible to only a selective number of consumers due to its fairly expensive prices. At the 

bottom of the pyramid is the ‘accessible luxury’ segment, also known as the ‘accessible super premium’ 

segment, which is made of good quality products offered at accessible prices (Corbellini & Saviolo, 2010) 

(Csaba, 2008). In this thesis, we base our research on one global luxury fashion brand within the ‘lifestyle 

luxury’ segment that is designing handbags for women. Luxury handbags have gained a prominent position 
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in the luxury industry and in the mind of consumers due to their current prestigious status in society 

(Thomas, 2008). This makes luxury handbags an interesting subject of research. Global luxury fashion 

brands are hereinafter referred to as luxury brands. 

 
 

 

 

 

 

Figure 1. The luxury pyramid (Corbellini & Saviolo, 2010, p. 113) 

1.2.3 Limitations concerning Facebook and Instagram  
Facebook and Instagram are so called online social media platforms. A great number of online social media 

platforms exist today, and the development of both existing and new ones are constantly happening. In our 

thesis, social media is defined as: “communication systems that allow their social actors to communicate 

along dyadic ties” (Peters, Chen, Kaplan, Ognibeni, & Pauwels, 2013, p. 282). This definition is based on a 

two-sided construction. Based on Peters et al.’s (2013) approach, we understand social media as a mix of two 

areas of research: communication science and sociology. The communication research contributes with the 

understanding of social media as a channel for storing and delivering information. Drawing in the 

sociological understanding, social media is a social network where social actors are creating social structures 

with dyadic ties – it could be individual, groups or organizations. 

 

According to Peters et al. (2013), six types of social media exist1. Yet, when using the term ‘social media’ in 

this thesis, the reference is limited to the two social networks Facebook and Instagram. Facebook and 

Instagram are two of the largest social networks in Denmark today (DR Medieforskning, 2015), which 

underlines the thesis’ focus on these selected platforms and explains the choice of Facebook and Instagram 

as the field of research. 

1.2.4 Limitations concerning consumer behaviour   
Concerning the consumers’ decision-making process, we focus on the decisions made by Danish luxury 

consumers during a luxury fashion handbag purchase. As the intention of the thesis is to understand Danish 

luxury consumers’ behaviour on social media, the ‘purchase’ phase in the decision-making process will not 

                                                        
1 Six different groups of social media: (1) collective, (2) blogs and microblogs, (3) content communities, (4) social networks, (5) 
massively multi-player online role-playing games, so-called MMORPGs, and (6) social virtual worlds (Peters, Chen, Kaplan, 
Ognibeni, & Pauwels, 2013). 

 

 

 

Lifestyle luxury 
 

Supreme luxury 
 

Accessible luxury 
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be part of the research field. Consequently, the decision-making process in this thesis includes the phases 

pre-purchase and post-purchase. 

 

Concerning motivations leading consumers’ behaviour, we focus on social and philological motivational 

factors and not other factors such as socio-demographic or lifecycle factors. This is done to limit the research 

scope in order to generate as thorough and accurate knowledge within the research field as possible.  

1.3 Thesis structure 
The following section addresses the structure of this thesis to provide the reader with an overview of the 

forthcoming pages. The thesis is divided into six chapters consisting of the following content.  

 

Chapter 2 introduces the Theoretical framework of this thesis. Here, we account for and critically discuss 

theory within the disciplines of brand management, luxury management, social media, and consumer 

behaviour that are applied to analyse our data. 

Chapter 3 establishes the thesis’ Methodology. Here, we discuss and reflect upon our philosophical 

conviction and abductive research approach. Furthermore, we describe our research design and techniques 

applied to collect and analyse data.  

Chapter 4 includes the Analysis of our data. This chapter consists of three blocks where each block 

corresponds to one of the three sub-questions. We conclude the analysis by juxtaposing findings of Block 1 

with findings of Block 2 and 3 to highlight noteworthy finding. 

Chapter 5 is a discussion and reflection of the findings of our analysis. It consists of strategic 

recommendations that can contribute to strengthening brand equity of luxury brands and the implications of 

incorporating these recommendations into brand management. Guiding the reader, each of the three blocks 

within the analysis and the Chapter of Discussion will begin with a visual illustration of the process (see 

figure 2) highlighting the current area of exploration. 

Finally in Chapter 6, we conclude on our research by summing up on all findings and thus answering the 

overall research question.  

 

 
Figure 2 Thesis analysis and discussion structure (Author design) 
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“Experience without theory is blind, but theory 
without experience is mere intellectual play” 
Immanuel Kant 
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2.0 Introduction to Theoretical framework  
This Theoretical framework touches upon four separate theoretical fields. As stated in the introduction, this 

thesis has the purpose of helping luxury brands to understand how to strengthen brand equity through social 

media. Brand management is therefore the core of this thesis, why this academic field will begin the 

Theoretical framework. Two different brand management perspectives will be juxtaposed in order to 

understand the complex problems that luxury brands are facing on social media today. Compared to our 

consumer interview data, it enables us to reflect upon what brand management perspective is beneficial for 

luxury brands to apply in the pursuit of strong brand equity through social media. The section finishes with 

an account of brand communication strategies to understand the ways brands can communicate to their 

stakeholders and its underlying brand management approaches. Next, the theoretical field of luxury 

management will be discussed. This will provide an understanding of how luxury brands differ from 

traditional brands in terms of branding and how the concept of ‘anti-laws’ (Kapferer & Bastien, 2012) are 

central to luxury brand management. These anti-laws will be identified and discussed throughout the thesis 

in order to evaluate how they affect brand equity and if they are relevant to uphold based on Danish 

respondents’ decision-making process. Next, social media theory will be accounted for in order to 

understand the characteristics of Facebook and Instagram as branding platforms. This will contribute with an 

understanding of valuable content on social media, the premises of social media and the benefits of each 

platform. Last, the field of consumer behaviour is included to illuminate how consumers use social media in 

their decision-making process and what motivations drive the process. This will be applied to understand 

what purchase motivations are relevant for luxury brands to tap into to in order to satisfy relevant needs of 

the respondents. Collectively, the four theoretical fields enable us to understand how the decision-making 

process can be used as a mean to increase brand equity for luxury brands on social media, and thus, answer 

the research question. 

2.1 Brand management 
The academic field of brand management has undergone a drastic change since its establishment in 1980’ties 

(Heding, Knudtzen, & Bjerre, 2009). The academic understanding of branding and creation of brands has 

developed in sync with new research and theoretical streams through the time (Kapferer, 2012). However, 

the rise of social media has radically changed the premises of modern brand theories. The recent diversion 

has created two different approaches to brand management. The time from the 90’ties to the 00’ties was 

represented by a traditional perspective, characterized by a dyadic brand equity view. From the 00’ties up 

until now, a modern brand management perspective has emerged, characterized by a triadic brand equity 

view (Heding, Knudtzen, & Bjerre, 2009). This shift of schisms is relevant for our thesis as luxury brand 

theory represents a more traditional understanding of brand management (Kapferer & Bastien, 2012), where 
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social media theory represents a modern brand perspective (Dinesen, 2008). This will be clarified during 

analysis Block 1. Thus, our thesis places itself in the midst of a schism shift. These schisms will be identified 

throughout the analysis and lead to a discussion of how luxury brands should approach brand management to 

increase brand equity through social media. The two approaches will now be accounted for starting with the 

dyadic approach. 

2.1.1 A dyadic approach to brand management  
According to Heding, Knudtzen & Bjerre (2009), the 90’ties to the 00’ties comprised several brand 

management approaches. Common for them was a dyadic brand management perspective. 

2.1.1.1 A dyadic creation of brand meaning 
The dyadic brand management perspective is characterized by the conviction that brand meaning is created 

between two parts: the brand and the consumer. Throughout the time, the consumer has experienced a 

change of role in the brand literature, from being a passive receiver of brand communication to an active and 

reflecting receiver. Despite different perceptions of the consumer’s role in the creation of brand meaning, the 

traditional brand management approach is based on a dyadic relationship (Heding, Knudtzen, & Bjerre, 

2009). This is illustrated in Figure 3. 

 

 

 

 

 

The creation of brand meaning is characterized as a transmission process (Kapferer, 2012). Here, the brand 

communicates its meaning, the brand identity, to the consumer. The consumer then decodes the 

communication, which creates the brand image. Hence, it refers to a process of decoding where the receivers 

of brand communication decode brand communication, which in turn construct the image of the brand. This 

communication process is illustrated in Kapferer’s (2012) transmission model and is illustrated in Figure 4 

below. 

 

 

 

 

 

Figure 4 Creation of brand meaning inspired by Kapferer (2012) 

Brand  Consumer 

Brand controlled signals 

Noise & Competition

Figure 3 A dyadic creation of brand meaning 

Consumer Brand 
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The signals constructing the brand image stems from both brand signals as well as external signals from the 

communication environment such as noise and competition. Noise and competitors are thus elements 

disturbing the desired brand perception in the mind of the consumer (Kapferer, 2012). From Figure 4 it is 

clear that the model represents a dyadic brand approach where brand meaning is communicated through 

brand controlled and non-controlled signals to a receiving consumer. 

 

This transmission model will be applied in the analysis to understand how the luxury industry as well as 

social media experts views the construction of brand meaning on social media. This is done in order to gain a 

deeper understanding of the complexity of problems luxury brands are facing on social media.  

 

Before moving on to the second brand management perspective, we will, in accordance to the research 

question of the thesis, illuminate the concept of brand equity. This concept of brand equity will be 

investigated and discussed throughout the analysis. 

2.1.1.2 A dyadic brand equity perception 
Two of the most influential theorists representing the traditional dyadic approach to brand management are 

Kevin Lane Keller (2013) and David A. Aaker (1991). These two brand theorists are still today viewed as 

main authors of dominant brand management literature. Despite differences, the two authors contributed to 

the dyadic understanding of brand equity. They agreed that the concept of brand equity was the subjective 

value of the brand in the mind of the consumer and consisted of four layers: Brand awareness, brand 

associations, perceived quality and brand loyalty (Ibid.). Later, Keller refined his concept of brand equity 

and developed an influential framework for understanding the creation of brand equity, called Customer 

Based Brand Equity (CBBE) framework (Keller, 2013). Keller argues that the key function of branding is to 

ensure that consumers have the right knowledge of a brand. According to Keller (2013), the sources of 

creating this knowledge has two components: brand awareness and brand image. The image is made by 

associations that are either brand attributes or brand benefits. Brand attributes are related to descriptive 

features characterizing the product. Brand benefits include the personal value and meaning that a consumer 

ascribes to a brand or product (Keller, 2013). To illustrate how to build strong brand equity, Keller 

developed a CBBE model (see Figure 5). The model involves of a sequence of four steps that must be 

followed in order to create string brand equity (Keller, 2013).  
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Figure 5 Keller's CBBE model (Keller, 2013) 

The first step is to create Salience. This layer relates directly to the depth and breadth of brand awareness as 

a key source of brand equity. Next step is to create brand meaning by strengthening functional and social 

associations. The performance associations include attributes such as product characteristics and features, 

style, design, and durability. Imagery associations concern user profiles, usage situations, personality, 

heritage, and values. These two blocks, Performance and Imagery, collectively build the brand’s image and 

meaning. Next step is to ensure a desired response to the Performance and Imagery associations. This level 

consists of Judgments and Feelings. Last step is to create a deep relationship through Resonance (Keller, 

2013). According to Keller (2013), Resonance is characterized by both a deep emotional bond that the 

consumers feel towards that brand as well as a high level of activity, measured through repeat purchases as 

well as engagement in the brand, activities and other brand customers. Loyalty, personal attachment and a 

sense of community are creating this Resonance. Most significant, Keller argues, is the active engagement, 

where the consumers are willing to spend time, money, and energy on the brand that goes beyond a purchase 

(Keller, 2013). The goal of branding is thus to create strong and positive brand equity that will ensure brand 

resonance.  

All these steps are created in the mind of the consumer through brand communication (Ibid.). With a clear 

focus on the brand as sender and the consumers as receiver, Keller supports the dyadic creation of brand 

equity. As evident in the above clarification of the CBBE model, it is clear that Keller’s understanding of 

brand equity corresponds to Aaker’s (1991) four elements of brand equity; awareness, associations, quality 

and loyalty. However, the CBBE model is today one of the most classic and utilized brand equity models, as 

it in great detail and structure explains how to create strong brand equity. Thus, Keller’s CBBE model will 

be employed in the case study analysis to understand how Chloé creates brand equity on Instagram and 

Facebook by tapping into the different brand equity steps. Further, it will be applied in the discussion to 

reflect upon social media’s affect on brand equity, based on our findings.    
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Based on the above clarification, the brand management literature from 1990 to 2000 was characterized by a 

dyadic brand perception and lacked aspects of sociocultural influences, such as social media interactions. 

Around mid 2000s, a shift of schisms started to materialize and new brand management theory emerged, 

introducing a triadic brand view. This modern perspective perceives brands as socially constructed entities, 

negotiated through consumer interaction (Heding, Knudtzen, & Bjerre, 2009) (Arnould & Thompson, 2005). 

2.1.2 A triadic approach to brand management  
Brand management literature from around mid 2000s and up to now represents a triadic brand management 

perspective. This perspective will now be accounted for as well as its relation to community theory.  This is 

done in order to understand how luxury brand, based on our findings, should approach social media 

platforms to increase brand equity. 

2.1.2.1 A triadic creation of brand meaning 
In the triadic approach to brand management brand meaning is negotiated through a complex and dynamic 

process involving 1) the marketer of a brand that strives to create desired associations in the mind of the 

consumer, 2) the individual consumer with its personal actual self and desired self, and 3) a social 

environment that facilitates interaction between consumers (Broderick, Maclaran, & Ma, 2003) (Heding, 

Knudtzen, & Bjerre, 2009). Thus, brand meaning is not created in a dyadic relationship between a brand and 

a consumer as in the traditional brand perspective, but negotiated in a triadic relationship between a brand, a 

consumer and the social sphere that the consumer is part of. For consumers that use social media, these 

platforms are part of their social reality, and thus, an active part of negotiating a brand’s meaning. This 

process is illustrated in the Figure 6 below.  

 

 

 

 

  

 

 

This view is supported by Okonkwo (2010), who agrees that the online consumer society influence brand 

meaning. She elaborates: “The general consumer society has not only easily become a part of the Internet 

Brand 

Consumer Consumer 

Figure 6 The Brand Triad (Heding, Knudtzen, & Bjerre, 2009, p. 183) 
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age but now has the power and clout to control marketing communications and messages from companies 

and to influence the way fellow consumers interpret them” (Okonkwo, 2010, p. 19). This illuminates how 

recent theory supports a triadic brand perspective, where social media facilitates a brand meaning 

negotiation. This perspective argues that the process of creating brand meaning is not only in the hands of 

the brand anymore but through consumers in social media communities. 

2.1.2.2 A triadic brand equity perception  
In the modern perspective, brand equity is still perceived as four layers: brand awareness, brand associations, 

brand quality, and brand loyalty. As previously mentioned, these four layers correspond to the four layers of 

Keller’s CBBE model. This definition of brand equity is still acknowledged and used in modern brand 

management (Muñiz & O'Guinn, 2001) (Bruhn, Schoenmueller, & Schäfer, 2012). However, modern brand 

theorists do not perceive brand equity to be created in the interplay between the brand and the consumer as in 

the traditional approach. Instead, social spheres, such as online communities and social media platforms 

affect several layers of brand equity (Muñiz & O'Guinn, 2001) (Bruhn, Schoenmueller, & Schäfer, 2012). 

This new understanding emerged based on brand community theory (Heding, Knudtzen, & Bjerre, 2009). 

This research indicated that brand meaning and brand equity is constructed through the social interaction of 

communities (Ibid.). Community theory is therefore the foundation of the triadic brand perspective. This 

academic field is not only relevant due to its affect on modern brand management, but also because social 

media brand platforms, such as brand’s Facebook and Instagram pages, can be understood as online brand 

communities (Laroche, Habibi, Richard, & Sankaranarayanan, 2012). To understand how brand meaning is 

created on these social media brand platforms and if luxury brands should approach these platforms as brand 

communities, brand community theory will be briefly mentioned. It provides us with theory to understand if 

Facebook and Instagram should be managed as luxury brand communities or as mere communication 

platforms. 

Brand community theory 
 

“Brands are social entities experienced, shaped, and changed in communities. Therefore, although 

brand meaning might be ascribed and communicated to consumers by marketers, consumers in turn 

uncover and activate their own brand meanings, which is communicated back to the marketers and 

the associated brand community” (Brown, Kozinets, & Sherry, 2003, p. 31).  

The concept of brand communities was founded by the researchers Muñiz & O’Guinn (2005) after a two-

year study of consumers’ interaction around three specific brands. They discovered “active and meaningful 

negotiation of the brand between consumer collectives and market institutions” (Muñiz & O'Cuinn, 2005, p. 

252) both in offline and online brand settings. Hence, brand meaning was negotiated in both online and 

offline brand communities. Three distinguishing features were present in both environments:  
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1. Consciousness of kind: Members have a strong connection toward one another and feel like they 

know each other well.   

2. Shared rituals and traditions: Members have rituals and traditions that enhance and maintain the 

culture of the community.  

3. Sense of moral responsibility: Members show “a sense of duty to the community as a whole, and to 

the individual members of the community” (Muñiz & O'Cuinn, 2005, p. 424), which serves the 

purpose of integrating and retaining members in the community.  

According to Heding et al. (2009), these three markers should exist within a group in order to classify as a 

brand community and will be reflected upon in the discussion in order to understand if communities on 

luxury brand’s social media platforms is valued by Danish consumers.  

Based on their research, Muñiz & O'Guinn defined brand communities as: “a specialized, non-

geographically bound community, based on a structured set of social relationships among admirers of a 

brand” (Muñiz & O'Guinn, 2001, p. 412), and suggested that brands were socially constructed phenomena, 

created through a triadic relationship. Their research further indicated that brand community affects brand 

equity (Muñiz & O'Guinn, 2001).  

Online communities offer luxury brands a strategic opportunity for strengthening brand equity through social 

media. Heding et al. (2009) argue: “Brand communities […] tend to evolve and thrive around old brands 

with an interesting history and high involvement products” (Heding, Knudtzen, & Bjerre, 2009, p. 182). As 

we will see later, luxury brands are characterized by strong history and heritage (Kapferer & Bastien, 2012) 

and represents high involvement products due to its high perceived financial, social, and physiological risk 

(Solomon, 2013). This suggests that communities are likely to form around luxury brands. As previously 

stated, Keller argues that communities and strong engagement create brand resonance and thus brand equity. 

The theory thereby indicates that fostering social media brand communities is a valuable possibility for 

luxury brands in order to strengthen brand equity on social media. 

Summing up, brand management theory is experiencing a change of schisms due to the rise of social media. 

It is evident that the traditional approach to brand management views brand meaning as created through a 

transmission of brand-controlled and non-controlled signals to the receiving consumer. Thus, brand equity 

depends on how well a brand is at communicating the desired signals to the consumer. Contrary, the modern 

approach to brand management views the creation of brand meaning as a negotiation between the consumer, 

its social sphere, and the brand. Non-brand controlled signals are not viewed as noise but as a part of the 

meaning negotiation. Brand equity is therefore not only created by the brand but also social spheres such as 

social media. These two schisms are highly relevant for our thesis’ research question. Luxury brand 

management theory tends to lean towards a traditional brand management perspective, reinforcing the 
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importance of brand control (Kapferer & Bastien, 2012). Social media theory, however, acknowledge a 

modern perception of brand management (Laroche, Habibi, Richard, & Sankaranarayanan, 2012). The 

research question of the thesis is thus placed in the cross field of schisms and in an area of conflicting brand 

management perspectives. These brand management perspectives will be identified throughout the analysis 

in order to understand the conflict that luxury brands are facing on social media, and ultimately identify how 

luxury brands should manage Facebook and Instagram to strengthen brand equity based on Danish 

consumers’ patterns of the decision-making process. 

2.1.3 Brand communications 
Like brand management, the academic field of public relations and communication management has 

undergone similar changes since its establishment in the middle of the 1800s (Merkelsen, 2010). In their 

book “Managing public relations”, Grunig & Hunt (1984) divide the historical development of public 

relations (PR) into four phases. These four phases represents the historical development but also the typical 

ways in which PR is practiced today, and is referred to as the four models of public relations. These four 

models include press agentry/publicity, public information, two-way asymmetrical, and two-way 

symmetrical (Grunig & Hunt, 1984). 

 

According to Grunig & Hunt (1984), the press agentry/publicity model is a one-way model, where the 

organization seeks the public’s attention through promoting positive messages. Similarly, the public 

information model is based on one-way communication. Here, the organization has limited knowledge about 

the target group, as they take no interest in understanding their preferences (Grunig & Hunt, 1984). 

 

As the name implies, the two-way asymmetrical model is a two-way communication model. The model is 

based on two-way communication, as it includes feedback from the stakeholders. It is asymmetrical, as there 

is imbalance between the organisation and its stakeholders. The organisation controls the communications 

and decides which messages are being distributed to its stakeholders. This model does however take the 

target groups preferences into consideration due to the conviction that the communication will fail, if the 

receiver takes no interest in the message. Hence, the purpose with the two-way asymmetrical model is to 

persuade the audience. It dominated the field of PR after the public information model and is still being 

widely used (Ibid.).  

 

The final model, the two-way symmetrical model, is likewise based on two-way communication. Its purpose 

is not to persuade but to reach a mutual understanding between the organizations and its stakeholders. In this 

type of communication, both parties become the sender as well as the receiver. Through dialog, the 

organisation strives to satisfy their own interests, while at the same time trying to help their stakeholders 

satisfy their interest (Grunig & Hunt, 1984).  
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Grunig (2002) later on supplemented the original four models of public relations with the mixed-motive 

model, as the original model and especially the two-way symmetrical model were being criticized for only 

holding stand in theory. The mixed-motive model is a combination of the two-way symmetrical model and 

the two-way asymmetrical model, where the organization chooses between the two approaches depending on 

the situation (Grunig, 2006).  

 

These five models of PR will be applied in the thesis in order to identify the ways of communicating on 

social media and discuss the most suitable approach for luxury brands to apply on these platforms.  

 

Having clarified relevant brand management perspectives, we will now turn to the theoretical field of luxury 

management. 

2.2 Luxury management 
In the literature, there is no consensus on how to define luxury due to its highly subjective nature (Kapferer 

& Bastien, 2012) (Wiedmann & Hennigs, 2013). As a result of this, the following section strives to clarify 

this thesis’ approach to luxury as well as the characteristics of luxury. Further, key concepts and the specific 

rules of managing luxury brands applied in the analysis will be elaborated upon.  

2.2.1 Approach to luxury  
In their book ”Luxury Marketing: A Challenge for Theory and Practice”, Klaus-Peter Wiedmann & Nadine 

Hennigs (2013) argue that there are four distinct but closely related approaches to luxury: the commodity, 

the consumer perception, the marketing-management and the functional/instrumental approach. In this thesis, 

the marketing-management approach to luxury will be applied with modification. The marketing-

management approach deals with how luxury brands can organize and coordinate marketing activities in 

order to achieve defined objectives and is refined by Jean-Noël Kapferer and Vincent Bastien (Wiedmann & 

Hennigs, 2013). This approach has been chosen, as it is in line with this thesis’ luxury brand management 

focus. As Kapferer & Bastien are the prevailing and principle theorists within this approach to luxury, we 

will mainly draw on their theoretical concepts and ideas presented in their book ‘The Luxury Strategy’ from 

2012. Kapferer & Bastien (2012) will be supplemented by Uché Okonkwo (2010), who is one of the only 

authors that has published a book dedicated solely to luxury branding in a digital world.  

2.2.2 The characteristics of luxury 
In order to manage luxury brands, one needs to first understand what luxury is all about (Kapferer & Bastien, 

2012). This section thus strives to clarify three characteristics of luxury, which illuminates the significance 

luxury has in society and to the individual (Ibid.). 
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2.2.2.1 Social stratification  
Luxury is deeply connected to social stratification (Ibid.). Originally, luxury consumption was a way for 

royals, nobles, and aristocrats to stamp their superiority and maintain their distance from the lower classes 

(Okonkwo, 2010). Today, the social structure, as we knew it back then no longer exists. However, what has 

not changed is people’s fundamental need for some form of social stratification (Kapferer & Bastien, 2012). 

Okonkwo (2010) supports this belief: “a man (needs) to show his distinction, to be admired, recognized, 

appreciated and respected, through differentiating himself, in most cases with his possessions” (Okonkwo, 

2010, p. 13). The role of luxury therefore stays unchanged, as it continues to be consumed to create social 

stratification. By consuming luxury, people can show others that they belong to or dream of belonging to an 

exclusive group in society (Kapferer & Bastien, 2012) (Okonkwo, 2010).  

2.2.2.2 Luxury for others  
The connection between luxury and social stratification indicates that luxury is a social marker (Kapferer & 

Bastien, 2012). Consuming luxury items such as a luxury handbag become a mean to define who you are or 

wish to be in a social setting. By carrying a handbag from a well-known luxury brand, you demonstrate to 

others that you appear successful and can effort the luxury of an expensive handbag. The act of using luxury 

as a social marker is what is meant by ‘luxury for others’ (Ibid.). 

2.2.2.3 Luxury for oneself  
Besides having a social function, luxury equally is an access to pleasure. Luxury is therefore also consumed 

for ones own please, which is referred to as ‘luxury for oneself’ (Ibid.). Kapferer & Bastien (2012) argue that 

the consumption of luxury should be based on “a very strong personal and hedonistic component, otherwise 

it is no longer a luxury but simple snobbery, and we would quickly fall into the trap of provocation” 

(Kapferer & Bastien, 2012, p. 19). Consumers, who base their luxury purchase on own personal pleasure, are 

genuinely interested in the brand. These consumers take part in the brand’s culture and they appreciate its 

world, identity and philosophy (Kapferer & Bastien, 2012). Snobs on the other hand are only interested in 

symbols not the substance. They will drift among symbols - brands - to consume the latest social marker of 

wealth (Ibid.).  

2.2.3 Key concepts of luxury 
With a clarification of the characteristics of luxury, we move on to key concepts of luxury brands applied in 

this thesis. These concepts include ‘luxury and time’ and ‘the dream factor’ and will be touched upon in the 

following sections. 

2.2.3.1 Luxury & time  
According to Kapferer & Bastien (2012), luxury embodies time and is in fact an essential source of its value. 

This indicates that luxury takes time and has time, even though it is often intended for those who live fast 

(Kapferer & Bastien, 2012). 
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Time is first and foremost embodied in the ingredients and the process of manufacturing luxury items; it 

takes time to find or mature the finest ingredients and it takes time to manufacture luxury (Kapferer & 

Bastien, 2012). Secondly, time need to be embodied in the brand; a long historical background is therefore of 

value (Ibid.). Thirdly, time is embodied through the new luxury designers, as these designers create 

collections with respect to the artistic directorship of the luxury brand (Ibid.). Fourthly, time is part of the 

sale and purchase process of luxury. The purchase considerations can often be time consuming and it can 

take a great amount of time from ordering a luxury item to actually possessing the item. The notion of time is 

also expressed in the contact between salesperson and clients (Ibid.). Finally, time is embodied in luxury 

product as well. A luxury product must obtain elements of timelessness, as luxury is about ‘long-sellers’ and 

not ‘best-sellers’ (Ibid.). 

 

This notion of time creates a paradox, as luxury must maintain both timelessness and trendiness at the same 

time (Ibid.). A way of dealing with this contradiction is for the brand to obtain timelessness while the 

products have the appearance of being trendy or vice versa (Ibid.).  

 

2.2.3.2 The dream factor  
The dream is deeply embedded in luxury products and luxury brands. In fact, “keeping the dream alive is the 

key success factor” (Corbellini & Saviolo, 2010, p. 161) and those luxury brands that manage to do so are 

the ones successful for generations (Corbellini & Saviolo, 2010).  

 

According to Kapferer & Bastien (2012), the dream factor is created by the difference between brand 

awareness and the rate of owners of the brand. “The luxury dream is boosted by the distance between those 

who know and those who can” (Kapferer & Bastien, 2012, p. 154). This means that a luxury brand should be 

known by many, but only accessible to few in order to have dream value.  

 

The dream factor is managed through communication (Corbellini & Saviolo, 2010) (Kapferer & Bastien, 

2012). Luxury communication must appeal to the exclusive few clients of luxury brands. At the same time, 

though, communication must share the dream with the general public, making the luxury brand an object of 

desire in the eyes of many (Kapferer & Bastien, 2012). In order to create this dream, the communication 

about luxury products and its brand universe should be spoken of in a dreamlike way. The communication 

should also be vague enough, so the majority of the general public can identify with it and find their own 

personal share of the dream (Ibid.).  

 

As the dream triggers purchase, purchase destroys the dream (Ibid.). When luxury products are being sold, 

the dream is destroyed, as each product carries with it a portion of the dream. Kapferer & Bastien (2012) 
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argue that the more people possessing a luxury brand, the less desirable it becomes in the eye of admires. 

Thus, it is necessary to recharge the dream constantly through communication to increase the distance 

between those who know the brand and those who own the brand (Kapferer & Bastien, 2012). 

2.2.4 Managing luxury brands 
According to Kapferer & Bastien (2012), one must forget about the classical marketing rules and instead 

apply marketing rules specific to luxury brands in order to build and remain a successful luxury brand. The 

following section clarifies these specific luxury rules. 

2.2.4.1 Anti-laws of marketing  
Kapferer & Bastien (2012) have developed 24 principles of luxury management, which they call anti-laws of 

marketing. These anti-laws are the opposite of traditional marketing, as they argue that the techniques of 

traditional marketing are not suited to luxury, as they will potentially harm the luxury brand. It is thus 

necessary for luxury brands to follow the anti-laws in order to maintain and strengthen its brand equity. Due 

to the thesis’ limited focus, selective anti-laws will be included in the analysis. 

 

It is worth mentioning that these anti-laws were last reviewed in 2012. When Kapferer & Bastien (2012) 

published a new edition of their book in 2012, additional principles of luxury management were added to the 

anti-laws. In 2009, there were 18 anti-laws of marketing and in their latest edition there were 24 (Kapferer & 

Bastien, 2012). This indicates that the anti-laws develop through time, as luxury brands find new ways to 

manage their brand in the marketplace. Furthermore, the past three years of development within marketing 

communication management has not been included. This could indicate a significant lack in updated online 

and especially social media communication. Based on this, the principles of luxury management in this 

thesis will be applied with modification. 

 

Having clarified the relevant concept within the theoretical field of luxury management, we will now account 

for the social media theories applied in this thesis to examine the thesis’ research question.  

2.3 Social media 
Kay Peters et al.’s formulation “…social media are fundamentally different from any traditional or other 

online media because of their social network structure and egalitarian nature” (Peters, Chen, Kaplan, 

Ognibeni, & Pauwels, 2013, p. 1) identifies how social media demands a separate understanding and an 

adapted way to communicate compared to traditional media. In order to understand the conditions in which 

luxury brands are communicating on social media, the characteristics of social media today as a corporate 

communication channel will be elaborated. Afterwards, a description of the two social media networks 

Facebook and Instagram will be included to understand the specific characteristics of the thesis’ chosen 
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social media focus. 

2.3.1 Web 2.0 
Social media exists in what is named “web 2.0”. Web 2.0 is the definition of the current way of using the 

Internet and is especially characterized by consumers using the Internet in a social manner (Dinesen, 2008). 

It is in everlasting progress as it is an organism which change all the time, but since the mid-00’s the term 

“web 2.0” has been used about the way consumers use the Internet based on todays opportunities for creating 

own online media and the media of masses2. With the opportunities of web 2.0 a shift in power has occurred. 

On the web 2.0, consumers have control of the communication by the possibility to pick and choose between 

communications. They have the possibility to create communication or add content to existing 

communication. It is up to the consumers’ to decide how and when to get exposed, based on when it is 

relevant for the individual consumer. Further, the communication has no geographic or time limitation and is 

accessible for everyone online (Ibid.). 

 

Today, the number of years with web 2.0 has changed consumer expectations. The consumers are widely 

aware of their power and expect communication to happen in collaboration with them instead of to them, 

which have changed the “rules” of communication entirely (Ibid.). According to Okonkwo (2010), 

consumers today possess the skills, tools and know-how to navigate in the web 2.0. Combined with the 

awareness of power, this has created consumers with a high level of confidence and courage who do not 

accept communication without questioning (Okonkwo, 2010). 

 

Further, online interaction has moved from two-way to 360-degrees web-interaction. This means that brands 

must adapt the way it present itself in order to get a positive and supportive brand perception. Okonkwo 

(2010) contributes specifically on this topic related to luxury brands, and she finds proof that social media 

especially can help improve luxury brands’ consumer relations. Importantly, she adds that the success 

depends on the luxury brands’ style of exchange. The exchange must be based on recognition and respect of 

the consumers (Okonkwo, 2010). 

 

This indicates the need to change the perception of value creation. Brands are forced to see the value in these 

networks and exploit the possibilities in sharing and collaborating and importantly adapt brand management 

in order to act up to the new “rule set” and behaviour among consumers (Dinesen, 2008). According to both 

Dinesen (2008) and Okonkwo (2010), brands must view consumers as an active part in creating brand value. 

Brand must communicate in line with the terms of consumers in order to be perceived as valuable. This new 

brand management perspective relates to the triadic, modern brand management approach, where effective 
                                                        
2 The technologies, software and social networks which have made it possible for the individual to communicate with and to an 
almost unlimited number of people (Dinesen, 2008).  
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branding is not a result of exposure and frequency but understanding the consumer’s perception of relevance.  

 

Furthermore, with emerge of web 2.0 and social media, the consumer became in integrated part of the brand 

for good. The web 2.0 has made it extensively possible for consumers not only to be in dialog with the 

brand, but also to communicate about the brand internally consumer to consumer in media, where everyone 

in general are welcome and can join freely, leaving the brand outside the communication with limited power 

to effect content as like-minded are the most trusted (Okonkwo, 2010). Again, relates to the triadic brand 

management perspective, where brand meaning is negotiated between a brand and consumers in-between.  

2.3.2 Rich and relevant media management 
To illustrate the importance and possibilities in social media in relation to value creation on terms valid in 

today’s Internet age, Dinesen’s (2008) understanding of social media as “rich media” will be utilized. Today, 

consumers have an active relationship to the media and brand communication, which has changed important 

parameters in communicating with consumers. With a change in media comes a need for change in 

understanding of the successful effect of the media too. By the emergence of web 2.0 traditional 

communication measurements like the GRP method3 are no longer sufficient. Involvement and response are 

in the web 2.0 era important success criteria, which the GRP does not take account for. Therefore, it is 

necessary to look at media management with eyes of today’s “Internet age”, when deciding on and 

measuring media channels.  

 

Dinesen’s (2008) rich media theory includes relevant factors in light of today’s media landscape, which 

makes it suitable to draw on in this thesis in order to understand and judge the value of social media on 

appropriate terms. The method to measure media communication effect is centred on the richness of the 

media (The Hierarchy of Richness). According to Dinesen (2008), rich media allows for direct feedback, 

possibilities for applying several different decoding keys, possibility for linguistic variety, and personal 

focus of the receiver. Drawing on this theory, social media are thus rich media that creates value for the 

receivers in accordance to current media structures (Dinesen, 2008).  

 

By combining the theory of rich media with the above stated current consumer power, it is clear, that 

incorporation of media relevance will be beneficial to the thesis because consumers are an integrated part of 

the brand. Consumers’ experienced relevance of communication is related to the success of the 

communication, as the consumers are in control of choosing to be communicated with. 

 

Richness x Relevance = Communication Effectiveness (Ibid.) 
                                                        
3 Choice of media is traditionally decided based on the follow three criteria: reach (R), frequency (F) and impact (I), which together 
determents the total number of exposures of the communication (GRP). GRP = R x F  = E.  
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The formula illustrates how the effectiveness of communication is increased, when the media is rich and 

when the communication is in accordance with either emotional or factual individual state. This congruence 

in information from communication is exactly what generates experienced relevance, which increases the felt 

credibility in the mind of the consumers because the consumer exercises an individual choice (Dinesen, 

2008).  Therefore, the more rich a media is and the more the attention a media receives voluntarily from the 

consumer, the more relevant is the communication experienced by the consumer. This richness and relevance 

generates effective communication (Ibid.).  

 

Ultimately, brands exist in a web 2.0 era where social media, as the rich media it is, cannot be ignored. 

Modern brand management must take the new consumer power and expectations into consideration. Having 

this in mind, social media are characterized by openness, dialog and huge consumer power (Ibid.).   

 

In order to manage social media, it is essential to understand these channels. Therefore, Facebook and 

Instagram will be described in the following sections. The descriptions provide an understanding of the 

platforms and, thus, the conditions and premises brand management work under here. 

2.3.3 Facebook 
Facebook is named the world’s most extensive online social network and a number of distinct features 

underpin its function as a key social communication platform (Allen, 2012). Facebook is a free public social 

media platform, which has existed since 2005. It is build up of ‘profiles’ consisting of a mix of specific 

personal information about the user and the actions made within Facebook, all displayed by a timeline. A 

Facebook ‘page’ is an organization’s profile. Users are connected through their network of ‘Facebook 

friends’ and pages they ‘follow’ and ‘like’. The social network of friends and pages, which the individual 

follows, create a ‘newsfeed’ informing about others in the network based on the friendship patterns. The 

degree of public information depends on the status between the users. Additionally to the accessible profile, 

private communication is possible through video chat and e-mail type messaging (Ibid.). It is also possible to 

join and create ‘groups’, which users can then become part of. Furthermore, users can draw information from 

outside the platform into the social media and it converts into an integrated part of the newsfeed and 

timeline. All of the content on Facebook can be ‘liked’, ‘commented’, and ’shared’ opening up for spreading 

and extension of content. Facebook is currently a platform allowing a wide number of commercial content of 

paid adds in shape of ‘boosted newsfeeds’, promotional adds and projection of ‘recommended pages’ all 

which can be targeted specific Facebook user profiles and online interests (Facebook, 2015).  Facebook is a 

platform for communicating to others about the interests, passions and business of the individual, creating 

connections through that communication (Allen, 2012).  
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2.3.4 Instagram 
The online social platform Instagram is based on a free application for smartphones and tablets dedicated to 

the mobile experience. Instagram was launched in 2010 and acquired by Facebook in 2012 (Rouse, 2012). It 

is an online photo sharing and social network platform that allows users to upload, edit and share pictures 

with other users. In 2013, Instagram added the capability to post short videos. Each user has a profile with a 

short self-selected description. Users can follow other users and ‘like’, ‘comment’, and/or ‘regram’ other 

users pictures. The users can freely choose between closed and open/public profiles. Content is shared by 

time and location specific snapshots and are perused when it is convenient for the individual user. Photos can 

also be shared across platforms on a photo-by-photo basis on Flickr, Facebook, and Twitter (Instagram Blog, 

2015).  

 

Today, Instagram is a close-knit community generated by the use of hashtags (#) and at-signs (@) in which 

brand contact and friendships are made easily. A distinct difference from other social media platforms like 

Facebook in terms of linking and connecting content is that Instagram do not permit active links.  

 

Instagram’s success with more than 400 million users worldwide (Instagram Blog, 2015) and a uniquely high 

engagement rates (Piekut, 2015) has caused brands to join the to the social network too. A brand can only 

create corporate profiles on the same terms as privates. However, the most recent development made by 

Instagram, creates the opportunity for ‘sponsored content’, which allows commercial content of paid adds in 

users private newsfeed. 

 

We have earlier defined social media as communication systems that allow their social actors to 

communicate along dyadic ties. Clarification of the two social networks showed a great focus is on the 

individual in these channels. Inspiration from Peter et al.’s (2013) social media management framework, we 

agree that it is advisable to understand the individuals’ motives, content generation, network structure and 

social roles and interactions in order to be able to succeed on these platforms. Founded in the research 

question, it is therefore relevant to understand that the actors on the two social networks are a key element 

communicating along dyadic ties driven by consumers’ own motives. Second, the content is greatly user-

generated4 because the individual communicate with each other along the brands. This triangular structure is 

what characterizes the network structure with both an individual and social sphere. Last, the communication 

generation is not only based on new content, the consumers also modify, share and consume it in a setting 

where they interact occupying various social roles. Constantly, these interactive inter-dependent elements 

affect each other - not only isolated within a specific social media but also across social media due to 

                                                        
4 User-generated content is created by individuals’ contribution of communication on social media based on individual motives and 
personal experienced desire to communicate.  
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interactivity (Peters, Chen, Kaplan, Ognibeni, & Pauwels, 2013).  

2.3.5 Engagement motivations in online communities 
As mentioned above, it is necessary to understand individual social media motivations for engagement and 

needs on these platforms in order to create valuable content for the social media user. Porter et al. (2011) 

supports this view. They have researched how brands can sustain customer engagement in online 

communities, such as on Facebook. They argue that in order to ensure engagement, brands must first 

understand its consumers’ needs and motivations for entering the community. They suggest seven intrinsic 

social and physiological needs that members fulfil in a community: 1) Information: members find value in 

information that enables them to find solutions and make decisions. 2) Relationship building: building 

productive relationships and built interpersonal relations. 3) Social Identity/ Self-Expression: members fulfil 

a need for building their social identity through the self-awareness of being part of a community as well as a 

need for self-expression by the ability to express the connection between one self and the community. 4) 

Helping others: members find value in helping other members of the community. 5) Enjoyment: members 

value fun, excitement and entertainment. 6) Belongingness: members value the feeling of personal 

attachment and belongingness. 7) Influence: members value the influence and social status they have in a 

community (Porter, Donthu, MacElroy, & Wydra, 2011).  

 

Understanding and targeting these social and physiological needs, the brand can then promote participation 

by encouraging members to contribute with content that is relevant to the community, create a bond between 

members, and create enjoyable experiences within the community. When that is done, the brand should 

encourage member collaboration by “mobilizing member leaders, inspiring ideas from members, and polling 

members for strategic insights” (Porter, Donthu, MacElroy, & Wydra, 2011, p. 93). According to the 

authors, these steps will maintain engagement in the communities that thus will create value for the members 

as well as value for the brands.  

 

Porter et al.’s (2011) framework is relevant for the research question of this thesis as it clarifies how luxury 

brands can strengthen brand equity and build brand resonance by understand consumers’ needs on social 

media. However, it should be noted that Porter et al.’s research is not based on luxury brand communities 

and their results thereby not necessarily apply for luxury fashion brands. However, it does provide a 

guideline for the intrinsic needs that members are looking to fulfil in a social media brand community.  

 
Having clarified the social media theories chosen to examine the research question, we will now turn to the 

area of consumer behaviour in a social media era.  
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2.4 Consumer behaviour in a social media era 
Consumer behaviour theory will be applied in order to understand Danish luxury consumers’ decision-

making process and how luxury brands can create value for consumers in the relevant steps of this process 

through Facebook and Instagram. Specifically, Engel, Kollatt, & Blackwell’s five-step decision-making 

model (Ashman, Solomon, & Wolny, 2015) will be adapted and used to understand the process, while 

Consumer Culture Theory (CCT) and Belk’s (2013) self-identity concept will be applied to understand 

motivational drivers influencing the process in an online context. The first subsection discusses the 

theoretical framework that will be applied to analyse and interpret how Facebook and Instagram are related 

to and used by consumers in their decision-making process. The last subsection will add theoretical concepts 

useful in order to understand the motivations behind consumer’s behavioural patterns on the specific social 

media platforms.  

 

The theoretical field of consumer behaviour is broad. Michael R. Solomon, an acknowledged American 

consumer behaviour specialist, defines it as “…the processes involved when individuals or groups select, 

purchase, use, or dispose of products, service, ideas, or experiences to satisfy needs and desires” (Solomon, 

2013, p. 31). This thesis particularly concerns the processes involved when individual luxury consumers 

select a specific luxury fashion brand when purchasing large leather goods. How consumers select certain 

brands happens through a decision-making process. This process is key to the thesis, as we strive to study 

how luxury brands can increase brand equity based on Danish consumer decision-making process.  

2.4.1 The decision-making process 
The perspectives on consumers’ decision-making process has been heavily influenced by Engel, Kollatt, & 

Blackwell’s (EKB) acknowledged and widely-used decision-making model from 1968 (Ashman, Solomon, 

& Wolny, 2015). The model consists of five phases that any consumer goes through when deciding on a 

product/service (See Figure 7). 

 

 

 

 

 

 

 

 

Although acknowledged by the research community, Engel, Kollatt, & Blackwell’s approach to the decision-

making process has lately been under discussion and modification due to the rise of social media. As social 

1.  Problem Recognition 

2. Information Search 

3. Evaluation of Alternatives 

4. Purchase 

5. Post-Purchase evaluation  

Figure 7 The EKB Decision-making model (Ashman, Solomon, & Wolny, 2015) 
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media is the context of our study, this critical point is necessary to reflect upon. As a result, the model will be 

used as a basic framework while modifications to increase its relevance and suitability will be incorporated. 

These modifications are based upon a recent publication of Ashman, Solomon & Wolny (2015).  

 

In their article, Ashman, Solomon & Wolny (2015) examines the traditional EKB model’s usefulness in a 

market place increasingly driven by social media. Researching how the rise of a participatory culture5 

impacts the individual decision-making, the authors go through each step in the EKB model and discuss its 

present activities through a social media lens. By researching how the present participatory culture impacts 

the individual consumer decision-making process, the theory supports an individual and subjective 

epistemology while acknowledging sociocultural impacts. To illustrate how these social influences have 

changed over time and analyse how they today affect the decision-making process, the authors draw on two 

fictive shopping narratives that describe the shopping experience. 

 

Through this method, Ashman, Solomon & Wolny (2015) find that consumers still today go through the five 

phases of the EKB model but that the activities within the phases are transformed. In this thesis, we focus 

only on the phases relevant for understanding how consumers utilize Instagram and Facebook’s when 

deciding on a purchase. The fourth phase, purchase, will therefore be excluded from the analysis, as it is not 

within the limitations of this thesis.  

 

Phase one, problem recognition, traditionally occurs in two ways: 1) The consumers actual states decreases, 

as when a consumer’s bag is stolen, which is called need recognition. 2) When the desired state increases, as 

when consumers discover a new, trendy luxury bag from his or her favourite brand, which is labelled 

opportunity recognition (Solomon, 2013). As luxury products only fulfil a minor functional need and mainly 

a desire for social stratification (Kapferer & Bastien, 2012), opportunity recognition is particularly relevant 

for this thesis.  

 

According to (Ashman, Solomon, & Wolny, 2015), this opportunity recognition is not anymore triggered by 

marketing communication from the brand, and it is not a pre-purchase process any longer. Instead, it is a 

continuous process. Throughout the day, consumers are exposed to new products or must-haves through 

social media platforms, initiated by interactions or observations of both user-generated and brand-created 

content on their Facebook and Instagram newsfeed. Ultimately, the problem recognition is not only triggered 

by brand advertisements but also by other consumers.   

                                                        
5 Participatory culture is defined as a web-based culture where ”each user can be a producer, influencer and/or consumer of 
information” (Ashman, Solomon, & Wolny, 2015: 127). According to Ashan, Solomon & Wolny (2015), the most significant driver 
of the participaory culture is consumers ability to ”integrate into networks with other like-minded individuals” (2015: 129) 
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Social media also emphasized new aspects of the next information search phase. It is now characterized by 

easy access to information, an increase in visual information, and risk of information overload. As 

consumers are now increasingly using social media, and thereby user-generated content, to pull relevant 

information, the access to information is now unlimited – it allows constant and instant information from 

thousand of other consumers that are know or unknown to the consumer herself. This information is no 

longer only texts or reviews. Visual image banks are emerging, such as Instagram, where consumers use 

hashtags to search and find certain products. This open access to various sources of information can, 

however, lead to hyperchoice, where consumers experience paralysis due to the surplus of choice and 

feedback (Ashman, Solomon, & Wolny, 2015).  

 

For the third phase, evaluation of alternatives, Ashman, Solomon, & Wolny (2015) introduce the term 

‘social scoring’. This concept covers the ability of all products, brands and services not only to be shared on 

social media but also receive a public score through likes, shares, and comments from other consumers. The 

authors indicate that this affects the evaluation process in different ways, depending on the individual 

consumer’s motivations.  

 

The last relevant phase is post-purchase. Here, the consumer evaluates the degree of satisfactory the 

purchase has brought. However, in addition to their own verdict, other consumers’ opinion contribute to the 

degree of satisfaction that the consumer experiences (Sridhar & Srinivasan, 2012). The social interaction 

with other consumers thereby assists in constructing the individual consumer’s reality concerning the 

feelings toward the brand or product. Additionally, expressing a conducted purchase is an important part of 

the construction of ones identity, and social media are used for this purpose. The response and feedback to 

this determines the individual consumers level of satisfaction (Ashman, Solomon, & Wolny, 2015). 

Concluding, social media made the post-purchase phase more transparent and feedback a crucial part of ones 

identity construction. 

 

To sum up, it is evident that social media has changed the traditional decision-making process. Okonkwo 

(2010) supports this view and states that “the social web […] has become a barometer of influence in 

consumer behaviour worldwide through multiple platforms that enable them to generate conversations, 

share interests and engage in causes that often lead to real actions” (Okonkwo, 2010, p. 43). The author 

thus indicates that social media influence the decision-making process all the way to a purchase and that it is 

particularly affected by interactions and actions of fellow consumers.  
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Bearing these modifications in mind, the decision-making model will be applied as a framework in the 

analysis of how luxury consumer use social media in their individual decision-making process and how 

luxury brands can enhance brand equity throughout this process. 

2.4.2 Exploring decision-making through Consumer Culture Theory 
We will now turn to the motivational factors of a luxury purchase in order to understand what drives 

consumers’ individual decision-making process and selection of certain luxury brands. For that specific 

purpose, it is relevant to draw on consumer research tradition entitled Consumer Culture Theory (CCT).  

CCT is relevant to our thesis as it focus on individual consumers in sociocultural everyday context (Arnould 

& Thompson, 2005). As we will elaborate later, this aligns with the chosen philosophical conviction of the 

thesis. 

2.4.2.1 CCT: Linking individual meanings to sociocultural processes  
CCT was introduced in 2005 by researchers Eric Arnould and Craig Thompson. In their article “Consumer 

Culture Theory (CCT): Twenty Years of Research“, the authors define CCT as a “a family of theoretical 

perspectives that address the dynamic relationships between consumer actions, the marketplace, and 

cultural meanings” (Arnould & Thompson, 2005, p. 868) and claims that CCT emerged as a response to a 

growing need for consumer researchers to include previously ignored social and cultural dynamics 

influencing consumers’ consumption cycle (Arnould & Thompson, 2005). This focus makes CCT relevant 

for our thesis as it includes both an individual and social aspect to consumption. It is particularly interesting 

as theoretical framework as it attempts to connect individual meanings to cultural processes and structures 

(Ibid.), which fits the purpose of the thesis.  

 

CCT includes four research domains, where one of these concerns Consumer Identity Projects (Ibid.). This 

domain encompasses the different theories regarding consumers’ identity construction and the ways in which 

consumers construct their self-identity by the use of brand-created material (Ibid). Here, the marketplace is 

seen as a source of symbolic and mythic resources, through which the consumers construct narratives of their 

self-identity (Ibid). Relating this to our thesis, social media is now a part of the market place and brand-

created content is part of the symbolic and mythic resources available to the consumer. 

 

In line with above, the concepts of self and motivation are key notions within the theoretical area of 

‘Consumer Identity Projects’ (Ibid.). The following section looks into motivations related to consumer 

behaviour in order to understand what starts the decision-making process and what motivates consumption. 

Afterwards a determination of the self-concept in a digital age will be discussed. This together will provide 

an understanding of how luxury brands can tap into the motivational needs of consumers and thus drive the 

decision-making process with valuable content on Facebook and Instagram. 
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Extrinsic and intrinsic motivations 
Motivation refers to the processes that lead people to behave as they do based on experienced needs and the 

goal to reach the desired (a want) (Solomon, 2013). In order to understand what motivates our respondents to 

purchase luxury handbags, it is relevant to make a distinction between intrinsic or extrinsic motivations. 

Understanding if a luxury purchase is extrinsically or intrinsically motivated enables us to discuss what 

luxury brands should communicate in order to be perceived as relevant in the mind of our respondents. 

Intrinsic motivation is “based on emotions, state of mind and subjective sensations related to an individual’s 

self-perception” (Amatulli & Guido, 2011, p. 124). It concerns an act of behaviour because that behaviour is 

interesting or enjoyable for the individual and not due to a separate outcome as a result of the behaviour 

(Ryan & Deci, 2000). Relating this concept to luxury theory, the idea of ‘luxury for one self’ concerns 

intrinsic motivations for purchasing luxury products. It is done due to the immediate joy it gives the 

consumer. On the contrary, extrinsic motivation is based on external factors outside the individual and is 

defined as “A construct that pertains whenever an activity is done in order to attain some separable 

outcome” (Ryan & Deci, 2000, p. 60). Thus, extrinsic motivations lead to behaviour due to the instrumental 

value of that behaviour. It concerns the cases where luxury consumers’ essential goal of purchasing luxury is 

to signal wealth to others, thus social stratification, or to create their social identity. In a luxury theoretical 

context, this is termed ‘luxury for other’ as previously mentioned and concerns impression management6. 

According to Ryan & Deci (2000), intrinsic and extrinsic motivations represent two extremes. Within this 

continuum, three degrees of extrinsic motivation exist, including integrated regulation. This type leans 

towards intrinsic regulation, but is yet classified as extrinsic motivation. It happens when the motivations are 

fully aligned with the consumer’s needs and values, so that the motivations feel completely integrated to the 

consumer’s self. This is close to intrinsic motivations, as it related to needs of the self. However, as it is done 

for its presumed instrumental value it is still extrinsic motivation (Ryan & Deci, 2000). This distinction 

between motivations will be applied in the analysis to understand why our respondents purchase luxury 

products, and why they behave as they do through he decision-making process. The distinction enables us to 

understand what motivations luxury brands must tap into in order to drive the decision-making process of a 

luxury purchase. To get a deeper understanding of this, we will also include theory concerning utilitarian and 

hedonic needs7.  

As previously stated, luxury products fulfil a minor functional need and is purchased mainly for its symbolic 

hedonic benefits (Kapferer & Bastien, 2012). Utilitarian needs refers to practical, usage-oriented needs. 

These needs are based on a functional demand (Solomon, 2013). Hedonic needs explain why consumers 

                                                        
6 Consumers’ management of what others think about them related to choice of products which will show the consumer in good light 
(Solomon, 2013). 
7 Utilitarian needs are related to objective tangible attributes of products. Hedonic needs are subjective and experiential motives 
(Solomon, 2013).  
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often buy products not only for what they do but what they mean. Here, it is the deeper symbolic meanings 

of a brand that influences the decision-making process (Solomon, 2013).  

 

Hedonic needs can motivate consumers to purchase luxury brands that enable them to minimize the gap 

between who they wish to be and who they are in the eyes of others or themselves. This motivation relates to 

the concept of self. This concept will now be elaborated, as it is perceived to be an important purchase 

motivator in the consumer behaviour literature (Solomon, 2013) (Belk, 2013) (Arnould & Thompson, 2005). 

The concept of self: An intrinsic and extrinsic motivator  
According to Solomon (2013), consumers’ feelings about them selves and self-evaluation of their attempt to 

act in accordance to social groups influence consumer behaviour. There are three types of self’s, which are 

all relevant in order to understand the motivations behind consumer’s buying decisions; ideal self, actual self 

and extended self. Ideal self or desired self concerns whom the consumers’ wish to be. The actual self refers 

to the realistic part of the consumer’s self – who they actually are at the moment (Solomon, 2013). 

Consumers make purchases that either consist with the actual self or can decrease the gap between the actual 

self and the ideal self (Ibid.) (Thompson & Hirschman, 1995). Self relates both to an inner and outer self. 

The inner self concerns how the consumer perceives him/her self, where the outer self concern how other 

perceives him/her. Extended self concerns the process where products become constituting parts of the 

consumer’s self, and consumers’ use them to define their social role. The founder of the concept argues that 

“It seems an inescapable fact of modern life that we learn, define, and remind ourselves of who we are by 

our possessions” (Belk, 1988, p. 160). 

The concept of extended self was introduced in 1988 by Russell W. Belk (1988). In 2013, however, Belk 

updated his theory and placed it in a modern digital context. In his recent article ‘Extended self in a Digital 

World’, Belk (2013) clarifies how the web 2.0 forces a new understanding of the extended self and its 

premises. By discussing the construction of an extended-self in a digital context, Belk offers a modern 

research within the domain of Consumer Identity Projects.  

 

Social media profiles act as part of the extended self, permitting creation of a re-embodied and co-

constructed extended self surrounded by dematerialized objects being shared widely and all being recorded 

and archived automatically in the process (Belk, 2013). Some of consequences of this new extended self are 

that consumers now easily can create multiple identities where they have great control over the 

representation of oneself resulting in no core self. Also, the extended self belongs to and is created by both 

the individual and other consumers who help co-construct a joint extended sense of the self. Furthermore, 

online social networks have made it easy to co-construct sources of self and confirmation of it. This is done 

through sharing of both brand-created and user-generated content. Belk (2013) argues that sharing of content 
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is done to explicitly construct our self-identity and to receive feedback from others that enables us to 

construct our identity. Further, sharing can create a felt joint identity (Belk, 2013). Through these network 

sites such as Facebook and Instagram, the documentation of what consumers do happens automatically and 

further extends the self-extension and self-enhancement. However, a consequence of this is that consumers 

have more freedom to present the ideal self.  

 

The Consumer Identity Project concepts of motivations and self will be used to understand what needs and 

motivations drives our respondents decision-making process and luxury purchases. It enables us to 

understand what luxury means to our respondents and what value luxury brands must provide. This indicates 

what motivations and needs luxury brands must tap into in order to be perceived relevant by the respondents.  

 

CCT represents the triadic approach to brand management: “meanings are embodied and negotiated by 

consumers in particular social situations roles and relationships” (Arnould & Thompson, 2005, p. 869). 

This modern brand view is chosen as it acknowledges that individual consumers today are affected by and 

part of a social sphere on social media. This is in line with our philosophy of science, which will now be 

elaborated. 
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“A brand is no longer what we tell the consumer 
it is  — it is what consumers tell each other it is” 
Scott Cook 
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3.0 Introduction to methodology  
This chapter concerns our approach to knowledge production and the methodical choices made in this thesis. 

For the sake of clarity, the chapter is divided into four sections. The first section ‘Philosophy of science’ 

explains our philosophical conviction in relation to knowledge production. The second section ‘Research 

approach’ dives further into the concept of knowledge production with a process-oriented focus. The last 

sections ‘Methodological design’ and ‘Research techniques’ concern knowledge production from a 

methodological and executional level. Combined, these four sections argue for the relevance and 

appropriateness of the three primary data collection methods applied in this thesis: expert interviews, a case 

study, and consumer life-world interviews. Figure 8 illustrates the levels of knowledge production that will 

be discussed in the following sections, working from a philosophical level towards an executional level. 

 

3.1 Philosophy of science 
In this section, we will clarify relevant aspects related to philosophy of science. First, our overall approach to 

knowledge production will be explained. Second, the scientific paradigm guiding this thesis, including our 

ontological and epistemological conviction, will be clarified. Last, the chosen scientific paradigm’s 

implications for this thesis’ research question will be reflected upon. 

According to Boolsen & Jacobsen (2012) and Brinkmann (2012), there are two main ways of producing new 

scientific knowledge: by testing hypotheses or by interpretation8. While testing hypotheses aims at finding 

causalities and being able to explain certain societal events or phenomena, the interpretative approach strives 

to produce a nuanced understanding of a phenomenon. Here, researchers interpret the meaning of a social 

practice in order to understand it better than before and to be able to make sense of it in a detailed manner 

(Brinkmann, 2012) (Dinesen, 2008). 

 

In this thesis, we strive to produce new knowledge through the interpretive approach. This approach has been 

chosen based on two factors; the characteristics of the problem field and the purpose of the study.  

 

Due to the nature of the thesis, it is appropriate to apply an interpretive research approach. According to 

Brinkmann (2012), the interpretive approach is particularly appropriate to use in scientific research when the 
                                                        
8 Free translation of ”Forståelse og fortolkning” (Brinkmann, 2012).   

Section Level of abstraction Knowledge production 
Philosophy of science  Philosophical level Interpretive 
Research approach  Process level Abduction 
Methodological design & 
Research techniques  

Executional level Mixed Method  

Figure 8 Chapter structure and knowledge levels (Author design) 
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problem field concerns new phenomena that emerge in a society or when phenomena are unexplored. As 

stated in the introduction, the study takes outset in a rising social phenomenon in the global consumer society 

- social media. Although social media is now an integrated part of consumers’ everyday lives (Dinesen, 

2008), the phenomenon remains scientifically unexplored in relation to luxury brand management (App. A2). 

Thus, the interpretive approach will be applied. 

 

The second factor supporting an interpretive approach is the purpose of the thesis. This thesis aims at 

understanding how the concepts of branding, luxury management, changing phenomena of social media, and 

consumer behaviour are related and influenced by each other. We strive to gain an understanding of the 

relation between these academic fields in order to provide relevant insights to the current global business 

community. Thus, the interpretive approach is suitable. 

 

The purpose of our thesis is closely related to our philosophy of science. In the next section, we will clarify 

our methodological position guiding the knowledge production of this thesis.  

3.1.1 Methodological position 
The philosophy of science applied in this thesis is found within the paradigm of social constructivism. 

Generally, social constructivists believe that phenomena and objects that are otherwise thought of as 

naturally existing and independent of human society and interaction, as for example by positivistic 

researchers (Boolsen & Jacobsen, 2012), are created and maintained through social practices (Collin, 2012). 

The phenomena are dependent on the social context that they are a part of and are constructed through 

different social patterns and activities (Ibid). As the concept of social constructivism covers several positions 

(Ibid), we will clarify both our ontological and epistemological standpoint and how these affect our study. 

Where epistemology concerns the perception of reality and how knowledge is attained, ontology concerns 

the nature of being and the fundamental assumptions regarding the physical and/or social reality (Jacobsen, 

Lippert-Rasmussen, & Nedergaard, 2012). We will in this thesis consider only the social reality as our 

research question concerns the social phenomena of branding and brand equity. 

3.1.1.1 Phenomenological sociology as an ontological social constructivism  
The philosophy of science applied in this thesis draws upon Alfred Schutz’s phenomenological sociology 

(Collin, 2012). In his book ‘The Phenomenology of the Social World’, Schutz (1932) argues how the social 

reality is constructed through individuals’ intersubjectivity. He claims that the social reality is structured in 

different spheres, evolving around the one individual. Based on this conviction, he argues that the social 

reality is created by intersubjectively constructed meanings. The social world appears as an intersubjective 

world, where several subjects coexist and interacts but perceive the world from a subjective angle (Collin, 
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2012). His epistemological and ontological standpoints will now be elaborated in order to argue why this 

position within social constructivism has been chosen for our thesis.  

Epistemology: Subjective and objective meanings  
Schutz argues that there are two types of meaning contexts in consumers life-world, which are both 

influenced by the social worlds’ intersubjectivity: subjective and objective meanings.  

 

Subjective meanings “refer to processes in which people define reality through their own independent 

mental constructions” (McGraw-Hill Education, 2015). These mental constructions are shaped by personal 

history, experience and education (Collin, 2012, p. 350), which is unique for every individual. Here, Schutz 

exemplifies a perspectivist 9  epistemology, where actors’ subjective meaning depends on personal 

consciousness and preconception. However, these subjective meanings are also influenced by other subjects’ 

experiences and stories that are shared through interaction. These are termed objective meanings.  

 

Objective meanings can be viewed as social facts, created through convention (Collin, 2012) (Wenneberg, 

2012). When humans agree that certain phenomena have certain characteristics, social facts are created 

(Wenneberg, 2012). These facts “exist in society and are shared by the collectivity of actors” (McGraw-Hill 

Education, 2015). Ultimately, Schutz represents a methodological position where humans experience the 

world through and with others and construct intersubjective meanings. Thus, Schutz represents a position 

where meaning is constructed individually as well as through social interaction and action. This 

understanding of meaning contexts enable us to research both how individual consumers understand and 

interpret brand-created communication on social media, while acknowledging that they are influenced and 

affected by the social interaction on social media.  

 

Separate from the meaning contexts of consumers’ life-world is scientific knowledge. Here, Schutz argues 

that researchers can obtain objective science. Inspired by Husserl’s phenomenology, he argues that this can 

be done by detaching oneself from our natural orientation in what is called epoché (Berg-Sørensen, 2012, p. 

238). As a result, all data in the thesis will be analysed and interpreted by all three thesis authors to minimize 

subjective interpretations. Yet, we acknowledge that personal history, education and previous experiences 

affect the interpretation process and shapes the way the data is understood and ultimately the knowledge 

construction. This will be further elaborated in the methodology section. 

 

Schutz’s epistemological position is interesting for this thesis as it specifically highlights the individual 

consumer’s meaning construction in a social context. Through its concepts of subjective and objective 

                                                        
9 According to Olsen & Pedersen, perspectivist epistemologies claims that there is no single truth, but that the truth depends on how 
the individual interprets the reality. Researchers cannot access ’the truth’, but only an interpreted reality (2008:150) 
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meanings, it includes both an individual aspect, where consumers’ personal consciousness, goals and 

motives impact their actions, as well as an intersubjective aspect, where the social environment affects 

consumers’ understanding and interpretation of social actions. This aspect of both an individual and a 

sociocultural influence on consumer behaviour is suitable for our study as it enables us to research consumer 

decision-making as a result of personal motivations as well as influenced by social interaction and brand-

created content on Facebook and Instagram. 

Ontology: social reality as constructed by subjective and objective meanings  
Schutz represents an ontological constructivist position, where the previously mentioned objective and 

subjective meanings constitute the social reality itself. Where other social constructivist positions believe 

that the social reality determines how we perceive the world (Collin, 2012), Schutz argues the opposite - that 

human consciousness construct the social reality (Ibid). Schutz bases his ontological position on ideas from 

Max Weber (Ibid.). Originating from Weber, Schutz supplements his theory with the two-part concept of 

behavior. Here, Weber argues that all human behavior includes two features; the pure action and the motives 

behind or connotation attributed the action. These motives refer to the meanings or reasons people give for 

their actions (McGraw-Hill Education, 2015). To fully understand the behaviour, the researcher must 

interpret both the action and the meaning-part of the action in a sociological behavioural analysis. Only by 

understanding both parts of the behaviour, the researcher can truly understand the human behaviour.  

As this study aims at understanding the individual consumers’ behaviour, motivations, expectations to luxury 

brands’ on social media, the two-part concept is relevant. Inspired by this, Danish consumers’ behaviour on 

social media will be analysed from these two perspectives. Their use of social media will be analysed in 

Block 2 and their motives behind as well as expectations will be analysed in Block 3. This combination 

allows a full understanding of consumers’ behaviour on social media (Collin, 2012).  

 

With its focus on the individual in a social context, phenomenological sociology provides a suitable 

scientific position to emphasize the link between individual decision-making and social media content.  

Application and trust as a concept of truth 
In addition to Schutz’s phenomenological sociology, we embrace Wenneberg’s (2010) concept of truth – or 

rather his concept of application and trust. In consequence of our philosophical standpoint, we do not believe 

in one single truth.  Our individual knowledge and perception constructs the social reality. As our perception 

is subjective and depends on the individual consciousness, so does the concept of truth. The concept of truth 

is therefore in its traditional understanding10 obsolete, and instead we apply the concept of application and 

trust (Wenneberg, 2010). Wenneberg (2010) argues that the primary purpose of scientific research is to 

construct knowledge that is trusted in the research society and that can be applied in the real world. Although 

                                                        
10 Scientists adhering to scientific paradigms, such as positivism, believe in one objective truth as well as one objective reality 
independent of human acknowledgement (Jacobsen et al, 2012).  
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this normative function conflicts with the explorative aim of traditional social constructivism (Brinkmann, 

2012), it makes sense in relation to the nature and purpose of our thesis. Taking outset in a current challenge 

in the business community (App. A2), we strive generate knowledge that is applicable in related 

organisations. Hence, it is relevant to make our insights applicable and aim at generating new understandings 

that can be trusted, transferred and applied in the development of actual brand strategies.  

3.1.2 Implications of our philosophical position 
Having clarified the philosophical position guiding this study, this section reflects upon this position’s 

implications for the research question. Based on our philosophy of science, our research question both aims 

at understanding complex social phenomenon as well as how current behaviour of luxury brands on social 

media can be improved. Schutz strives to understand social phenomena and individuals’ behaviour in a 

social context (Berg-Sørensen, 2012). As a result, our sub-questions strive to understand the current complex 

reality of luxury brands on social media as well as consumers’ actual behaviour and motivations behind. 

However, as a result of Wenneberg’s (2010) concept of usability, our overall research question is normative, 

aiming to understand how global brands can strengthen brand equity through social media. 

 

The next section argues for the specific research approach applied in this study in order to form conclusions 

and generate knowledge. 

3.2 Research Approach 
In the thesis, an abductive approach has been applied (Fuglsang, Olsen, & Rasborg, 2013). Abduction is one 

of four approaches to producing scientific knowledge on which conclusions can be drawn. The other 

approaches include deduction, induction and retroduction (Ibid.). According to Jesper Jespersen (2013), 

abduction (like retroduction) is a combination of respectively induction and deduction. With the inductive 

approach, one takes starting point in observations to conclude on general rules, while one with the deductive 

approach takes general rules to conclude on specific observations. When combining these two approaches in 

the thesis, we, as researchers, try to understand our observations and interviews through the lenses of general 

rules.  We therefore do not seek to form a new theory nor do we seek to verify a theory. Instead, we seek to 

recognise patterns among Danish luxury consumers by applying theory that we presume can help us 

understand these consumers’ behaviour on social media on a deeper level (Fuglsang, Olsen, & Rasborg, 

2013). Informally, abduction could be called a “top-down” approach, as we both look at our observations, 

interviews, and theory to understand and interpret on the social context, we take part in.  

 

The abductive approach is often used on phenomena or concepts that need clarification in order to fully 

grasp their many facets (Fuglsang, Olsen, & Rasborg, 2013). Approaching luxury branding on social media 
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in an abductive manner is therefore not only applicable because of our philosophical position, but also 

because of our purpose with the thesis; we want to examine the concept of luxury brands on social media in 

order to understand how these brands can communicate on these platforms.  

 

The process in the abductive approach is circular, meaning; one continuously goes back and forth between 

empiricism and theory, as the research stages develops (Andersen, 2013). In the pre-stage of our research, we 

reviewed literature to ensure a basic knowledge about our topics before collecting data, as the quality of data 

depends on the researchers ability to ask the right questions and observe the relevant behaviour. The process 

of data collection was a constant going back and forth between empiricism and theory. Sometimes theory 

lead us to see our observations and interviews from new perspectives, while other times our observations and 

interviews led us to criticize theory or search further for theory that could explain our data. The circular 

process is thus a never-ending process with no real ending or beginning, which also means that despite the 

closure of our thesis, the need for further research continues (Ibid.).  

 

Having accounted for this thesis’ application of the abductive research approach to generate knowledge, the 

following section concerns knowledge production on an executional level through the thesis’ methodological 

design and research techniques.  

 

By clarifying the methodological design, the reader obtains an overview of the methodical choices that have 

been made in order be able to answer the research questions (Olsen & Pedersen, 2008). In this thesis, the 

methodological design consists of four different research techniques: expert interviews, a case study, Index 

Danmark, and consumer interviews.  

 

First, these research techniques will be elaborated regarding the methodological design, illustrating how they 

collectively contribute to knowledge and understanding of the research field (Ibid.).  

 

In the second part concerning the research techniques, further elaboration regarding the specific work 

processes and techniques of collecting the data within the four different research techniques will be 

discussed.  

3.3 Methodological design  
In the following, we will explain our methodological design. The methodological design will be inspired by 

the previously mentioned philosophy of science, which impacts the data collection methods and the later 

conclusions we generate.  
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3.3.1 Coherence between methodological design and research question 
In order to secure that the data we acquire is capable of illuminating the research question as unambiguously 

as possible, the combination of the thesis’ methods is based on and in line with in the thesis’ research 

question (Olsen & Pedersen, 2008). Our research question strives towards an understanding of the research 

field with an application-orientated perspective (Wenneberg, 2010).  

 

Due to this close connection between purpose, research question, and methodological design, the foundation 

of the methodological design is based on purpose and research questions to clarify the relevant 

circumstances, which particularly underlie the social context influencing consumer patterns in the cross-field 

of social media, buying decision, and luxury branding (Olsen & Pedersen, 2008).      

 

First, a clarification of the limited resources of the thesis will be made. Second, the methodological design is 

clarified. Last, the four research techniques, which the methodological design consists of, will be elaborated 

in order to enlighten the investigation of the research question.  

3.3.2 The limited resources’ effect on methodological design and techniques 
The resources that we, as practitioners, have are decisive for the research design. Here, especially time and 

money are main factors that have played an influential role in the choice of data design. The limited time 

available to complete the thesis has created a continuous focus on time as a limited resource in the process. 

We have been aware of this limitation from the beginning, but at the same time sought to exploit counter-

factors like the fact that the thesis holds three practitioners. These limited resources together with limited 

money have especially resulted in restrictions in the methodological design concerning the number of 

respondent units and geographic spread.  

3.3.3 Methodological design and philosophy of science 
Our philosophy of science combined with the close link to our research question lead us to clarification of 

the qualitative data collection in this research process. The choice of qualitative methods is founded in the 

thesis’ purpose to create a deeper understanding of the problem field and the application-orientated research 

question (Ibid.). The qualitative method of each data collection will be specified in the research technique 

section.  

 

Knowledge is influenced by the researcher’s interpretation through the chosen methodological design and 

research techniques. In accordance to our philosophy of scientific, we acknowledge that our personal 

background cannot be separated completely from the research, thus influence the design, research 

techniques, interpretation process and understanding. Additionally the knowledge production in this thesis 

has a contextual conviction.  
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Having this in mind, it is clear that the knowledge, which is constructed in this thesis, will, despite an aim of 

gaining objective understanding, be affected by our pre-understanding and context. However, the thesis 

strives to minimize personal biases and place our pre-understanding in brackets, in line with Schutz’s 

phenomenological sociology, with the aim of constructing transferable knowledge.  

 

Hence, a great effort is put into the scientific quality of the methodically design and a comprehensive 

contextual descriptions of the research frames is made in order to create credible knowledge (Olsen & 

Pedersen, 2008). The specific methodically choices which is made in the effort of creating transferable 

knowledge is explained under the individual research techniques.  

3.3.4 Combined methods and triangulation 
Achievement of trustworthy and transferable data has led us to a combined method perspective where we 

integrate methods across practices to investigate the same phenomena in order to obtain validation. 

According to Jennifer Greene (2007) this is termed “mixed methods research”11. This brings us to yet 

another argument for our choice of methods: triangulation. Triangulation refers to the use of several methods 

in the investigation of the same phenomena to strengthen validity of our research (Greene, 2007). 

Triangulation is important as all research methods have weaknesses. Weaknesses of the research method is 

different depending on the data collection techniques and scientific conviction and hereby the eyes 

conducting the research. 

 

Because we use qualitative data methods as our main contributor to data, the validity is not found in big 

amounts of data material. With inspiration from social science, the validity of our data material is sought to 

be found in the selection of population and triangulation.  By applying triangulation in our research, we are 

able to illuminate the field of investigation from more than one dimension. This protects against blind spots. 

Triangulation will soothe each of our research methods’ weaknesses by elucidate the research field from 

various dimensions supporting data validity (Saunders, Lewis, & Thornhill, 2012). 

 

The objective of each data collection is different and each research technique contributes to different 

elements of the thesis research field. Two expert interviews are used to illuminate the current situation of the 

cross-filed of luxury and social media from a brand perspective. A case study is employed to illuminate 

value creation in a luxury brand’s social media communication and consumers’ motivations and responses in 

these channels. Data from Index Danmark illuminates luxury consumers groups on social media relevant to 

                                                        
11 Integration of quantitative and qualitative research in a research design in order to increase validity. Within social science it is in 
effort to support the understanding of an experience, a meaning, or a process by using multiple data collection methods. 
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interview. The last method employed is a consumer research of luxury consumers’ behaviour aiming at 

understanding value creation in the decision-making process on social media. 

 

What applies for all of the methods are that they collectively enable us to elucidate the research question in 

agreement with our philosophy of science and the thesis’ proficiency objective. Hence, the chosen 

combination of research techniques is carefully selected to create the deepest and most trustworthy and 

transferable illumination to gain understanding of how to create brand equity on luxury brands’ social media 

platforms. 

3.4 Research techniques 
In the following, the structure of the research will be presented by an illumination of the thesis’ four research 

techniques. The research is characterized by a static methodological design, as our aim is to understand the 

field of investigation by illuminating its current state. This has resulted in a data collection concerning a 

narrow historic time perspective. 

 

Having clarified the data design, the combination of research techniques will be determined in order to show 

how (1) two factual expert interviews will create understanding of the current situation in the luxury industry 

with focus on social media. The second qualitative method is (2) a single-case study of which global 

consumer motivations are present and taped into by the luxury fashion brand Chloé on their Facebook page 

and Instagram profile to build brand equity. The selection of respondents in the consumer interview is made 

by incorporation of a quantitative research method using data from (3) Index Danmark. This creates an 

understanding of a relevant subset of the total population to interview. (4) The consumer research is designed 

to obtain an understanding of Danish luxury consumers’ behaviour on social media in their decision-making 

process. Combining these findings create the foundation of understanding how luxury brands can build brand 

equity on Facebook and Instagram.  

 
Following sections will provide an overview of specific research techniques of the four research methods. 

The section will start by explaining the epistemological understanding of interview knowledge, which will 

apply in both the expert interviews and the later consumer interviews. Afterwards each research technique is 

explained in details.  

The thesis’ epistemological understanding of interview knowledge production is closely connected to the 

thesis’ philosophical approach. The thesis’ phenomenological sociological position constitutes the interview 

knowledge to be understood as socially constructions of knowledge. Therefore the knowledge has the 

character of an intertwined process of data collection and data analysis, where understanding is based on 

qualitative conversations. Knowledge is influenced by researcher’s interpretation through the chosen 
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research techniques. Hence the thesis’ assessment is affected by the researcher’s view and values (Kvale, 

2010).  In striving to minimize personal bias in the data collection process several researchers conduct the 

interviews and code and analyse the data.  

3.4.1 Expert interviews 
Two factual expert interviews with respectively a Danish social media expert and a Competitor Intelligence 

Director in one of the world’s largest luxury goods conglomerate will create the foundation of the research. 

This is done with the aim to create understanding of the current situation of the research area in areas where 

current theoretical research lacks behind. To obtain this understanding the data collection focuses on 

variables concerning the current situation of luxury brand communication and social media.  

 

The expert interviews have generated qualitative primary data (Andersen, 2013) through two isolated 

interviews. The two respondents are characterized as experts of a relevant field, which they are interviewed 

about. By conducting isolated factual interviews12 with two unrelated expects about their respective field 

provides the thesis with a unique understanding of the research field.  

 

Because of the qualitative interview design, the questioning method should be qualitative too (Ibid.). Based 

on this and possible challenges of interviewing an “expert” (Kvale & Brinkmann, 2009) the data collection 

method is conducted in a semi-structured factual manner, where a number of stimuli techniques are taken 

into consideration. Preparation and execution of the interviews are inspired by Kvale and Brinkmann’s 

(2009) ‘Seven stages of an interview inquiry’13. But before we clarify the interview processes in details, we 

explain which reservations were made bearing in mind that the interviews are carried out on experts. 

 

The qualitative approach could justify a qualitative unstructured questioning technique. An unstructured 

interview allows meaning to be constructed in the social process between interviewer and interviewee in a 

freely conversation making it possible to create deep insight (Kvale, 2010). However, because interview 

structure and improvisation are main obstacles in interviewing people in leading positions (Kvale & 

Brinkmann, 2009) a semi-structured method was decided. By utilizing a personal semi-structured factual 

interview method, we estimated to overcome these obstacles while still keeping the interview situation as 

open as possible for a deep understanding. In addition, we conducted the interview only after having gained 

thorough theoretical and industry knowledge on the subject of interview.  

 

                                                        
12 A factual interview is characterized by less focus on the interviewee’s own perspective on described actions. Instead the focus is 
on reliable information with the interviewee’s stories as venues.  
13 Kvale and Brinkmann utilize thematizing, designing, interviewing, transcribing, analysing, verifying and reporting as a procedure 
for conducting a research interview or an entire interview investigation.   
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Furthermore, the formulation of questions is made with caution, as we are aware of the impact, which the 

formulation has on the respondents’ answers (Kvale & Brinkmann, 2009). We are aware of the fact that we 

cannot take a neutral position in the interview. However, it has been an objective to ask questions which will 

result in answers reflecting the respondents’ world only. 

 

By having clarified the potential pitfalls of this data collection and our coping with this, we will proceed to 

clarify our considerations in connection with planning the interview. We have taken inspiration from the first 

steps in the ‘Seven stages of an interview inquiry’ (Kvale & Brinkmann, 2009), as it can help us successfully 

decide on usable techniques in the research process and secure quality of the interviews. This is also done 

because knowledge in this qualitative research interview is produced socially in the interaction between 

researcher and respondents, which creates demands on the researcher’s methods and qualifications, as they 

are crucial for the knowledge production (Ibid.). In accordance to the semi-structured interview form, 

interview guides14 are made (Ibid.).  

 

This primary data can never be considered as representable due to the fact that the data is collected based on 

two persons’ convictions. Conversely, generates the high ethos of the interviewees related to the narrow 

interview focus within their expertise and experience level in the concerning field data possible to 

characterize as a contribution of the typical, which therefore qualify it as useful in our research.   

3.4.1.1 Bricolage as an approach to interview analysis 
Besides from inspiration drawn from “Seven stages of an interview inquiry”, we will use a bricolage 

approach, combining different techniques within the field of meaning analysis. According to Kvale (2010), 

bricolage enables the interpreters of an interview to freely combine different modes and techniques of 

analysis that collectively generate connections and structures relevant to a research (Kvale, 2010). By 

employing this approach to analysis, we are thereby able to choose between techniques that together generate 

meaning that is relevant for our research questions (Ibid.).  

 

Employing a bricolage approach, we will combine three techniques that focus on meaning analysis; 

categorization, condensation, and interpretation. As modes within the field of meaning analysis, all three 

techniques focus on drawing out the meaning of what is being said by the interviewee (Ibid.).  The choice of 

focusing on meaning analysis is based on the purpose of the expert interviews. We do not wish to understand 

the personal life world of the interviewees, but understanding regarding luxury branding and social media. 

Instead, it is relevant to understand what the interviewee’s perception of the reality is regarding these key 

concepts. 

                                                        
14 An interview guide is a script which structures the interview by stating which subjects the interview must cover. The degree of 
details in the guide is related to the choice of interview structure (Kvale & Brinkmann, 2009). 
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Meaning condensation will be applied to understand and structure the complex interview transcripts in order 

to point out relevant meaning units (Kvale, 2010). It will be used in order to condensate long meaning units 

into briefer statement easier to analyse and interpret. 

 

Meaning categorization will be applied to analyse recurring themes in the interviews to facilitate an 

analytical understanding and identity significant themes and meaning structures (Ibid.). The categorization of 

the meaning condensation will therefore be conducted with our sub-questions in mind.  

 

Last, meaning interpretation will enable a deeper analysis of the meanings of the interview. According to 

Kvale (2010), the interpreter here goes beyond the direct word of the text to draw out tacit meanings of the 

transcript. This will be done by drawing in the relevant meaning categories in order to answer the related 

research question, and comparing and relating the meaning units from the meaning condensation to relevant 

theories of the theoretical framework. The specific theories will be mentioned in the sections regarding each 

interview specifically. These theoretical concepts will be compared to the meaning units, in order to analyse 

and explain the deeper meanings and indications of the interview data. It also enables a critical discussion of 

the classic theoretical literature of luxury management and consumer behaviour, as well as a critical 

assessment of these theories from an pragmatic application-oriented perspective.   

3.4.1.2 Expert interview with Céline Chônier  
Céline Chônier is Competitor Intelligence Director in Richemont. The point of departure of this data 

collection method was to let the empiricism “talk”. The thesis came therefore to existence after the interview 

took place.  

 

Furthermore, prior to the formal interview we had an initial informal conversation with the respondent 

(Kvale, 2010), which together with an thorough establishment of theoretical understanding of the cross field 

of luxury branding, social media, and consumer behaviour have constructed our research question and 

affected our pre-understanding of the research field. This pre-understanding is therefore not something, 

which we could see us free from having in mind when doing the interview.  

 

In the following, the interview guide will be specified using the two first idealized stages thematizing and 

designing as inspiration. According to Kvale and Brinkmann (2009), thematizing can be clarified by 

illuminating the “why”, “what” and “how” 15 of the interview. The interview guide will be elaborated using 

first this framework and afterwards the design stage of the interview. 

                                                        
15 Why: the purpose of the study. What: obtaining pre-knowledge of the subject. How: becoming familiar with different techniques 
of interviewing, analysing and deciding which to apply to obtain the indented knowledge.  
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Themes and research purpose (why) 
The interview planning process is based on the objective of the interview and the research question of the 

thesis (the why). The main objective of the interview is to obtain knowledge about what preceding informal 

conversation with the respondent had shed light on. Hence, about the luxury industry in general and 

illumination of the current challenges within brand communication in the luxury industry and the current role 

of social media at luxury brands from a corporate point of view. The reason behind this is the interview’s 

“role” as a starting point of understanding the problem field. Furthermore, it is important that the thesis is 

based on current characteristics of the research field in order to be relevant. As the research field is ever 

changing, the academic acknowledged research front has difficulties following up with the pace, which 

supports this primary research creating present day understanding. 

 

Pre-knowledge of the subject (what) 
Knowledge and understanding of the research field is acquired prior to the interview research process with 

the purpose of understanding the relevant theoretical key concepts and research field. The theoretical 

concepts was elaborated on in the chapter of ‘Theoretical framework’, which we refer to here in order to 

understand the “what” which has been the foundation for enabling relevant questioning-making (Kvale & 

Brinkmann, 2009).  

 

Knowledge and design of the interview (how) 
Moving on to the second stage of Kvale & Brinkmann’s interview inquiry (2009), which is design, the 

theoretical understanding of data collection methods and the design of this interview will be elaborated.  

 

The theoretical understanding of data collection methods has been acquired by reading theory related to this 

matter in order to be able to answer the question of “how”. Becoming familiar with different techniques of 

data collection made it possible to decide on the most valuable techniques. The interview techniques were 

elaborated in the introductory sections of the “Expert Interview” paragraph, which we refer to here. 

 

The choice of a factual expert interview is applied to obtain the indented knowledge. Through the interview 

Chônier represents the luxury industry within fashion. As Chônier represents an industry, it is not of interest 

to understand her personal life-world. Instead, it is of interest to understand the industry she represents and 

illuminate the subject-field in its current situation. We are aware of that Chônier is not representative for a 

whole industry. Oppositely, she is top manager within Competitor Intelligence responsible for a wide brand 

portfolio in the world’s second-largest luxury goods conglomerate (Clark, 2014). This job position gives 

argument for having her as a data source illuminating a relevant representation of luxury brand management. 

Furthermore, because the objective of the interview is to obtain general knowledge of the luxury industry, 
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Chônier’s multi-brand job position with an outward focus gives her knowledgeable across the industry and 

markets. This increases her trustworthiness as an adequate respondent.  

 

Although Chônier is able to provide valuable insights to the world of luxury branding and its’ current state, it 

is also crucial to acknowledge her bias. First, she is not hired by a brand but sits in an overall management 

position in Richemont’s marketing function. This generates insights on a general management level. As she 

is in a strategic position and not tactical, she has no daily contact with execution of social media initiatives 

and is in no direct contact with the social media team of Richemont’s different maisons16. This argues for the 

need of an expert that can provide valuable insights of social media strategies. This supports the relevance of 

our second expert interview.  

 

The interview design is made by scripting the interview resulting in formulation of specific questions 

creating the course of the interview (Kvale & Brinkmann, 2009). The specific questions were decided with 

the interviewer having freedom to deviate from the interview guide. Having the semi-structured interview 

form in mind, we made room for the unexpected by making room for the respondents own input and asking 

check questions to secure meaning clarification. Hence, we combine methods from a semi-structured 

interview, a factual interview, and the expert interview caused by the person, the situation, and the objects of 

the interview.   

 

The described techniques were used in order to increase the quality of the interview data. At the same time, 

in the interview situation, these interview techniques and “rules” has been put to a side in order to let the 

personal intuition come into play. Hence, the focus was not on techniques, but instead on the subject and the 

knowledge we aim at collecting. This is done because sound interview research extends beyond formal 

“rules” or techniques (Kvale & Brinkmann, 2009). Kvale & Brinkmann (2009) argue that when interview 

techniques are kept in the background, the interviewer’s competences have an increased importance. As 

students of higher education level, we are subjects to our academic expertise that is reflected in our practical 

experience within data collection and analysis and thorough theoretical understanding of the field. This gives 

us as researcher competences –limited possibly – in judgment of consequences and decision making in 

which is usable in the interview situation. 

 

Interviewing 
The respondent was informed about the questions before the interview by e-mail and the interview was 

introduced by a briefing, which also was concluded in the preparatory e-mail to the respondent. This was 

done the objective to obtain as relevant data as possible. The interview was recorded and notes were taken 

                                                        
16 ”Maison” is Richemont’s own term for ”brand” in order to identify the great independency between brands.  



Page 52 of 153 

doing the interview. To finish the interview, a debriefing was made to allow respondent to ask questions, 

elaborate, or comment on anything relevant.  

 

Transcribing and bricolage 
A transcript is done in order to prepare for analysis of the interview. The transcription transfers the 

interview’s spoken language into a more limited written language, which is suited for analysis (Kvale & 

Brinkmann, 2009). According to Kvale & Brinkmann (2009), the transcriber will start the interpretation 

process when making the transcribing. This underlines why a joint writing procedure and preliminary themes 

based on the interview’s overall subjects and purpose was made. After having transcribed the interview, a 

bricolage of analysis was made (Kvale & Brinkmann, 2009). We here referrer to the above clarification of 

bricolage. This was done in line with what Kvale & Brinkmann (2009) calls the principle of 'pushing 

forward’. 

 

Based on how this research contribute to understanding through a meaning analysis, the transcription is not 

including body language and movements, as well as there will be taken abstraction from vocal pitch and 

linguistic complexities of the spoken language. Instead, the focus will be on meaning in a context. 

 

The analyses of the interview will take outset mainly in Keller’s (2013) CBBE model and Kapferer & 

Bastien’s (2012) luxury management theory. The brand equity blocks of Keller’s CBBE model, which will 

be combined with Kapferer & Bastien’s anti-laws of marketing to understand the complex opportunities and 

challenges of luxury brands’ creation of brand equity on social media platforms. Additionally, Kapferer’s 

(2012) brand identity and brand image transmission model will be used to explain how luxury brands 

understand meaning construction on social media.  

3.4.1.3 Expert interview with Mads B. Brandt 
Mads B. Brandt is Director of media at DigitasLBi Denmark, a global digital marketing bureau. DigitasLBi 

are chosen as a suitable data source, as they are experts in brand-building activities on social media. They 

develop both brand content strategies and produce branded content for a wide range of global brands. 

Although not specialized in luxury brand, they hold a strong experience and knowledge in the broader 

challenges and opportunities of branding on social media platforms (DigitasLBi Denmark, 2015). Brandt is 

therefore a relevant source for the thesis to gain understanding of the social media context. However, like 

Chônier, Brandt is biased. Brandt does not have the luxury industry understanding and experience, as he has 

not worked directly with luxury brands in his current job position. This may effect his statements about 

luxury brands on social media, which is why, when analysing luxury brand management on social media, 

Brandt’s statements is being compared to Chônier’s statements and vice versa. 
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Again, the research’s method techniques will be clarified by employing the two phases thematizing and 

designing outlined by Kvale & Brinkmann (2009). The following paragraphs will now illuminate the second 

expert interview’s methods by going through the “why”, “what” and “how” of the interview and afterwards 

the design of the research.  

 

Themes and research purpose (why) 
The objective of the interview is to get an understanding of the current social media environment with a 

brand perspective. The focus within this subject is particular on illuminating what is of importance for luxury 

brands on social media and how the consumers behave and use social media currently. Today, a wide 

amount of academic acknowledged social media theory exists, but the research front of today lack behind the 

rapid change in the social media environment. Therefore, the purpose of the research was to establish 

understanding of current characteristics of social media in order to supplement authors like Dinesen (2008) 

and Okonkwo (2010) and secure a present-day understanding to draw conclusions on. This is of importance 

in order to secure the relevance of the thesis.  

 

Pre-knowledge of the subject (what) 
Knowledge and understanding of the research field is acquired prior to the interview process with the 

purpose of understanding relevant theoretical key concepts and field of research. The key concepts are 

elaborated on in the section of ‘Theoretical framework’, which has been the foundation of enabling relevant 

questioning-making (Kvale & Brinkmann, 2009).  

 

Knowledge and design of the interview (how) 
The data collection methods and the design of the interview will be elaborated now. However, the interview 

techniques were elaborated in the introductory sections ‘Expert interview’, which we therefore refer to here. 

Further more, the same challenges explained in the first expert interview about interviewing a person in a 

leading position are in force in this empirical case.  

 

Scripting the interview makes the interview design. Scripting the factual interview was based on Brandt’s 

professional experiences and relevant themes within the research field in order to secure relevant questions 

related to the thesis.  

 

Specific questions were decided with the interviewer having freedom to deviate from the interview guide in 

order not to make room for the unexpected by allowing both the respondent and interviewers to make input 

and ask check questions (Kvale & Brinkmann, 2009). Brandt was introduced to the main questions before of 

the interview and a introductory briefing was included in the delivery.  
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This semi-structured factual interview began with a briefing (Kvale & Brinkmann, 2009). By an initial 

briefing before the interview, Brandt was made aware of the thesis’ research field and the restricted scope 

regarding both social media and how to understand luxury brands in accordance to this research. This 

secures a joint understanding of relevant subjects. 

 

Transcribing and bricolage 
The transcribing and the processes concerning the transcription of this interview and collation of the data are 

identical to the one explained in the first expert interview. Therefore, we now refer to this explanation for 

details.  

 

The analysis of the interview is made by the use of bricolage. The technique has been elaborated in the 

preliminary part of this “Expert interview” section. In accordance to the method described, the analysis of 

the data is made by the use of Kapferer’s (2012) theory regarding the concept of noise, Dinesen’s (2008) 

theories of rich media regarding relevance of communication, philosophy of brand management concerning 

value creation, and consumer’s power in brand management. These concepts are employed as tools to 

understand the current situation of social media. 

3.4.2 A single-case study  
After the expert interviews, we conducted a single-case study17 (Yin, 2009) of the global luxury fashion 

brand Chloé. This qualitative research method has been applied in order to create an understanding of how 

brand equity and consumer relevance is created by a luxury brand on Facebook and Instagram today. Thus, 

the empirical evidence collected from this single-case study answers sub-questions 1 and was used as input 

to our research of Danish luxury consumers’ use of social media. The following subsection clarifies our 

choice of case and design. 

3.4.2.1 Our case study design  
Chloé is a luxury fashion brand from France owned by Richemont. Chloé was established in 1952 and is 

today a well-known brand within the luxury industry for its ready-to-wear clothing, handbags and 

accessories to women (Chloé, 2016). 

 

In relation to this thesis, Chloé is an interesting and relevant case to study for several reasons. Firstly, Chloé 

designs handbags within the ‘luxury lifestyle segment’ (Corbellini & Saviolo, 2009), which places Chloé 

within the scope of the thesis. Secondly, Chloé is both present and active on social media today. Frequently, 

the brand posts messages, photos and videos on Facebook and Instagram to its followers. On Facebook, 

Chloé has more than 1.6 million followers (Chloé, 2015a) and on Instagram, more than 1.3 million people 

follow the brand (Chloé, 2015b). Lastly, Chloé is owned by Richemont. Chônier, who is one of the experts 

                                                        
17 A single-case study is an intensive study of a single case (Yin, 2009) 
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interviewed for this thesis, works for Richemont. By selecting Chloé as our single-case study, we are 

therefore able to draw parallels to our qualitative data conducted from the expert interview and deepen our 

understanding in both data sets.  

 

The case study of Chloé will give a thorough and deep understanding of a luxury brand’s current use of 

social media. Despite Flyverberg’s (2006) arguments of being possible to generalize on the basis of a single-

case study, we do not seek a generalized understanding. However, the patterns and behaviour identified in 

this case study could potentially create and understanding, which other luxury brands would be able to value 

and draw knowledge from. Based on this, we have made an effort to study a luxury brand that represents not 

only a relevant but also a moderately typical case in the research field. 

3.4.2.2 Netnography  
In our case study, we are inspired by the approach of netnography to prepare, collect and analyse data 

(Kozinets, 2010a). Netnography is a qualitative research method developed by Robert Kozinets (2010a) to 

investigate the behaviour of people and communities online.  According to Kozinets, “netnography is 

ethnography adapted to the complexities of our contemporary, technologically mediated social world” 

(Kozinets, 2010b, p. 3). Based on participant-observations, netnography uses computer-mediated 

communication as a source of data to obtain understanding of online behaviour (Kozinets, 2010a). This 

approach to prepare, collect and analyse data is compatible with our philosophy of science, as netnography 

treats computer-mediated communication as a social interaction that is a carrier of meaning and cultural 

artifacts (Kozinets, 2010b). According to Kozinets (2010a), the type of data we collect by this research is 

beneficial to extend and deepen the knowledge of the cultural context online, which is why this data is an 

excellent supplement to our respective researches.  

 
Preparing collecting data  
Preparing the collecting data, we were inspired by the first two steps of netnography: ‘planning’ and ‘entrée’ 

(Kozinets, 2010b). In the ‘planning’ step, we determined the aim of the research to be an understanding of 

how Chloé is creating value through its communication on Facebook and Instagram and how the brand’s 

followers engage in this communication. In the ‘entrée’ step, we decided to enter Chloé’s Facebook and 

Instagram through our personal accounts. There was no need to ask for permission to get access, as both 

platforms are public. 

 
Collecting data  
The case study is based on archival netnographic data (Kozinets, 2010a), which was collected directly from 

pre-existing computer-mediated communication on Chloé’s social media platforms.  
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The data consist of posts (incl. text and images and videos) posted by Chloé on their timelines and comments 

posted by the social media users. The strength of this data is the low involvement in creating or shaping the 

information, resulting in the data representing the exact communication on Chloé’s social media platforms 

(Yin, 2009). On the contrary, the weakness of this data is that it partly contains selection bias, as we have 

selectively chosen a limited time period to collect data in and a selective subset of user-generated content 

(Ibid.). Based on this, the data represents a fraction of the exact communication on Chloé’s social media.  

 

As the data coding and interpretation was done manually, we had to focus on collecting a limited set of data 

(Kozinets, 2010a). Based on the frequency of posts on Chloé’s social media sites, we estimated that 

collecting posts published during two months (October to November 2015) would generate data obtaining 

the aim of the research.  

 

After having identified the posts, each post was captured and collected by the means of ‘screen shots’, which 

is available in App. D6 and D7. The post where then classified into content categories facilitating an 

identification and understanding of Chloé’s current content themes and mix. The posts were later on re-

organized into new content categories, as the consumer interviews illuminated new relevant aspects of 

content themes that allowed a more precise categorization of the brand-created content. The content 

categories are thereby a result of gathered understanding from our case study and consumer interviews. The 

categorization consists of six categories that are identified and described in App. D3.  

 

Further, the text-based part of Chloé’s Facebook and Instagram posts along with five representative 

comments, likes, shares, and comments from each post were captured in a Microsoft Excel spreadsheet, 

which can be seen in App. D4 and D5.  

 
Analysing data  
To analyse the archival netnographic data collected in this study, the techniques of coding and hermeneutic 

interpretation was applied (Kozinets, 2010a). 

 

When coding, terminologies relating to value-creation assigned to each of Chloé’s posts, as well as the social 

media users’ comments. The notion of value-creation is in focus, as the objective of this study was to 

understand value creation Chloé’s on social media. Therefore, in the coding of posts and comments, 

terminologies from Porter et al.’s (2011) seven social psychological needs and Keller’s (2013) CBBE model 

were drawn upon.  

 

The coding was used as a basis for a hermeneutic interpretation (Kozinets, 2010a). In the hermeneutic 

interpretation, we were looking for the deeper understanding of Chloé’s posts and the users’ comments. In 
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this interpretation, the focus had moved from what was being said to why these posts and comments had 

been posted. Based on the codes assigned to Chloé’s posts and the user’s comments, we strived to 

understand the intentions behind these posts and comments. This is done in order to identify indications of 

alignments and misalignments between a luxury brand’s social media communication and Danish luxury 

consumers’ valued content and expectations to brand-created content using Grunig & Hunt’s (1984) PR 

model and Dinesen’s (2008) theory of relevance. 

 

The coding and hermeneutic interpretation of Chloé’s social media communication is gathered in App. D1 

(Facebook) and D2 (Instagram). 

3.4.3 Index Danmark 
The secondary data source Index Danmark is a consumer related media and marketing information system 

that focus on data for further consumer lifestyle analysis. The data, which has been acquired from Index 

Danmark, is based on Gallup’s quantitative consumer research of the first six month of 2015.  

 

As mentioned under the heading ‘Combined methods and triangulation’, the involvement of this quantitative 

research method constitutes a mixed method research, where both qualitative and quantitative methods are 

brought into play (Greene, 2007). The quantitative research is holding a supportive role, having the objective 

of qualifying our choice of stratified selection of respondents in the qualitative consumer research.   

 

In order to enable a valuable data collection related to the aim of finding a relevant group of respondents in 

our consumer interviews, it is importance to choose respondents on deliberate terms, as the aim is to create 

knowledge, which is valuable to the process of exploring the research questions. Specifically, this means, 

that this data collection method aims at enlighten gender and age group within Danes who represent a 

relevant consumer group to interview. In the process of obtaining this ambition, it is of evidently character, 

that the final sub-population chosen will be respondents who all are users of both Facebook and Instagram 

and have bought a minimum of one product which is considered a luxury fashion item. This pre-decided 

characteristics of the decided respondents in the consumer interviews are made based on the research’s 

objective and hereby the subject of study. Therefore, these variables are predetermined related to narrowing 

down relevant respondents.   

 

This quantitative data will be combined with other reflections and lifestyle perspectives of luxury consumers 

to determine the choice of the subset in the qualitative personal interviews. By stratifying the population by 

the use of quantitative data available through Index Danmark, we are capable of grouping Danes in 

disproportional groups. This contributes to identification of consumers groups with relevant behaviour and 

interests divided by age and gender. Hence, the understanding brought by data from Index Danmark helps 
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specify differences in the social media world by locating systematic differences between people (Bryman & 

Duncan, 1996).  

 

By the use of data from Index Danmark, we are able to gain understanding of the landscape of social media 

users in Denmark relevant to the research question. Having this understanding in combination with other 

relevant consumer reflections, we are able to make a methodical and well-documented choice of a relevant 

stratified selection of respondents in the consumer research. 

3.4.3.1 The process of data collection 
Index Danmark has an extensive amount of raw data of which we are able to group and analyse on. The data 

from Index Danmark is bought into to research as a regular survey-based secondary data (Dale, Arber, & 

Procter, 1988). However, the nature of Index Danmark’s data being made with the purpose of further 

analysis within the field of marketing management makes the data suitable. 

 

However, the data is constrained related to the original nature of the data’s objective, which creates 

limitations. The variables must be relevant to the research objective and combined in accordance, in order to 

create knowledge about the consumers on the relevant subject (Bryman & Duncan, 1996). By understanding 

the limitations of this data, it is possible to provide the thesis with a descriptive framework to understand the 

social processes operating in the relationship between age, gender, luxury, and social media use. 

 

The data is collected and published by Gallup, which is Denmark’s biggest and most experienced insight 

consultancy corporation, conducting more than 700.000 interviews a year. The data collection is based on 

formal sample survey with closed questionnaires. The sampling is in accordance with the international 

industrial organization, ESOMAR (TNS-Gallup, 2015). This makes this secondary data highly reliable to 

gain understanding from.  

 

The 2015 data from Index Danmark, which understanding is drawn from in this thesis, is based on 11,890 

Danish respondents in the age of 12 to 75 + (See Figure 9 for frequency). 

 

Total 11,890 sample units 

Female 6,627 sample units, 50,6% of total  

Male 5263 sample units, 49,4% of total  

Age Age group Number of samples 

Total/female 

12-14 years old 65/33 

15-17 years old 177/111 
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18-19 years old 168/99 

20-24 years old 416/229 

25-29 years old 406/193 

30-34 years old 459/266 

35-39 years old 687/381 

40-44 years old 811/455 

45-49 years old 987/585 

50-54 years old 1,187/699 

55-59 years old 1,249/718 

60-61 years old 564/339 

62-64 years old 933/509 

65 years old 337/201 

66 years old 292/159 

67-69 years old 1,025/508 

70-74 years old 1,129/596 

70 or more years old 998/546 

 

 

Cross-tabulation 
The technique used to group and hereby construct understanding is Index Danmark’s built-in function 

“cross-table charts”. Through the use of cross-tabulation, two to four variables were cross-grouped resulting 

in data indicating relationships between different variables that are of our interest (Dale, Arber, & Procter, 

1988).  

3.4.3.2 Analysing the data 
In the following section a presentation of the methods used in the collecting, processing and analysis of the 

raw data generated from Index Danmark will be made. The section will finish with a conclusion of the actual 

analysis in order to create understanding of relevant research techniques regarding the consumer research 

which methodology is presented afterwards. 

 

The Index Danmark data will, as already explained, help determine the respondent unit in the qualitative 

method of consumer interviews. For that reason, the following is a presentation of the methodological 

choices and used techniques during the research. 

 

Determination of gender of the stratified respondent selection 
The first two variables being crossed in order to exploit potential relationships are related to (1) consumers’ 

usage frequency of respectively Facebook and Instagram, and (2) gender.  

 

Figure 9 Frequency table of respondent unit 
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The objective to find the most relevant gender was uncovered by designing cross-table charts with the 

variables gender and user-frequency of respectively Facebook and and Instagram. The consumer’s 

experience with both Facebook and Instagram is of importance, as the interviewee must be able to answer 

the questions illuminating differences and similarities of the two. Cross-tables will help us find respondents 

who obey this request. Furthermore, it is of value to gender representation on the platforms in order to 

understand if females or men are the main receiver of social media communication.  

 

The variable “gender” consists of the two categories: “Female” and “male”18. The variables “use of 

Facebook” and “use of Instagram” consists of a categorized scale divided by 10 categories (App. C1, Table 

1-2). The judgment of relevant user-frequency as relevant usage-rate is based on how intensive the user-

frequency should be to result in relevant respondents experience. It is decided that the user type of Facebook 

and Instagram is categorized as ‘heavy users’ when the user-frequency is “several times a day” and “daily or 

almost daily”. 

 

Determination of age of the stratified respondent selection 
Determination of age is drawn from a number of perspectives of which Index Danmark contributes with 

average luxury consumer calculations. In the following the perspectives drawn from Index Danmark will be 

illuminated. Again cross-tabulation is the starting point. The cross-tabulation have a two-tier structure, where 

the ordinal variables “use of Facebook” and “Use of Instagram” will be placed in different cross-tables. This 

is done in order to investigate relationships between different variables of both Facebook-user and 

Instagram-user.  

 

Based on the above descriptive analysis of the relationship between gender and user-frequency on Facebook 

and Instagram, the category of “male” is excluded from the rest of the cross-tabulation, and will therefore not 

be a unit represented in the following (App. C1, Table 3-8).  

 

In the second phase of the data collecting process, the cross-table charts consist of three variables: gender 

(female only), user-frequency, and age. The variable “age” is categorized by dividing the respondents having 

an age of 12 to 75+ into 18 fixed scale categories chosen by Gallup. Hereby, two dataset based on the 

variables gender, age, and respectively usage-frequency of Facebook and usage-frequency of Instagram was 

summarized for analysis (App. C1, Table 3-4). 

 

In order to make the selected respondents as relevant as possible, two further cross tables are made (App C1, 

Table 5-8) A fourth variable is added in order to analyse the subgroups’ interest in quality of products and 

                                                        
18 Translation of the Danish variables named ”kvinde” and ”mand”. 
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luxury. The first variable “I often buy luxury products19” is added to the before mentioned variables (App. 

C1, Table 5-6). The variable “I will pay extra for quality products”20 is added in a second cross table to 

remaining variables. The scale related to “I often buy luxury products” and “I will pay extra for quality 

products” consists of seven categories ranging from “Agree completely” to “Disagree completely” (App. C1, 

Table 7-8). These cross-tables show relationships between variables that group Danes in accordance to use of 

Facebook and Instagram (separately), gender, age, and relationships to quality and luxury when buying 

products.   

 

The summarized data shown in the analysis in Block 2 are based on researchers’ judgment of the degree that 

is relevant for the further research. It is decided that the required relevant level of felt agreement among 

respondents is “agree completely” and ”agree”. This selection of displayed data is possible, as data 

concerning the low-interest units is not of suitable for the consumer research’s respondents.  

 

The researchers inference during the data collection, summarizing and analysis of data is obvious. Especially 

regarding the choice of variable to analyse and the choice of displayed summarized data in diagrams 

influences the results and interpretation of the data (Dale, Arber, & Procter, 1988). The variables’ and 

categories’ pre-determined nature could weaken the relevance. It could be argued that the variables “I often 

buy luxury products” and “I will pay extra for quality products”, which brings in the aspect of luxury, could 

have a closer link to luxury and this thesis research field. However, it is estimated that the understanding and 

incorporation of two variables regarding the understanding the relationship to luxury products and social 

media and the supportive reflections made in the analysis results in a well-augmented respondent group. 

Hereby, the data is rewarding the consumer interviews in such a degree that the constrained are secondary.    

 

The understanding of the most relevant consumer group is made possible using calculation of averages. The 

determination of average age, by the use of the arithmetic mean21, is a relevant method to measure the central 

tendency of female consumers’ age because this kind of summarized data is easy to interpret and its 

criticized limitation related to extreme values is not an issue of significance in this study. This lowers the 

likelihood of affecting the results disproportionately (Bryman & Duncan, 1996). We are aware of the 

interpretation, which lies in the data we reflect on, and the supportive reflective perspectives drawn upon 

later. However, the limited number of respondents, which our resources constitute, makes no objective of 

gaining generalizable understanding. Hence, we aim at finding the most relevant and interesting respondent 

group for our research question only.  

                                                        
19 Translation of the Danish ”Jeg køber ofte luksus” 
20 Translation of the Danish ”Jeg vil gerne betale ekstra for kvalitetsprodukter” 
21 Summarization of data by determination of the typical value in a distribution by adding up the values and dividing by the number 
of values (Bryman & Duncan, 1996). 
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A relevant consumer respondent 
In order to understand the methodological choices of the consumer interview research, the main conclusion 

of the analysis which data from Index Danmark is part of, will now be presented shortly. Analysing with a 

focus on the average age groups’ relationships to luxury related attitudes and social media usage together 

with socio-demographic and luxury theory reflections of luxury consumers, it can be concluded that a 

relevant group of females to interview in the consumer interview research is Danish women in the age of 25-

34, who uses both Facebook and Instagram. 

3.4.4 Consumer interviews 
The last method that the thesis will include is a consumer interview research. The data collection techniques 

are determined by securing contribution to understanding of the research questions.  

 

The data is affected by this methodical choice and our choice of subset of the total population as 

respondents. In accordance to our philosophy of science, we argue that great value lies in qualitative data 

that is being analysed in depth, as it illuminates more underlying factors and deep understanding. Further, the 

amount of data is believed not to be the only element co-related to obtaining trustworthy understanding 

(Kvale & Brinkmann, 2009).  

 

As explained in the section describing data from Index Danmark, a stratified selection of representatives in 

the consumer interviews has been made. This quantitative dimension will supplement the research (Greene, 

2007). Jennifer Greene (2007) argues that a qualitative research can successfully be mixed with quantitative 

data with the objective of explanation. This method is very significant for the consumer interview as the 

chosen quantitative research helps illuminate a specific relevant group of representatives, which enhances the 

statistic material (Ibid.).  

 

The respondent selection creates an over-representation of certain sections of the population, which is not 

representative of the total population. However, the same over-representation creates a focused and 

interesting group of respondents who are relevant to the thesis’ research field. This makes the 

representativeness of the total population secondary (Andersen, 2013). 

 

The collection of respondents was attempted by contacting a number of online platforms22.  Here, users 

where encouraged to volunteer as respondents. Due to lack of volunteers, respondents were also gathered 

                                                        
22 Platforms of: Fashion Forum, Fashion-post.dk, Copenhagen Fashion and design School, CBS Fashion Society, Secondhand 
Luxury, 
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though first and second degree of personal relations to the researchers. These were acquired by a direct 

approach informing about the research and the intentions of the interview.  

 

More resources could have resulted in a more neutral characteristic of the selection of respondents, where 

social and cultural23 diversity would be of greater character. Despite this, all respondents crucially belong to 

chosen target group, and collectively they represent the segment’s width in terms of age. Furthermore, a 

sufficient diversity in personal background and current life situation gain trustworthy understanding (see 

Figure 10). 

Number of respondents 7 individual persons 
Gender of respondents Female: 7 

Male:  0 
Age of respondents 25 years old: 1 

26 years old:  2 
27 years old: 1 
29 years old: 1 
30 years old: 1 
32 years old: 1 

Occupation of 
respondents 

Lawyer 1 
Real estate agent 1 
FMCG consultant 1 
Student 1 
Newly educated / job seeking 1 
Dentist 1 
Communication adviser 1 

Residence of respondents 2300 Copenhagen S 1 
2000 Frederiksberg 1 
2100 Copenhagen Ø 2 
2900 Hellerup 1 
1670 Copenhagen V 1 
2150 Nordhavn 1 

Figure 10 Respondents characteristics 

The data set consists of seven respondents. The number of respondents reflects a wish for discovering 

patterns in the respondents’ behaviour and attitudes. We have therefore conducted the interviews with no 

predefined number of respondents, as the data collection should be carried out until patterns occur. A unit of 

seven respondents was gathered as a starting point. The consumer interviews revealed recurring patterns 

already before the seven interviews was conducted. Because the seven data sets revealed several patterns and 

replications, it was decided to be an acceptable number of respondents to gain understanding from. 

 

In the following, the interview guide of conducted consumer interviews will be specified using the two 

stages thematizing and designing as inspiration (Kvale & Brinkmann, 2009). As elaborated on in the Expert 

interview section, thematizing can be clarified by illuminating the “why”, “what” and “how”. 
                                                        
23 Sub-cultural and domestic geographic spread   
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3.4.4.1 Themes and research purpose (why) 
The objective of the interviews is to obtain an understanding of luxury consumers’ use of Facebook and 

Instagram in their decision-making process of luxury handbags. To enable illumination of relevant aspects of 

the research field, a focus is placed on understanding the consumers’ needs and engagement motivations on 

social media and the perceived value in the mind of the consumers of luxury brands communication on 

social media. 

3.4.4.2 Pre-knowledge of the subject (what) 
Knowledge and understanding of the research field is acquired prior to the interview process with the 

purpose of understanding relevant theoretical key concepts and the field of research. The key concepts have 

been identified through two foregoing expert interviews and theoretical exploration, which has been the 

foundation for enabling relevant questioning-making (Ibid.). Furthermore, the case study has contributed to 

relevant questions, and screenshots and videos from Chloé’s social media pages have been drawn into the 

interview. 

3.4.4.3 Knowledge and design of the interview (how) 
Now the second stage of Kvale & Brinkmann’s interview inquiry (2009), the theoretical understanding of 

data collection methods and the design of the interview will be elaborated.  

 

The consumer interviews have been inspired by a semi-structured life world interview-technique. It therefore 

aims to understand themes related to the research question from an everyday life-world perspective of the 

respondent (Kvale & Brinkmann, 2009).  

 

The point of departure is the Danish market, as the interviewees are Danish citizens. However, the interviews 

will also try to understand the global context of social media platforms. Therefore, examples of the global 

luxury fashion brand Chloé’s communication will be drawn in and respondents are asked to respond and 

evaluate on these. This is done in order to construct knowledge about the current complexity of luxury 

brands’ social media communication and Danish consumers. 

 

As mentioned earlier, the respondents unit is stratified with the purpose of obtaining data from a relevant 

consumer group (Kvale & Brinkmann, 2009). Likewise, the interview is designed in accordance to the 

principle of ‘pushing forward’ (Ibid.), by taking the later analysis into consideration.  

 

The interview design is made by scripting the interview. The specific questions were decided based on 

themes relevant to the area of research, which was used as fundaments for securing valid questions related to 

the thesis.  
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Having the thesis’ philosophy of scientific, we are striving to obtain a new understanding. According to 

C.J.Thompson, W.B. Locander, & H.R. Pollio (1989), the interview should then have the course of a 

conversation, and the role of the interviewer(s) is to provide questions that enable such a conversation. 

However, the value of the dialog is heavily dependable of the respondent. This explains the importance in 

scripting and asking the right types of questions and using the right probes in order to obtain a freely 

description of the respondents’ experiences (Thompson, Locander, & Pollio, 1989).   

 

The choice of a semi-structures life-world interview is applied for the purpose of interpretation of the 

subjects described. The interviews are characterized by an openness regarding the order of the questions and 

the formulation (Kvale & Brinkmann, 2009). This is done in order to be able to allow and follow interesting 

utterances made by respondents, as this will allow us to gain valuable understanding from the individual life-

world. At the same time, due to the subsequent processing of the interviews and the validation of the data, a 

focus was on staying as close to the interview guide as possible (Ibid.).   

 

Having both Kvale & Brinkmann (2009) and Thompson et al. (1989) in mind when formulating the 

interview questions, we aimed at generating spontaneous specific descriptions of relevant phenomena with 

the dialog in focus. This is done as research has shown that it increases the likelihood of the respondents 

being able to provide rich and detailed descriptions of experiences (Thompson, Locander, & Pollio, 1989). 

 

In addition, there was an awareness of potential social desirability bias24 when formulating the interview 

questions. Because the interview concerns personal behaviour and opinions and the subject is of prestige, the 

tendency can increase if not cautious. The question guide is made in order to avoid social desirability bias, as 

social desirability bias can affect the validity of the survey findings because respondents are aware of their 

self-representation (Nederhof, 1985). 

3.4.4.4 Conducting the interviews  
This semi-structured interview began with a briefing in a direct approach (Kvale & Brinkmann, 2009). 

Hereby, the respondents are made aware of the thesis’ research field and the restricted scope regarding both 

social media and how to understand luxury brands in accordance to this research. This increases the joint 

understanding of relevant subjects. 

 

                                                        
24 “Social desirability reflects the tendency on behalf of the subjects to deny socially on desirable traits and to claim socially 

desirable ones, and the tendency to say things which place the speaker in a favorable light” (Nederhof, 1985, p. 264).  
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The interview guide contains 25 questions and five screenshots and a video of social media communication 

made by Chloé (see App. F1, F2). The interviews were conducted isolated face-to-face, and recorded on 

memo recorder. 

 

Critical elements related to doing interviews have been a focus and common pit-falls have been attempted to 

be avoided through thorough theoretical understanding. However, learning is related to trial and the 

interviewers are learning in the process (Kvale & Brinkmann, 2009). In order to secure the quality of the 

interview further, the interview process started with a pilot interview (Kvale, 2010). The pilot interview was 

done with the intention of testing the interview guide on the target group. The pilot interview was conducted 

in order to identify possible errors (Ibid.). The learning from the pilot interview enabled avoidance of pitfalls 

in the interviews. Furthermore, the interviewers were able to practice interview skills, which increased the 

likelihood of valuable data collection later on. 

3.4.4.5 Transcribing and bricolage as an approach to interview analysis 
The transcribing is done in order to prepare for analysis of the interview, which is why the transcription 

transfers the interview’s spoken language into a more limited written language, suited for analysis (Kvale & 

Brinkmann, 2009). We use a bricolage approach to analyse the consumer interviews, combining different 

techniques within the field of meaning analysis. Employing a bricolage approach, we will combine three 

techniques that focus on meaning analysis; categorization, condensation, and interpretation. All three 

techniques focus on drawing out the meaning of what is being said by the interviewees (Kvale, 2010). Here, 

we refer to the aforementioned method of transcribing and bricolage under the heading ‘Expert interviews, 

Transcribing and Bricolage’ for more details of the methodology consequences. 

 

The choice of focusing on meaning analysis is based on the purpose of the consumer interviews. We strive 

for deep understandings and insights regarding Danish luxury consumers’ behaviour and attitudes in the 

decision-making process on social media. It is therefore relevant to understand the interviewees’ perception 

of the reality related to the research question. As the research field concerns an understanding of consumers 

on a non-individual level, each interview strives to understand each individual, yet, the meaning analysis will 

have a focus across the seven interview data sets (App. E15).  

 

Meaning condensation will be applied to understand and structure individual extensive and complex 

interview transcripts in order to point out relevant meaning units across the individual interviews (Kvale, 

2010). The meaning condensation will take outset in sub-question two, three and four. Therefore, meaning 

units and patterns relevant in order to answer these sub-questions guides the meaning condensation. Ashman, 

Solomon & Wolny’s (2015) modified five phases model of the decision-making process will be used to 

understand and categorize consumer patterns in accordance to the sub-question concerning the decision-
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making process. Porter et al.’s (2011) theory of motivations for engagement in online social networks will 

supplement Ashman, Solomon & Wolny’s theory (2015) in order to understand current consumer patterns 

and opportunities and challenges in engaging consumers on Facebook and Instagram. Meaning condensation 

is used as the first technique in order to condensate long individual meaning units into briefer statement that 

are easier to analyse on a collective level. Thereafter, it is interpreted to create comprehension across the data 

sets resulting in an overall understanding.  

 

Next, meaning categorization is applied to analyse themes in the interviews that are relevant in order to 

answer the sub-questions. The categorization of the meaning condensation will therefore be conducted with 

outset in these sub-questions to extract relevant themes that structures the data across the individual 

interviews in order to identify patterns in the data. 

 

Last, meaning interpretation will enable a deeper analysis of the meanings of the interview, which will be 

executed in the chapter of Analysis.  
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“Success will come to companies that can closely 
track the sources of information their customers 
turn to and find the combination of marketing 
channels and tools best suited to the ways those 
consumers decide” Itamar Simonson & Emanuel 
Rosen  
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Block 1 

4.1 The situation of global luxury brands on social media  
Block 1 is an analysis of the current challenges and opportunities of managing luxury brands’ equity on 

social media, and how brand equity is managed by one of these brands on the platforms today. Thus, the 

block is divided into two sections. 

 

First, the interviews of luxury expert Chônier (App. A1, A2) and social media expert Brandt (App. B1, B2) 

will be analysed in order to reach an understanding of the challenges and opportunities managing luxury 

brands’ equity on social media. In this analysis, the dyadic and triadic brand management perspectives from 

the Theoretical framework will come into play, illustrating the schisms luxury brands are facing today.  

 

Next, the brand-created content on Chloé’s social media platforms and their global users’ reactions and 

interactions will be analysed. This is done in order to gain a nuanced understanding of opportunities and 

challenges identified in the first section and how these are manifested in Chloé’s social media management. 

 

Collectively, these two sections answer sub-question 1.  

 

4.1.1 Challenges & opportunities of social media: A luxury perspective  
According to Okonkwo (2010), luxury brands have faced difficulties on social media due to the opposite 

characteristic of the two phenomena, luxury and social media, and the industry has been slow to approach 

social media. Yet, our research shows that the luxury industry has realized the importance of these platforms. 

According to Chônier, social media is luxury brands’ largest brand management concern today (App. A2). 

To survive as a luxury brand, it is crucial to acknowledge the digital landscape and find a way to exploit its 

possibilities and cope with its challenges (Ibid.). 

Luxury brand management today is still characterized by classic luxury features such as exclusivity and 

scarcity. Only a limited clientele should have access to the brand (App. A2). This is supported by the anti-

law of marketing: “dominate the client” (Kapferer & Bastien, 2012, p. 70), where it is argued that the 

relationship between a luxury brand and its client should be characterized by brand control, distance and 

domination. Yet, this fundamental relationship is confronted on social media. Okonkwo (2010) argues that 
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the main qualities of the Internet and social media are mass access, mass appeal, and consumer control. The 

consumers expect luxury brands to consider and include them in the brand-created communication on social 

media (Okonkwo, 2010). If these expectations are not met by the brand, it will lead to “confusion, surprise 

and disappointment” (Okonkwo, 2010, p. 13).  

However, Chônier argues that these opposite powers are no challenge for luxury brands on social media: 

“there is no antagonism between social media and luxury brands, meaning that we can keep exclusivity and 

power and also share on social media” (App. A1, l. 130-132). Although luxury brands today do not perceive 

social media as a challenge to its exclusivity and power, they are yet facing challenges related to managing 

brand equity on social media. 

4.1.1.1 Main challenges concerning managing brand equity on social media  
In the following subsection, three main challenges of building brand equity on Facebook and Instagram are 

identified. The first challenge concerns the opposite nature of luxury brands and social media. The second 

deals with the risk of unfavourable brand associations. The last challenge concerns the premises on social 

media, which luxury brands need to be aware of. 

Main challenge 1: The notion of time  
The notion of time is a significant challenge for luxury brands on social media. It covers the contradicting 

time factors in the phenomenon of luxury versus the phenomenon of social media. Where luxury is 

characterized by a long-term notion of time (App. A2), social media is contrary based on a short-time notion 

(Dinesen, 2008). The long time perspective is embodied in luxury and is a significant element of the industry 

(Kapferer & Bastien, 2012). It takes time to reach the best and finest materials, create the best design, and 

manufacture the product. The purchase and sales is a long evaluation process and the consumption itself 

continues for several years (Ibid.). Social media is on the other hand built on principles of timeless 

communication; it is an always-open culture, where consumers can interact with others whenever. Hence, the 

social web never stands still (Dinesen, 2008).  

 

According to Chônier, the main challenge for luxury brands on social media is figuring out how to reconcile 

the old soul of luxury with the new and modern social media (App. A2). Thus, luxury brands is challenged in 

creating content that stays true to their DNA, conveying long-term values such as craftsmanship and 

exclusivity, while remaining non-trivial, relevant, and innovative, which social media requires (App. A2, 

A1) (Okonkwo, 2010).  

 

This indicates a core challenge of luxury brands on social media: it’s opposite natures. Social media 

challenge luxury brands in maintaining long-term brand values to preserve their luxury image, while also 

incorporating an innovative and modern aspect into the brand, satisfying social media users need.  
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Main challenge 2: Risk of unfavourable brand associations 
Social media challenges luxury brands due to its high level of noise and risk of unfavourable associations. 

According to Chônier, the high level of noise is a result of the increasing amount of advertisements 

appearing on especially Facebook (App. A2). This premise challenges the creation of intended brand image 

through social media. 

 

Chônier argues that the associations that a luxury brand creates cannot be controlled on social media 

platforms (Ibid.). This is due to the fact that the luxury brand cannot control the posts in the consumer’s 

newsfeed: “you can be next to things that are not very luxury and it is difficult to control on Facebook” 

(App. A1, l. 289-290). Here, Chônier indicates that on social media it is challenging for luxury brands to 

control the associations and attributes that are being linked to the brand. These associations are not necessary 

supporting the desired brand identity and thus the brand image created in the mind of the consumer. Hence, 

the luxury industry sees social media as a challenge because external content on the platforms can disturb 

and distort the brand’s communicated brand meaning. 

 

Analysing this challenge in relation to the creation of brand meaning, the luxury industry represents a dyadic 

approach. According to Chônier, the luxury brand communicates its identity through Facebook and 

Instagram to social media users. However, these receivers do not only decode the brand-created content, but 

also external factors such as the environment that the content is located in, the content surrounding the 

brand’s content as well as user-generated content, including comments, posts and pictures (App. A2). All 

these external signals might disturb the construction of the luxury brand’s desired image in the mind of the 

consumer (Kapferer, 2012). The external signals can thereby obscure the decoding of brand-created 

communication, causing the receiver to link to unintended associations to the brand that might distort the 

brand’s image. This understanding of brand meaning creation and fear of distortion from the competition or 

other non-controllable sources is in line with the traditional brand management perspective’s view on brand 

meaning. Social media is understood as a potential ‘noise’ element that can disturb the desired associations 

created by the luxury brand in the mind of the consumer. 

 

Main challenge 3: The premises on social media 
Luxury brands should be aware of the premises on social media. Facebook and Instagram are two platforms 

that are not owned by the brands themselves. This has the consequence that luxury brands are not in control 

of all elements in the communication channels and thus premises must be recognized and understood (App. 

B2).  

 

A key premise of social media is brands’ lack of control. The platforms are based on social relation 

(Instagram Blog, 2015) (Allen, 2012), which creates premise of interaction. This is a premise brands must 
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understand and have in mind when pursuing the course of social media presence (App. B2) (Dinesen, 2008). 

Luxury brands usually strive towards being in control and maintaining a distance to consumers in order to be 

admired (Kapferer & Bastien, 2012). However, the premise of social media is that it is a place where 

consumers have great control and expect to be included. The interaction possibilities create a premise of 

transparency in brand communication, which increases the challenge of being on social media as a luxury 

brand. Consequently, the characteristics of social media platforms and established interaction expectations 

from users are a challenge for luxury brands. They must understand the premises on social media and obey 

them without compromising with their brand values and strategy, when managing brand equity on social 

media (App. B2). Interestingly, Chônier does not share this view as she claims that luxury brands can apply 

social media without engaging in interaction (App. A2). 

4.1.1.2 Main opportunities relating to managing brand equity on social media 
In the following subsection, five main opportunities in building brand equity on Facebook and Instagram are 

identified. Today’s luxury industry mainly sees social media as an opportunity to expose the brand through a 

one-way communication approach (Ibid.) (Grunig & Hunt, 1984). On the other hand, social media experts 

argue that one of the main opportunities for luxury brands on social media lies in the multi-directional 

communication nature. Here, consumer engagement and media richness is main opportunities in building 

brand equity (App. B2) (Okonkwo, 2010). Interestingly, these contradicting opportunities illustrate two 

different brand management perspectives. This will be emphasized continuously throughout the analysis.  

 

Main opportunity 1: Brand exposure  
Facebook and Instagram can help luxury brands build brand equity by exposing social media users to the 

brand (App. A2). This exposure strengthens Salience, Performance, and Imagery in the mind of the 

consumer and creates brand equity by strengthening brand awareness and brand image associations (Keller, 

2013).  

 

First, Facebook and Instagram can be used to strengthen the bottom layer of Keller’s (2013) brand equity 

model, Salience, which purpose is to create deep and broad brand awareness. According to Chônier, social 

media extends the possibilities of exposing users to your products and brand (App. A2). Particularly luxury 

fashion brands are better suited for Facebook and Instagram than other types of luxury brands, as they make 

several collections through a year and thus have a constant flow of news and novelties to feed the social 

media rhythm (Ibid.). Thereby, social media ensures frequent exposure and strengthens the depth and 

breadth of brand awareness. According to Keller (2013), the depth and breadth of brand awareness is 

important in a decision-making process, as it increases brand recall and the number of purchase situations 

where the brand is considered.  
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Second, Facebook and Instagram are information tools that extend luxury brands’ opportunity of 

communicating the brand’s identity and values and create associations that collectively form the brand’s 

image in the mind of the consumer (App. A2). “For me, it [social media] is really a tool of showing who you 

are” (App. A1, l. 211-212), Chônier states. Social media is an extension of touch points conveying the brand 

identity and all social media activities must therefore also correspond to the brand’s DNA (App. A2). Hence, 

social media is perceived as an opportunity to create an understanding of the identity of a given luxury 

brand. Linking this statement to Keller’s (2013) brand equity framework, it is particularly the brand equity 

blocks of Imagery and Performance that conveys an understanding of the brand’s identity and meaning.  

 

Social media can strengthen Imagery, as it can invite prospects of a luxury brand into its universe and enter 

its world (App. A2). According to Chônier, particularly Instagram is a perfect opportunity to showcase the 

brand universe, through visual environmental pictures (Ibid.). The brand universe and its environment 

express associations of user profiles, brand values, DNA, history and heritage and is thereby strengthening 

the Imagery block of brand equity (Keller, 2013). Thus, the luxury industry perceives social media to be an 

extension of traditional communication channels but with an opportunity to create more engaging and visual 

content (App. A2). 

 

The platforms can also strengthen Performance associations. The product plays a key part in every luxury 

brand (Kapferer & Bastien, 2012) (App. A2) and is a fundamental part of a brands identity (Kapferer, 2012). 

Social media is an opportunity to convey functional and product related features (App. A2) due to its focus 

on images (Instagram Blog, 2015). Theses images can convey product details in a clear and exiting manner 

(App. A2). By this, it is argued that social media can also be used strategically to strengthen the Performance 

associations, conveying the product’s performance features such as its characteristics, colours, and styles. 

This analysis suggests that the luxury industry views social media as an opportunity of exposing clients to 

luxury brand’s brand meaning, ultimately creating a desired brand image.  

 

The viewpoint presented by Chônier (Ibid.) again correlates with the traditional brand management 

perspective, where brand equity is created through a dyadic relationship between brand and consumer. 

“Social media extends the possibilities in terms of broadcasting and showing your content” (App. A1, l. 159-

160), Chônier utters, which indicates a strong focus on one-way communication (Grunig & Hunt, 1984) and 

the brand’s role in creating the brand image. Interestingly, the interaction and dialog characteristics that are 

the premises of social media (App. B2) are not mentioned. This strengthens the indication of a dominating 

traditional brand management perspective, where social media simply extends the opportunities of brand 

exposure in line with traditional communication channels (Grunig, 2001).  
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Further, the luxury industry does not perceive social media as platforms for creating client relationships or 

enhance client loyalty (App. A2). “Your social media audience is not your clients, and it is really important 

to have this in mind […] social media is not serving the same purpose as CRM or client management in 

general” (App. A1, l. 140-142). Here, it is argued that current brand consumers are not part of luxury 

brands’ user group. It is only the group of ‘dreamers’ (Kapferer & Bastien, 2012) present on the platforms. 

This conviction is interesting and will be discussed later in Chapter of Discussion. Further, it indicates that 

social media is not platforms for engaging with your customers or attempting to build loyalty through 

dialogue. This perception is conflicting social media experts, who view social media as an opportunity to 

engage with clients.  

 

Main opportunity 2: Consumer engagement  
According to social media expert Brandt, social media is an opportunity for luxury brands to engage with 

consumers (App. B2). Engaging with consumers is a unique opportunity as consumers’ who engage with 

brands create strong feeling of relationship that potentially lead to brand loyalty and purchase preferences 

(Keller, 2013).  

 

In order for engagement to become an opportunity, Okonkwo (2010) argue that luxury brands should 

practice two-way communication in the form of dialogue. Thus, luxury brands should through their social 

media communication invite consumers to engage and interact with the brand. According to Brandt, 

consumers are willing to engage with brand-created social media communication if they find it of value 

(App. B2). For that reason, he deems it important that the communication is based on a value exchange 

between the brand and its consumers. This exchange should be based on consumers’ needs, interests, and 

expectations and be in accordance with the brand’s values. By establishing an exchange based on values 

consumers will naturally take interest in following and engaging with the brand on social media. On the 

other hand, if brands are unable to establish this exchange, social media becomes nothing but a 

communication channel where messages are being delivered in a one-way manner, which the consumers take 

no interest in (Ibid.). Thus, luxury brands miss out on the unique opportunity of engaging with consumers. It 

is therefore important that luxury brands put an effort into understanding their consumers in order to create 

valuable social media communication that can draw the consumers in (Ibid.).  

 

This indicates that social media holds unique opportunities for luxury brands to strengthen brand equity 

through engagement, which relates to the last and final layer of Keller’s (2013) CBBE model.  

 

Main opportunity 3: Consumer voice exploitation  
Utilization of consumers’ voices is an opportunity for luxury brands in building brand equity on social 

media. As Facebook and Instagram are relational and community based platforms, these platforms hold 
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central inter-relational features that allow users to communicate with each other about self-decided 

information.    

 

According to our research, a brand can benefit from identifying the interest of current consumers and exploit 

their voices (App. B2). These consumers have the potential of becoming brand ambassadors, who can help 

convey a brand’s messages and be a protector of the brand in a trustworthy manner (Ibid.). The 

trustworthiness is generated due to the perceived equal status of communication from senders, who are 

perceived as fellow consumers by the receivers. It is especially relevant for luxury and lifestyle brands to 

identify and engage brand ambassadors as these brands in particular have consumers who are known for 

being very loyal consumers and active users of social media (Ibid.). This opportunity of engaging brand 

ambassadors to create and convey trustworthy brand meanings supports a modern brand management 

perspective and a triadic approach to brand meaning construction. By engaging brand ambassadors, Brandt 

argues that brands can create trustworthiness and loyalty among consumers by enabling them to negotiate 

and contribute to the brand meaning (Ibid.).  

 

Due to the boundless nature of social media, an opportunity exists for luxury brands as social media has the 

potential to be a strong facilitator of consumer communication bringing trustworthy interaction and high 

message reach. Hence, social media is an opportunity for luxury brands to create credibility and strengthen 

the relationship with consumers. Relating this opportunity to Keller’s (2013) CBBE model, exploration of 

consumer voices and brand ambassadors can tap into final brand equity layer, Resonance. This layer ensures 

loyalty, engagement, and attachment (Ibid.). 

 

Main opportunity 4: Effective communication channel 
According to Dinesen (2008), the effectiveness of communication today is determined by the relevance of 

the communication and the richness of the media. Thus, an opportunity for luxury brands lies in 

communication channels where the media is rich and the communication is in agreement with the 

consumers’ emotional or factual individual state (Dinesen, 2008). 

 

The great self-selection related to exposure, which is a key characteristic of social media, is central to the 

unique opportunity that social media holds in terms of relevance. Because the premises of social media is 

that consumers individually can decide when they enter social media platforms and in part can determine 

what communication they want to be exposed to (App. B2), there is an increased likelihood of the content on 

social media to be perceived as relevant by consumers compared to more traditional communication 

channels with a lower degree of self-determination (Dinesen, 2008). Furthermore, Dinesen (2008) argues 

that communication is relevant when consumers perceive it as relevant. This supports Brandt, who argues 

that in order to develop relevant communication, brands must take point of departure in consumers’ needs 
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and interests (App. B2). Hence, an opportunity arises on social media in terms of effective communication if 

luxury brands understand their consumers’ needs and interests here. On the contrary, if brands do not 

manage to understand consumers’ needs and interests, and thus are irrelevant, their communication will be 

perceived as noise according to Brandt (App. B1). This is interesting, as the notion of noise thus has a 

different meaning in the eyes of a social media expert in relation to the luxury industry. Chônier argues that 

noise, thus non-brand controlled communication, can disturb the exposure and image in the mind of the 

consumers (App. A2). Thus, she believes that all external and non-brand controlled signals, including user-

generated content, classify as noise. Brandt, however, classifies brand-controlled communication as noise if 

consumers do not find it relevant (App. B2). 

 

These understandings of noise illustrate two different viewpoints. The luxury industry argues that noise can 

create ‘wrong’ brand meaning in relation to what they determine as the desired brand meaning (App. A2). 

Yet, our social media expert sees it from another perspective and argues that irrelevant messages are not 

included in the meaning negotiation, as it is noise to the consumer. However, if communication is perceived 

as relevant, the consumers will pay attention to luxury brands’ messages on social media and it will be 

included in the meaning negotiation (App. B2). This analysis illustrates that luxury brand management and 

social media management in nature represent two opposing schisms. 

 

A media’s richness is an equal facilitator of effective communication, hence an opportunity (Dinesen, 2008). 

Because Facebook and Instagram uniquely hold and facilitate the essence of rich media kinds, luxury brands 

have an opportunity related to the richness of social media. Since the more rich a communication channel is, 

the more consumers voluntarily choose to devote attention to the media, social media holds an opportunity 

for luxury brands. Our research (App. B2) specifies that if brands are able to incorporate social media on 

both the platforms’ and the brand’s terms, they can utilize social media to create and strengthen brand equity 

due to the effectiveness of the communication (Dinesen, 2008). 

 

Main opportunity 5: Visual channels  
The final main opportunity of using social media, particularly Instagram, as a branding tool for luxury brands 

is its strong visual voice. Instagram is a visual social media platform based on sharing images, whereas 

Facebook is a platform developed for textual interactions and maintenance of interpersonal relationships 

(Instagram Blog, 2015) (Allen, 2012). This characteristic of Instagram makes it a preferable platform for 

luxury brands as its possible to express their visual voice, which is essential for luxury brands (App. 

A2)(App. B2). It is further argued that Instagram enables luxury brands to express this visual voice and 

aesthetic direction to a greater extent than traditional medias, such as print media: “it is not just a static 

picture in a magazine, you can show videos, you can design and creative specific content […] It is a way to 
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invite your prospects to discovers your universe in a much more interesting way than if they were just 

flipping a magazine” (App. A1, l. 208-211). 

 

Chônier’s view is supported by the classic luxury theory. Kapferer & Bastien (2012) argue that the visual 

voice is exceptionally important for luxury brands and they are experimental brands: “Its [luxury’s] 

language is mostly non-verbal: it is primarily visual, then related to other senses” (Kapferer & Bastien, 

2012, p. 271). It is in the visual voice and the brands’ aesthetic representation that luxury brands create the 

emotional bond with its clients and prospective clients (Ibid.).  

 

Relating this theoretical discussion to Chônier’s luxury insights indicates that Instagram, with its strong 

visual voice, is a beneficial platform to strengthen luxury brands’ Imagery and Performance associations. 

These brand equity blocks are necessary in order to create an emotional bond, represented by the third layer 

of Judgments and Feelings in Keller’s CBBE model (Keller, 2013). This layer is again a step towards the 

highest level of brand equity, Resonance. A luxury brands’ visual voice and aesthetic expression is therefore 

the foundation of strong brand equity.  

 

Summing up the above analysis, it is evident that there exist both challenges and opportunities that effect 

luxury brands’ brand equity management on social media. These identified challenges and opportunities are 

important to take into consideration when developing a social media strategy. 

 

After having clarified these challenges and opportunities, we now move on to an analysis of luxury brand 

Chloé in order to thoroughly understand the dynamics and premises of being a luxury brand on social media. 

4.1.2 A luxury brand on Facebook & Instagram 
The following section analyses how a luxury brand currently manages brand equity on social media. This 

knowledge is generated in the interplay between selected empirical data from the case study of Chloé, 

Keller’s (2013) brand equity theory and Porter et al.’s (2011) theory of online engagement needs.  

 

First, we examine which consumer engagement needs Chloé’s brand-created content taps into and what 

content themes Chloé communicates around. Second, we analyse which steps of brand equity Chloé 

strengthens through brand-created content on Facebook and Instagram. These two analyses will be related to 

the opportunities and challenges identified in the above analyses, and will be compared to the luxury 

industry’s brand management perspective. Last, an analysis of global social media users reactions and 

interactions to the brand-created content will be included in order to add an indication of which type of 

content is perceived relevant in the mind of the global social media users.  
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The above will be compared with our data concerning our respondents’ engagement needs, luxury 

motivations and expectations, which will be analysed in Block 2 and 3. This enables us to identify any 

misalignments or alignment between the present application of social media and the respondents’ 

behavioural and expectancy patterns on the platforms and, thus, understand how luxury brands can apply 

social media to strengthen brand equity. We will now analyse the engagement needs that Chloé fulfils on 

their social media platforms. This will be analysed through Porter et al. (2011) theory concerning consumer 

engagement need on online communities. 

4.1.2.1 Identified fulfilled engagement needs  
The main consumer need that Chloé fulfils through its Facebook and Instagram content is consumers’ need 

for Information. This need is defined by Porter et al. (2011) as consumer need for information that enable 

them to make sufficient decisions. In 67% of the 18 Facebook posts and in 76% of the 53 Instagram posts 

Chloé’s content is classified as information (App. D3). Besides informational posts, Chloé’s Facebook and 

Instagram content also tap into other needs of engagement, particularly the need for Enjoyment on Facebook 

and a need for Relationship-building on Instagram (Ibid.) (See Figure 10 and 11). Interestingly, the need for 

Relationship-building is the second largest on Instagram, whereas on Facebook, it is not represented at all. 

This indicates that Chloé attempts to build relationships between the brand and its consumers on Instagram.  

 

These findings will later be compared to the motivational needs of the respondents to evaluate if the social 

media content of a global luxury brand is aligned with the needs of these Danish consumers. 

 

 

Having identified the main motivational needs that Chloé taps into, we move on to analyse the brand’s 

content themes. This is done in order to gain an in-depth understanding of the brand management schisms 

that Chloé leans towards and its understanding of the creation of brand meaning. Further, we will assess in 

‘Conclusion of analysis’ whether Chloé is tapping into themes that are valuable in our respondents’ decision-

making process. 

67%	  5%	  

28%	  

Figure 10 Facebook posts' 
engagement motivation division 

Information 

Belongingness 

Enjoyment 

Figure 10  

76%	  

2%	  
13%	  

9%	  

Figure 11 Instagram posts' 
engagement motivation 

Information 

Belongingness 

Relationshipbuil
ding 
Enjoyment 

Figure 11 



Page 79 of 153 

4.1.2.2 Identified content themes  
In order to analyse what type of content Chloé provides and if these content themes are valuable through our 

respondents’ decision-making process, it’s Facebook and Instagram content has been divided into six content 

categories. These categories are based on a meaning condensation of our consumer interviews (App. E1-14), 

a categorization of Chloé’s posts (App. D3), and relevant academic research (Wrang, 2014) (Phillips, 

McQuarrie, & Griffin, 2014). The six content categories are as follows: 

 

1. Styling & usage: Posts in this category communicate about brand products. Within this theme 

products are styled and visualized in authentic usage situations. 

2. Products: Posts within this category communicate about the theme of brand products. The products 

are placed in a non-authentic and commercialized setting. 

3. Brand values & DNA: Posts within this category communicate about brand values, heritage, DNA 

and identity. Visuals and text in this category are characterized by a direct and commercialized 

orientation with no focus on people behind the brand.  

4. Campaigns: Posts within this category contain strong commercialized visuals. They communicate 

about both brand and products in non-authentic beautiful and stylish settings.  

5. People & process: Posts within this category communicate about the people and processes behind 

the brand and the products in authentic settings. 

6. Brand ambassadors & community: Posts within this category communicate about people who, in 

different degrees, are part of or linked to the brand. This includes models, bloggers, and celebrities in 

brand related situations and are relating to real-life situations. The main focus in these posts is the 

persons, not the products. 

 

On Facebook, the most represented content theme is ‘Campaigns’. This content accounts for 33% of all 

Chloé’s Facebook content in the analysed time period. Content concerning ‘Products’ accounts for 28%. 

These two highest represented categories together represent 61%. Thus, 61% of Chloé’s Facebook content 

concerns commercialized content regarding its products and brand. The content in the categories of ‘Brand 

ambassadors & community’, ‘Styling & usage’ and ‘People & process’ each represent 11% of the total 

amount of Facebook posts. Thus, 33 % of Chloé’s Facebook posts communicate authentic, non-

commercialized content. Least represented is content regarding ‘Brand values & DNA’, representing just 6% 

(App. D3). This distribution is illustrated in Figure 12 below. 
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On Instagram, the most represented content theme is ‘Products’, contributing with 32%. The second most 

represented category relates to ‘Brand ambassadors & community’, constituting 26%. ‘Styling & usage’ and 

‘Campaigns’ each represent 17% (App. D3). See the content distribution in Figure 13 below.  

 

 
 

Compared to Facebook, Chloé focuses on ‘Brand ambassadors & community’ to a much higher degree on 

Instagram than on Facebook. This category is interesting as it has a clear focus on the people that are 

external to the brand, whereas the category of ‘People & process’ with an internal focus is low on Instagram 

(Ibid.). This focus on content communication around the Chloé community on Instagram supports Chônier’s 

statements about the use of #chloeGIRLS on Instagram. She states that the brand started to use this hashtag 

to solve an increasing amount of non-brand related content linked to the name of Chloé. To separate noise 
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from brand-related content, they developed the #chloéGIRLS hashtag (App. A2). According to Chônier, the 

hashtags further enables consumers to gather in an online community, tapping into the consumers’ need for 

Belongingness (Ibid.). She argues that the hashtags not only represents a brand name, but a lifestyle and a 

feeling. It can link the consumer to the brand DNA of Chloé, which are centred on a Parisian lifestyle, 

chicness, playfulness and youth (Ibid.). Thus, it can be argued that using the brand-created hashtag and 

providing community-related content on Instagram Chloé enables consumers to understand the DNA of the 

brand and understand the community that they can be part of through purchase. Thus, it is used for brand 

exposure. Further, using the hashtag enables consumers to construct their social identity by communicating 

what community they are part of (Belk, 2013). This focus on the brand community and construction of a 

self-identity through the use of hashtags will later be compared to our respondents.  

 

On Instagram, the distribution between authentic, non-commercialized content and commercialized content 

is almost equal. On Facebook, however, 78% of its content is commercialized, while only 22% is classified 

as authentic and real-life oriented (App. D3). This is an interesting finding, which will later be discussed in 

relation to the respondents’ perception of valuable content during their decision-making process. 

 

Chloé’s content themes are highly in line with Chônier’s insights to the luxury industry’s perception of social 

media opportunities. As identified in the previous analysis, the luxury industry perceives social media as an 

opportunity to broadcast and expose users to the brand’s products and brand meaning. This is supported in 

our findings that most content concerns ‘Campaigns’ and ‘Products’. Facebook is used as an extension of 

communication channels, as Chônier argues, where most content communicates around its ‘Campaigns’. 

These campaigns are also exposed through traditional media, such as magazines, and, thus, Facebook 

becomes an extension of broadcasting channels. This is further supported by the motivational analysis, 

indicating that Facebook does not tap into a need for Relationship-building but is mainly a need for 

Information. Instagram is used to communicate around the community, the brand ambassadors, and creates 

an understanding of Chloé’s user profiles (Ibid.). 

4.1.2.3 Identified building blocks of brand equity  
In the following section, we will analyse what elements of brand equity Chloé are strengthening on their 

social media platforms. This analysis draws upon Keller’s (2013) CBBE model, and his six brand equity 

building blocks (cf. Theoretical framework). 

 

Our case study data indicates that Chloé uses social media to strengthen, particularly, the two lowest levels 

of Keller’s (2013) CBBE model. As mentioned in the Theoretical framework, the first level is Salience and 

relates to creating deep and broad brand awareness. The second layer includes Performance and Imagery that 
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together constitute brand meaning. Here, brands build their functional and symbolic meaning in order to 

establish strong, unique, and favourable brand associations in the mind of the consumer (Keller, 2013). 

 

On Facebook, Chloé strengthen brand equity by strengthening brand awareness, the brand’s functional 

meaning, and creating rational responses to the brand in the mind of the consumer. The most represented 

brand equity block is Salience and Performance signifying 28% each (App. D3). These two blocks create 

awareness and knowledge regarding the functional, utilitarian benefits of the products (Keller, 2013). The 

second most represented blocks are Judgment and Imagery, which both represent 17% (App. D3). This is in 

line with the previous identified use of social media as means of exposure. In the previous analysis, we found 

that most content communicates around ‘Campaigns’ and ‘Products’. This is in line with the brand’s focus 

on Salience and product-related benefits on Facebook. Hence, it can be concluded that the analysis of 

Chloé’s brand equity management on social media confirms that Facebook is used for exposure and 

broadcasting content that can create awareness and an understanding for the brand and its products. The 

highest level of brand equity, Resonance, represents only 5%. This supports Chônier’s statement, that social 

media should not be used to build loyalty (App. A2). See the building blocks Chloé taps into on Facebook in 

Figure 14.  

 

 

 

 

 

 

 

 

 

 

 

 

 

On Instagram, our analysis indicates that Chloé builds brand equity by strengthening particularly the 

consumers’ associations to the social benefits of the brand in the block of Imagery. Imagery is embodied in 

34% of all posts and is the largest brand equity block. Further, the block of Performance represents 26%, 

Judgement 17%, and Salience 13% (See Figure 15). This indicates a clear difference in how Chloé builds 

brand equity on Facebook and Instagram. Where Facebook strengthens particularly brand awareness as well 

as functional and utilitarian associations, there is a larger focus on the social, experimental and emotional 

Figure 14 
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28% 

Imagery 
17% 

Judgement 
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Feelings 
5% 

Resonance 
5% 

Figure 14 Brand building blocks on Facebook 
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associations on Instagram. Thus, Chloé taps into utilitarian needs on Facebook, whereas Instagram is used to 

taps into hedonic needs. There is less focus on using Instagram to create brand awareness. Instead, Chloé 

uses the platform to communicate around user profiles, usage situations and brand values (Keller, 2013). 

This finding supports Chônier, who states that due to Instagram’s visual nature it is a great platform for 

showcasing environmental brand pictures, showing the product in settings that communicate the brand 

universe (App. A2).  

 

 
 

 

This analysis indicates that Chloé focuses on strengthening mainly Salience and Performance on Facebook 

and Imagery and Performance on Instagram. This finding is in line with luxury expert Chônier, who stated 

how luxury brands should not use social media for strengthening loyalty, but to expose users to its brand 

identity (App. A2). This also indicates that Chloé is managed from a traditional brand management 

approach, where brand meaning is created in a dyadic relationship between the brand and the consumer, 

where the brand, Chloé, expose consumers to its brand identity. They use social media to build brand 

awareness and its brand image in the mind of consumers through mainly content categories of ‘Campaigns’, 

‘Products’, and ‘Brand ambassadors & community’. This application of social media contrasts the modern 

brand management approach, where Brandt emphasize that brands should encourage dialogue and 

engagement instead of viewing social media as a tool for exposure (App. B2). 

4.1.2.4 User-generated communication 
As discussed in the Theoretical framework, social media influences brand equity through other users’ 

comments, likes, and shares. Hence, it is relevant to include an analysis of global social media users 

engagement motivations and interaction with brand-created content to get an indication about what type of 
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Resonance 
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Figure 15 Brand building blocks on Instagram 
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content is perceived relevant in the mind of global social media users. This contributes to a nuanced 

understanding of how a luxury brand manages brand equity on social media platforms today.  

 

First, it is relevant to highlight that Chloé’s Facebook profile allows a limited possibility for followers to 

communicate compared to what Facebook gives of possibilities for communication. Followers can comment 

on communication posted by Chloé, but the function that makes it possible for users to post on Chloé’s wall 

is removed. Thus, Chloé’s Facebook profile is restricted for open dialog between users and the brand, but the 

users do have the opportunity to comment on the brand-created content. This feedback and interaction is the 

comment-strings that now will be analysed.   

 

Analysing user-generated content on social media makes it relevant to establish an understanding of three 

different user types existing on social media. Brandtzæg & Heim (2008) argues that users of social media 

can be divided into three different user types dependent on how contributively they act on these platforms. 

90% of all users are so called ‘Lurkers’, who only listen and do not contribute to social networks (Ibid.). 

Hence, these users are not involved in this user-generated content analysis. The analysis draws instead on 

behaviour by the respective 10% of users in social media, who are active in less (9%) or stronger degree 

(1%)(Ibid.).  

 

This supports social media expert Brandt, who points out that value measured by comments, likes and shares 

solely can be misleading when determining successful communication: “You cannot estimate value solely on 

a like-level […] You can assess value and relevance by being present on the right media” (App. B1, l. 162-

163, 166-167). Brandt (App. B2) argues that creating value for consumers, which in his eyes is very 

important, is not always reflected in the response rates. This indicates that the response rate observed in the 

case study must be understood with a margin for caution and that value estimation of a post cannot be place 

on like-rates alone. 

 

Level of user-generated content 
Analysing the comments on Facebook and Instagram demonstrates that the type of comments is very similar 

leaning towards identical patterns regarding the themes and expressions. However, the two platforms differ 

regarding engagement in terms of the number of comments and like. The engagement by consumers on 

Facebook is in average on 6,70325 likes and 5426 comments (App. D4). On Instagram the average number of 

likes per post is 13,27027 and the average number of comments is 11428 (App. D5). This illustrates that the 

engagement by followers are more than double as high on Instagram compared to Facebook. Additionally, 
                                                        
25 Average likes pr. Facebook post = 120,653 likes in total /18 Facebook posts = 6,703 likes.  
26 Average comments pr. Facebook post = 974 comments in total /18 Facebook posts = 54 comments. 
27 Average likes pr. Instagram post = 703,301likes in total /53 Instagram posts = 13,270 likes. 
28 Average comments pr. Instagram post = 6027 comments in total /53 Instagram posts = 114 comments. 
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the corporate Facebook function “boosting”29 must be taken into consideration here, as the fluctuation in 

engagement on Chloé’s Facebook posts is on a level that indicates the use of this function on some of the 

posts. If Chloé has used this function, it adds further diversity, as the engagement without “boosting” would 

result in lower response rates on these Facebook posts (Post ID10, ID12 and ID14 in App. D4). The 

statistical uncertainty this function creates is mainly related to the quantity of the engagement and less 

influential on the qualitative aspects of the engagement. The high engagement on Instagram compared to 

Facebook indicates that members on Instagram are receiving more communication in accordance to their 

needs and motivations for engagement. 

 

Analysing the comment-numbers on Facebook shows that posts in the category of ‘Campaigns’ have an 

either non-existing response rate or an illogical natural high response rate compared to remaining posts 

analysed. This suggests that Chloé is boosting ‘Campaign’ content to increase exposure and supports 

Chônier’s view on social media as tools for broadcasting brand messages to increase awareness (App. A2). 

Further, the analysis shows that three out of the six posts in this content category, which have not been 

boosted, have no comments from followers (App. D3). This indicates that content in the category 

‘Campaigns’ is not in accordance with users’ interest, suggesting that this communication is less valuable on 

social media. 

 

A common type of user-generated content on both platforms concerns a distinct relational character. 

Interestingly, the comments generating relational communication between followers are followers ‘tagging’ 

friends in posts and followers asking questions (App. D4) (App. D5). The type of user-generated content 

related to questions indicates that followers on social media are interested in concrete product and brand 

information-related to product features. The product-related questions are most evident on Facebook, 

suggesting that product information is important on both platforms but especially sought for on Facebook.  

 

Global users’ engagement motivations 
The case study of Chloé reveals that consumer engagement especially concerns needs for Belongingness but 

also Information on both Facebook and Instagram.  

 

The natures of expressed utterances are very comparable on Facebook and Instagram. The word-choice 

differs in each comment, but the key messages uttered by users are within a limited number of themes. The 

comments reveal a great amount of love and affection for the brand and the products being communicated 

about. Keller (2013) argues that behaviour that expresses affection and love for the brand is related to a 

                                                        
29 Facebook allows corporate content to be ”boosted” for payment, which generates the post to appear on private Facebook profiles’ 
newsfeeds. The placement and number of displays depends on the amount paid and the chosen target group, which is for the 
corporation to decide. 
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personal attachment to the brand. Drawing in Porter’s et al. (2011) seven needs leading to motivations for 

engagement, this consumer behaviour is an expression of the need for Belongingness. Hence, the case study 

indicates that the need for Belongingness exists among global users on Chloé’s Facebook and Instagram. 

Furthermore, it indicates that the ‘Contributors’ (Brandtzæg & Heim, 2008) on these platforms are a group of 

people who are very attached and loyal to the brand.  

 

In addition to the identified need, the comments indicate that the dream factor (Kapferer & Bastien, 2012) is 

present on both platforms. 25% of posts with comments on Facebook and Instagram have comments where 

members express how they hope, wish, dream, and/or plan to own a Chloé item one day (App. D4, D5). This 

indicates that the platforms hold a great number of dreamers30. 

 

The comment-strings show that other followers are willing to spend time on answering the questions made 

by mutual followers. Hereby, followers are helpfully providing the information across the community and 

followers are in that way communicating parallel with the brand as much as the platform allows. Further, the 

questioning indicates that the platforms are used for information search. This implies that the need for 

Information exists among global users. 

 

The ‘tagging’ of other people in comments could suggest a want for helping people in one’s social set, as the 

‘tagging’ could be a sign of wanting to help bring relevant information to a personal relation. Thus, this 

behaviour suggests that the followers have a need for Helping others and Relationships-building (Porter, 

Donthu, MacElroy, & Wydra, 2011). Noticeably, the user-generated content does mainly not arise from 

global users’ communicating with each other on the platforms. Instead, it arises from singular 

manifestations. This indicates that Chloé’s social media platforms cannot be classified as communities 

according to Muñiz and O´Cuinn (2005), as the research shows no signs of the features that are needed to 

build and maintain a community. However, this would need further research. 
 

Building brand equity on Chloé’s social media platforms 
Chloé’s communication on social media is very transparent compared to traditional media communication. 

Consumers’ voices are visible and directly incorporated in the brand communication (cf. Theoretical 

framework). This increases consumers’ influence in brand equity creation. Bringing in Broderick et al.’s 

(2003) Brand Meanings Negotiation theory, it is clear that brand equity management includes taking 

consumer interaction into account. This kind of interaction is the nature of post comments on Chloé’s social 

media platforms. Analysing the tone of the consumer communication, it is apparent that the majority of 

Chloé’s followers express positive attitudes. In addition, luxury and lifestyle brands like Chloé has some of 

the most loyal and affectionate consumers (App. B2). Brand loyalty on social media can, due to the 
                                                        
30 “Dreamers” covers the group of followers who are aspiring to the brand and are interested in the products but are not yet clients. 
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transparency, be very explicit and effective because loyal consumers are willing to defend the brand and has 

the possibility to do that on social media in an extensive effective manner (App. B2). This indicates that 

luxury brands’ social media communication potentially can contribute to increase positive brand equity.     

 

On Facebook and Instagram, Chloé frequently makes use of #chloeGIRLS. Chloé states that this hashtag 

captures “The circle of Chloé Girls […] extraordinary female talents with a cool and chic attitude” (Chloé, 

2015c). In 11 out of 18 posts on Chloé’s Facebook page include #chloeGIRLS and 24 out of 53 posts on 

their Instagram profile includes this hashtag (App. D4, D5). Admires and consumers of the brand can follow 

Chloé’s circle of girls online and they can use #chloeGIRLS themselves. Thus, the hashtag is a way to 

connect consumers to the brand. Because of the link, the hashtag taps into followers need for Belongingness 

(Porter, Donthu, MacElroy, & Wydra, 2011). When searching on Instagram, the hashtag appears 23,260 

times tied up to communication from Chloé, its consumers, retailers and other vendors and people who 

‘repost’ Chloé’s communication (Instagram, 2015). This indicates that the hashtag is used by widely by 

people outside the brand. Hence, it indicates that the need for Belongingness exists and is triggered by the 

hashtag.  

 

Summing up, the analysis of the user-generated content on Chloé’s social media platforms indicates that the 

active global users are motivated by content outside of the content category ‘Campaigns’. In average, the 

engagement rate and response rate is highest on Instagram, which indicates that this platform currently holds 

the biggest amount of perceived relevant content by users. The user-generated content shows indications that 

a wide number of engagements needs exist among the users. Especially Belongingness to the brand and 

restricted Relationship-building motivations can be identified. The user-generated content is characterized by 

a very positive attitude and loyalty towards the brand, which indicates that the channels’ transparency 

potentially can contribute to increase positive brand equity. 

4.1.3 Block 1 sub conclusion  
The first section concluded that social media embodies both challenges and opportunities for luxury brands 

in relation to strengthening brand equity. However, these challenges and opportunities are not similar 

according to the experts, due to underlying differences in their brand management perspectives. It was found 

that the luxury industry represents a dyadic approach to brand management, perceiving social media as an 

opportunity for exposure, creating a desired brand meaning in the mind of consumers. The challenge is the 

risk of unfavourable associations through competition and user-generated content that can disturb the brand 

meaning that the luxury brands wish to create. Oppositely, the social media expert represents a modern, 

triadic understanding of brand management. It was argued that the platforms enable a new authentic and 

trustworthy meaning negotiation between the brand and consumers. Further, social media is a rich media that 
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allows for interaction and can thereby create loyalty and engagement (Dinesen, 2008). Yet, this can only be 

achieved by creating value for the consumers on social media, tapping into their needs, interests and 

expectations. 

 

The second section found that Chloé is currently satisfying a need for information on both Instagram and 

Facebook. Further, the brand also attempts to build relationships between the brand and its consumers on 

Instagram. The analysis of content categories indicated that Chloé communicates mainly around the 

categories of ‘Products’ on both platforms. Further, Facebook also has a high level of content related to 

‘Campaigns’, where Instagram has a high level of ‘Brand ambassador & community’ content (App. D3). It 

can be concluded that Instagram has an almost equal level of real-life and authentic brand content, where 

Facebook is dominated by commercialized content. The analysis of brand equity creation showed that Chloé 

focuses on strengthening particularly Salience and Performance associations on Facebook, where Instagram 

particularly taps into Performance and Imagery blocks of Keller’s (2013) CBBE model (App. D3). All in all, 

this analysis supports the findings from the previous section, showing that Chloé uses social media to expose 

products and campaign related content and on Instagram, show the brand universe and user profiles in a 

visual and engaging manner. However, brand engagement, dialog and loyalty are not tapped into. This 

corresponds to the traditional dyadic brand management perspective. 

 

Looking into consumer engagement, it is evident that luxury brands can attract brand engagement through 

social media. Indicated by global user-generated content needs of Belongingness, Helping others and 

Information exits. The comments are mainly very positive and loyal (App. D4, D5), which indicates that 

brand meaning negotiation can be affected positively in these channels and that the transparency of the 

communication is a potential way to build brand equity. Our research also indicates that Chloé has boosted 

‘Campaign’ content to increase exposure. This again supports the dyadic brand management perspective, 

using social media for broadcasting of content. 

 

This analysis encourages further research on Danish consumers’ decision-making patterns and expectations 

on Instagram and Facebook in order to evaluate how it aligns with the current social media applications of a 

luxury brand. 
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Block 2 

4.2 Danish luxury consumers’ decision making process  
Block 2 is an analysis of the Danish consumers’ use of Facebook and Instagram in their decision making 

process. In line with our philosophy of science (cf. Chapter of Methodology), first step in understanding 

consumer behaviour is to understand their actual behaviour and actions. Thus, we identify how Danish 

consumers’ use Facebook and Instagram to move through the decision-making process. We also include an 

analysis of the motivations triggering their need for luxury items and, thus, kick-starts the decision-making 

process. Based on this identification, we are able to identify where luxury brands can increase their perceived 

value in each relevant phase of the decision-making process. The analysis will first identify relevant 

respondents, providing the foundation of the subsequent analyses. 

 

Block 2 takes point of departure in our consumer research data, answering sub-question 2. 

 

4.2.1 Selecting consumer respondents  
Social media expert Brandt is supported by Baird & Parasnis (2011) in the matter of taking a consumer 

approach on social media management. They argue that it is crucial to know what is valued by the brand’s 

target group on social media. Knowing this, luxury brands should begin with understanding their target 

groups’ reasons for engaging with them on social media and align their content strategy with what is valued 

by their target group. However, to analyse this, luxury brands must first determine a relevant target group. 

Thus, before starting the analysis of the conducted consumer research, a respondent analysis will argue for 

the choice of respondents, which the consumer research is based upon (Baird & Parasnis, 2011). 

4.2.1.1 Understanding relevant consumer groups on social media 
The following section is an analysis of the data from Index Danmark. In interaction with other relevant 

reflections, the data analysis argues for the choice of respondent group in this thesis’ consumer research. The 

following analysis is made in order to understand the Danish luxury consumers in relation to their social 

media usage and hereby secure data sources that can contribute to defining a relevant respondent group. As 

we search for rich, qualitative data, our respondents should be frequent users of both Facebook and 

Instagram. Thus, we start by analysing heavy users31 of Facebook and Instagram. As we wish to illuminate 

                                                        
31 “Heavy users” of social media covers in this research consumers with the highest user frequency of social media. In this thesis this 
constitutes a user frequency of ”almost daily or daily ”and ”several times a day”.  
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how Facebook and Instagram complement each other in a social media strategy and what are the perceived 

limitations and benefits of both platforms, we seek respondents that are heavy users of both Instagram and 

Facebook, as these have the necessary understanding and experience with both platforms. 

 
 

 

Figure 16 shows that of all Danish heavy users on Facebook, men constitute 37% and females constitute 

63%. This indicates that females are the greatest heavy users of Facebook. Figure 17 and 18 illustrate the 

division of all Danish men and all Danish females who are respectively heavy users and light users of 

Facebook. These diagrams illustrate that among men 48,4% are heavy users of Facebook. Females surpass 

this, as 59% of all Danish females are heavy users of Facebook. Hence, Figure 16, 17 and 18 clarify that 

Danish female consumers are the strongest represented heavy users on Facebook and that there are more 

heavy users among all Danish females than among all Danish men. 

 
 

Figure 19 shows that of all Danish heavy users on Instagram, females constitute 75%, while male consumers 

constitute only 25%. This indicates, that females are the greatest heavy users of Instagram. Figures 20 and 21 

(Calculations based on Gallup 2015 data. See App. C1 and App. C2 for calculations, numbers and tables)    

(Calculations based on Gallup 2015 data. See App. C1 and App. C2 for calculations, numbers and tables)    
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illustrate the percentage of respectively all Danish men and all Danish females who are heavy users of 

Instagram. Figure 20 illustrates that among all Danish men 8% are heavy users of Instagram. Females 

surpass this, as 17% are heavy users here (Figure 21). Hence, Figure 19, 20, and 21 reveal that female 

consumers are also strongest represented among heavy users on Instagram, and comparing all Danish men 

and females, there are more heavy users among females than among men. 

 

Based on above, female consumers will be the relevant to use for qualitative interviews, as female consumers 

represent most heavy users on both platforms. Further analysis will illuminate age-related aspects of Danish 

females in order to narrow down the relevant group of female consumers. 

 

Relevant age group of the respondents 
The following section analyse relevant age groups within the Danish female heavy users of Facebook and 

Instagram. This will be made drawing in a number of variables. First, the variables are strictly concerning 

age distribution and user-frequency of respectively Facebook and Instagram in order to create an overview of 

the Danish female consumers without considering luxury as a dimension. Thereafter, variables concerning 

behavioural aspects of being a luxury consumer and attitudes towards luxury qualities will be added in the 

analysis to increase the significance of the determined respondents. This combination of variables 

contributes to the choice of a relevant respondent group. 

 

Figure 22, Figure 23, and Figure 24 illustrate the Danish female heavy users of Instagram and Facebook 

separately (Figure 22 and 23) and aggregated (Figure 24).  
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The age distribution of female heavy users of Facebook (Figure 22) has a rather broad and equal distribution 

in the age groups between 15-44 years old. Each age group consist of more than 60% heavy users and a 

collected average age32 on 37,6 years old (App. C2 for calculation and App. C1 for full data overview of this 

calculation and all following calculations). 

 

Figure 23 shows the age distribution of female heavy users of Instagram. The spread of heavy users is 

centred around the youngest quarter of the age groups, which an average age on 24,1 years old supports 
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(App. C2). Opposite Figure 22, Figure 23 indicates a rather fast out phasing of usage as the consumer age 

increases.  

 

Looking at the above figures, it is evident that the youngest age groups are highly represented, which 

indicates that this age group would be of interest. However, other socio-demographic variables deem this 

group irrelevant, which will be elaborated later. 
 

As previously mentioned, it is relevant find respondents who are experienced users of both platforms in 

order to be able to compare the platforms. Hence, it is relevant to illuminate users on the two platforms 

jointly in order to understand relevant respondents. The combined diagram in Figure 24 shows the 

aggregated heavy users of Facebook and Instagram. By accumulating the usage of the two platforms, female 

age groups with relevant usage on Facebook and Instagram is illuminated. The average age group of heavy 

users on Facebook and Instagram combined is the age group 30-34 years old (average age = 30,8)(App. C2). 

Looking at this isolated, it argues for having female respondents in the qualitative interview in the age 

between 30 and 34 of age, as this group of consumers will be present on Instagram and Facebook to the 

biggest extent. According to the general research front of brand management across brand management 

philosophies, including among others Kotler (2009), Keller (2013), Kapferer (2008), and Dinesen (2008), 

consumers’ presence in the communication channel is key to successful communication. Hence, this is the 

foundation and first success criteria for a relevant target group. Later, this criterion will be combined with 

other aspects securing respondents of interest.  

 

Relevant interests of the respondents 
In order to make the selected respondents as relevant as possible to the luxury industry specifically, two 

further relationships are analysed. This is done in order to understand the subgroups’ interest in quality of 

products and their interest in luxury. The variables “I often buy luxury products” and “I will pay extra for 

quality products”33 enables us to understand the relationship between consumers’ use of Facebook and 

Instagram (separately), gender, age as well as quality and luxury preferences. By a determination of these 

relationships, an understanding of relevant aspects of a consumer group to interview can be made.  

 

Figure 25, 26, 27, 28, 29, and 30 show the relationship between female consumers who are heavy users on 

Facebook and Instagram and their behaviour regarding purchase of luxury and quality products.  

 

                                                        
33 Translation of the Danish ”Jeg vil gerne betale ekstra for kvalitetsprodukter” 
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Figure 25 Female heavy users of Facebook who "completly agree" and "agree" 
on the fact that they often buy luxury, divided by age 
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Figure 26 Female heavy users of Instagram who "completly agree" and "agree" 
on the fact that they often buy luxury, divided by age 
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Figure 27 Females who "agree" and "completly agree" that they often buy 
luxury products' use of Facebook and Instagram acccumulated, dividided by 

age 
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Figure 25, Figure 26, and Figure 27 show the relationship between females’ user-frequency of social media, 

age and purchase of luxury. Figure 25 and Figure 26 show the share of heavy users in each age group on 

Facebook and Instagram respectively. In the accumulated diagram (Figure 27), Danish females who often 

buy luxury and are heavy users of Facebook and Instagram are illustrated jointly. From the accumulated 

consumer insight, the average heavy user is calculated to be 31,7 years old and hereby belongs to the age 

group 30 and 34 years old (App. C2). This supports the arguments that consumers in the age group 30-34 are 

relevant to interview. This will be included in the discussion of a relevant respondents group.  

 

 
Figure 28 
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Figure 28 Female heavy users of Instagra who "agree" and "completly agree" 
that they would pay extra for quality products, devidided by age 
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Additionally, Figure 27, Figure 28, and Figure 29, concerning heavy users’ attitude towards purchase of 

quality products, support that relevant respondents in our consumer research are females in the age of 30-34 

years old. This argument is based on the average female heavy user on both platforms having an interest 

strong interest in quality products. The average age here is 30,8 years old and hereby belongs to the age 

group 30 – 34 years olds (App. C2).  

 

By analysing the average female age group, which is occurring in the diagrams revealing different 

relationships between exposure, luxury related attitudes, and social media usage, we argue that women in the 

age of 30-34 years old is a relevant group to interview (Ibid.). We reason that average calculations as a 

deciding parameter is relevant, as it gives an overview of a possible respondents who, with a high degree of 

probability, will be able to contribute to the research. This is also supported by the fact that this age group is 

highly represented among all the age groups active on social media (App. C1). This age group is a 

dominating one among social media users, making them an interesting respondent unit. However, as it 

reflects an interpretation it would benefit from a number of supportive decisive parameters. 

 

Having the thesis research field in mind, a luxury perspective to the analysis is relevant to draw on. Luxury 

brand management theory argues that luxury brands should not only communicate to luxury consumers but 

also to potential customers in order to create a want related to the dream of owning a luxury brand product 

(Kapferer & Bastien, 2012). Hence, it is relevant to consider potential female consumers too. As the analysis 

indicates that the age group of 30-34 years old holds the highest number of existing luxury consumers on 

social media in average (App. C2), the age group below (25-29 years old) would also be relevant to include 

in the respondents group.  

 

The respondent unit is further established by reflecting upon variables including spending power, life 

situation and civil status, which all affect luxury purchase behaviour. The amount of money needed to by an 

average luxury bag indicates that high disposable income is a relevant factor to look into. In the age group 

30-34 years old the disposable income increases significant compared to younger age groups (Danmarks 

Statistik, 2014a). This supports a choice of respondents having the age 30-34. This age group together with 

the 25-29 years old is furthermore characterized by including females whose life situation is characterized by 

completed education and entering the labour market (Danmarks Statistik, 2015) and a civil status with no 

children (Danmarks Statistik, 2014b). These characteristics increases the likelihood of perceived relevance of 

purchasing a luxury bag in these age groups, as the groups’ income increases, the disposal income is high 

and factors such as change in personal wardrobe could be results of this life status. 
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Drawing on all the above parameters, the consumer research of this thesis will aim at understanding Danish 

female luxury consumers in the age of 25 to 34 who are heavy users of both Facebook and Instagram, as this 

group characteristics and behaviour is interesting in light of the research purpose. This respondent unit will 

contribute to create understanding of this thesis’ research field. 

 

In additional to the mentioned aspects, it is relevant to consider socio-demographic aspects relevant when 

taking the field of research into consideration. As previously mentioned, the age groups below 20 years old 

are highly represented both in regarding to heavy use of social media as well as a preference for luxury and 

quality products. This implies that the younger age group is relevant as well. However, this group of 

consumers does not earn their own money. They have not entered the labour market and are potentially not 

the ones paying for their purchases. Hence, they are not going through the same degree of consideration 

when deciding on a luxury brand. Thus, this group is irrelevant, as we seek to understand consumers in a 

decision-making process who goes through the phases with considerations regarding spending own money. 

 

After having identified a relevant respondents group for our thesis, we will now move on to analyse the 

Danish respondents’ use of Facebook and Instagram in their decision-making process to enable an 

understanding of how luxury brands can create value on social media.   

4.2.2 Patterns of the decision-making process 
The decision-making process that consumers go through when making a luxury purchase is, according to 

Solomon (2013), a long process due to the risks connected with a luxury purchase. This is supported by our 

consumer research that indicates that the decision-making process includes several activities and 

considerations (App. E15). Further, it is relevant to include an understanding of the motivations that drive 

the need of a luxury purchase and triggers the decision-making process. Hence, this analysis draws in Ryan 

and Deci’s (2010) understanding of intrinsic and extrinsic motivations. Consumers’ social media behaviour 

within the individual stages of the decision-making process will now be analysed in order to determine 

behavioural patterns among the respondents. This creates an understanding of significant behavioural 

patterns in the process that encourage further analysis. 

4.2.2.1 Problem recognition 
In the following, patterns of the problem recognition phase will be identified and analysed. The first part 

studies the motivations that trigger a need for a luxury handbag. The second part analysis how social media 

relates to the decision-making process.   
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Intrinsically motivated hedonic needs 
Respondents’ problem recognition is based both on utilitarian and hedonic needs (Solomon M. , 2013). Yet, 

our research shows that the respondents’ problem recognition mainly is based on hedonic needs that are 

driven by intrinsic motivations (Ryan & Deci, 2000). As stated in the Theoretical framework, hedonic needs 

refer to subjective, experimental feelings such as confidence or joy (Solomon, 2013, p. 145). Intrinsic 

motivations refer to the doing of activities due to its natural satisfaction and not the following consequences. 

Here, behaviour is executed because of the interest or fun it entails (Ryan & Deci, 2000). 

 

We argue that the respondents’ problem recognition mainly is based on intrinsically motivated hedonic 

needs, as they emphasizes that a key motivator for desiring luxury products is the personal joy it brings 

(App. E15). One respondent utters that she “must fall in love with the product” (App. E9, l. 33). However, 

we are aware that social desirability bias may be present, as social stratification and social status is a 

personally sensitive subject to talk about, which might be the reason why we detect minimal signs of 

extrinsically motivated hedonic needs in our research. On the contrary, the respondents’ recurring negligence 

on pretentious consumption supports that the motivation for luxury brands is mainly driven by intrinsically 

motivated hedonic needs (App. E15). The reliability of this pattern is strengthened by the fact that the theme 

was a naturally occurring pattern among the respondents, and not implied by the interviewer during the 

interviews.  

 

On-going incidents of problem recognitions 
Further, our research shows that respondents experience multiple and on-going incidents of problem 

recognitions throughout the day as a result of constantly being exposed to luxury brands and products in the 

physical world and digital world (Ibid.). This finding is supported by Ashman, Solomon & Wolny (2015), 

who state that Web 2.0 creates an on-going process of problem recognition. In the physical world, seeing 

luxury products on friends or other people, displayed in retail stores or in magazines can trigger problem 

recognition in the mind of the respondents (App. E15). In the digital world, seeing luxury products in use on 

blogs, Facebook and Instagram can trigger problem recognition (Ibid.). 

 

On Facebook and Instagram, problem recognition occurs when the respondents are browsing randomly 

through their news feed. In the news feed, the content that triggers a need in the mind of the respondents are 

posts that are inspirational, stylish and manage to show luxury products in usage situations. On Facebook, 

other users’ likes or shares and sponsored ads or banners appearing in the news feed trigger an interest that 

may lead to problem recognition as well (Ibid.). Yet, there is a clear tendency that needs are created to a 

greater extends on Instagram than on Facebook (Ibid.). All of the respondents’ express that posts on 

Instagram has led to problem recognition, while this only applies to five out of seven respondents on 

Facebook (Ibid.). 
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The constant exposure of luxury brands in the physical world and digital world create brand awareness 

(Keller, 2013). Interestingly, the respondents emphasize that continuous exposure of products not only create 

awareness, but also increase the likelihood of triggering a need (App. E15). 

 

“To start with, I did not think it was a pretty bag, but the more I was being exposed to the bag by 

seeing it on social media and on my friends, the more I got used to it and when I saw it in a special 

colour, then I thought: I need this bag” (App. E9, l. 61-64). 

 

This implies that exposure can lead to opportunity recognition, defined by consumers’ increasing ideal self 

and thereby the gap between her actual and ideal self (Solomon, 2013). The need is not triggered by a 

decrease in the respondent’s actual state, but in increase in her desired state (App. E9). 

 

Thus, our data suggests that Facebook and Instagram is part of the respondents’ problem recognition phase, 

especially Instagram. On social media, the respondents’ problem recognition for luxury products is evoked 

when browsing through the platforms news feed where they are being exposed to content from user-

generated and brand-created content. Yet, problem recognition is not evidently evoked by luxury brands. The 

data shows that only two out of seven respondents follow luxury brands on Facebook (App. E15). This 

implies that luxury brands are not able to create valuable content on Facebook. The ratio is slightly higher on 

Instagram with four respondents following luxury brands (Ibid.). Combined, this implies that it is user-

generated content that generates problem recognition rather than brand-created content, as only few 

respondents have chosen to receive brand-created content in their news feed. 

4.2.2.2 Information research 
According to Brandt (App. B1) and Bruhn et al. (2012), consumers are increasingly using social media as an 

information source. In the following, the consumer interview data will illuminate how Facebook and 

Instagram are used in the information search phase of the decision-making process among our respondents.  

 

Use of non-brand-created content 
It is the minority of the respondents who deliberately enter luxury brands’ Facebook and Instagram profiles 

in the research (App. E15). There is a strong tendency among respondents that they do not actively search for 

information on brands’ social media profiles, but other social media sources such as bloggers on Instagram, 

fashion magazines, or luxury boutiques on Facebook (Ibid.). However, data indicates that they are willing to 

enter and use brand platforms in the research if relevant information awakes their attention. Six out of seven 

respondents declare that being exposed to relevant brand content would encourage them to enter the brand 

profile (Ibid.). 
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Respondents do actively use user-generated content on Facebook and Instagram in the information search 

process. This use will now be analysed. 

 

Facebook and Instagram as information source 
Our research shows that all respondents use Instagram or Facebook to search for information after problem 

recognition of a luxury item (App. E15). This indicates that it is relevant to communicate in accordance to 

consumers’ motivations and needs present in the research phase on social media, as there exists a tendency 

among our respondents to be actively using social media to conduct information search. 

 

A steady tendency among respondents is the importance of easy accessible information. Five out of seven 

respondents directly express importance of minimal effort when conducting information search about a 

luxury item (Ibid.). All respondents express that the degree of effort affects their consumption behaviour. If 

platforms require a high degree of effort, it limits respondents’ information search and reduces the 

information included in the evaluation stage. The ease of the information research is mainly related to the 

process of arriving at the source to information. This indicates that information search is happening in touch 

points where consumers are naturally present or have easy access to in their everyday life. As the preferred 

low degree of effort was not a direction forced upon during the interview, it emphasizes the importance of 

this factor among the respondents. 

 

All respondents use Instagram for research of a luxury brand or product, and six out of the seven respondents 

use hashtags as part of their research technique on Instagram (Ibid.). The most important function of 

Instagram in this phase is to find brand-related inspirational information (Ibid). 

 

The use of Facebook among respondents is not as prevalent as the homogenous use of Instagram illustrated 

above. Only three out of seven respondents use Facebook for research of a luxury item today (Ibid.). 

Respondents not using Facebook argue that it is due to continuous experienced irrelevant brand content. 

Interestingly, the same respondents state that Facebook would be an appreciated platform to gain information 

on, if the information given by brands is relevant (Ibid.). 

 

The three respondents that do use Facebook for active information search seek products features, novelties, 

materials, and assortment (Ibid.). Furthermore, there are indications that Facebook is used in the research 

phase after the interest is awoken elsewhere (Ibid.). This will now be illuminated. 

 
Circular social media sub process  
The consumer research illuminates a pattern concerning the order in which respondents use different online 

touch points in their information research. According to our respondents, Facebook and Instagram are part of 
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a process within the search phase. First, the respondents research on Instagram. Here, the search is on a non-

brand specific level resulting in a brand specific narrowing. Second, respondents enter Facebook searching 

on brand specific information in order to narrow down product specific understanding. Hereafter, 

respondents enter websites for product specific information. Last, the respondents do product specific 

research in a context, which is preferred done on Instagram (App. E15) (visualized in Figure 30). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The two first sub-stages are exemplified by one consumer who state:  

 

“I see Instagram as a bigger inspirational source than Facebook, because Instagram is driven by 

pictures. On Facebook, I expect more information about where to buy the products, price, and 

materials. Maybe you can see it as; Instagram is where my first and primary interest is awoken, and 

then I search on Facebook afterwards for more information (App.E3, l. 50-52)  

 

This indicates that respondents within the information search phase use Facebook and Instagram for different 

information regarding brands and products.  

 

All respondents are on both Facebook and Instagram several times a day. A brand’s webpage is something 

the consumers visit much more rarely in our research. There can be up to a month between respondents 

visiting brands’ own webpages and never more often than once a week (App. E15). Hence, the respondents 

are very present in the social media channels compared to other online brand platforms. This increases the 

respondents’ potential for exposure on social media compared to brand websites. This indicates the 

importance of being on Facebook and Instagram as the respondents are here. According to social media 

Figure 30 Four sub-stages in the Information stage 
in the decision-making process (Author design) 
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expert Brandt (App. B2), where the consumers are - you should be. This indicates that luxury brands should 

not manage all online communication exactly alike, as social media channels are distinctive from other 

online communication channels. 

 

After this clarification of respondents’ use of Facebook and Instagram in the information search phase, we 

now turn to the evaluation phase. 

4.2.2.3 Evaluation 
Ashman, Solomon & Wolny (2015) argue that evaluation of alternatives depends on consumers’ 

motivations. As a luxury purchase is not categorized as a habitual purchase, extended evaluation of luxury 

brands is assumed to occur. Here, the consumer’s individual evaluative criteria are the basis of purchase 

decision (Solomon, 2013). 

 

Five out seven respondents have not entered the brand retail store before evaluation has been conducted. 

Furthermore, all seven respondents make online information search up to the final purchase decision. Thus, it 

is relevant to understand the determinant attributes34 (Ibid.) of the respondents’ evaluation criteria, as the 

evaluated information solely or greatly stems from online brand touch points (App. E15). 

 

Evaluation criteria 
Our consumer data shows that respondents’ determinant attributes are quality, design, identification, and 

familiarity when choosing a luxury handbag (Ibid.).  

 

All respondents mention product quality as a decisive evaluation criterion when purchasing a luxury handbag 

(Ibid.). Further, design is a determinant attribute among respondents. Classic, long-lasting design as well as 

the versatility of the design (Ibid.) is also decisive criterion. Hence, this indicates that respondents would 

find content informing about quality and design to be relevant and convincing in the research. 

 

Further, degree of self-identification is key in the evaluation. Respondents express that a critical element in 

evaluation is an understanding of how the brand and product fits the respondents’ personality and lifestyle. 

All respondents utters that a product placed in “upgraded” everyday life situations where its clearly visible in 

relation to a person is beneficial in the evaluation of identity compliance (Ibid.) and hereby being a 

determinant attribute in the evaluation. 

 

Last, the degree of product familiarity influences the evaluation positively. All seven respondents have a 

great focus on seeing the product in use and in beautiful and inspirational contexts, preferably on known 

                                                        
34 Determinant attributes are ”the features we actually use to differentiate among our choices” (Solomon, 2013, p. 342) 
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people they aspire to in order to decide on the brand and products identity harmony (App. E15). Combined 

with the respondents’ lack of perceived relevance of the brand retail store in the information search phase, 

this implies the importance of continuous online exposure of the product in evaluation phase of the 

respondents. This indicates that the respondents’ evaluation of a luxury handbag purchase is based on 

continuous exposure of the product in a context of real people who they aspire to. The continuous exposure 

of the product owned by the “right real people” online is perceived to be without devaluation influence of the 

luxury brand or product (Ibid.). This contrasts the perceived importance of rarity in the physical world.  

 

The respondents devaluate products and brands that are overexposed in the physical world. Here, their 

perceived degree of exposure is much lower than online before it affects evaluation negatively. The 

respondents try to avoid to have the same products as friends, but the like the idea of having the same 

product as people they follow on social media (‘virtual friends’) (Ibid.). This indicates that high exposure of 

the product online can have a positive influence of respondents’ evaluation phase. Concurrently, a more 

limited amount of exposure in respondents’ everyday life is necessary in order to keep the dream factor 

(Kapferer & Bastien, 2012) alive. 

 

The effect of negative user-generated communication 
Five out of seven respondents declare that negative comments made by other consumers as a response to 

brand content affect the evaluation process and purchase intention (App. E15). However, several respondents 

explain that negative comments’ affect on the evaluation is determined by surrounding factors. They explain 

that the effect is great if they are confronted with the statements in the intense final consideration stage and if 

the number of negative comments is large. A brand’s response to negative comments also affects the 

respondents’ evaluation. The general number of comments and likes do not affect the evaluation of neither 

brand nor product (Ibid.). This indicates that comments made by other consumers do not affect the 

respondents if the comments are neutral or positive. Yet, negative comments can potentially affect the 

respondents’ evaluation of the brand and product. 

 

This finding indicates that our respondents are influenced by negative user-generated content on luxury 

brand’s social media platforms. This finding supports a triadic brand view (Heding, Knudtzen, & Bjerre, 

2009). Interestingly, particularly negative interactions and meanings affect the meaning negotiation, and not 

the neutral or positive user-generated content. This suggestion will be further discussed in the Discussion. 

 

In line with the thesis’ delimitation, we will now go directly to the post-purchase phase.  
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4.2.2.4 Post-purchase 
According to current decision-making theory, consumers’ behaviour in the post-purchase stage includes re-

evaluation of the product and forming expectations of future satisfaction (Ashman, Solomon, & Wolny, 

2015). These activities are influenced by the individual consumer’s experience with the product as well as 

other consumers’ opinion of the purchase (Ibid.) (Solomon, 2013). Interestingly, our findings indicate that 

other consumers do not influence our respondents in this phase. 

 

Use of social media for individual re-evaluation and confirmation purposes 
The respondents show a tendency to use luxury brands’ social media platforms after a luxury purchase. Five 

respondents have visited a brand’s Instagram and/or Facebook after purchase (App. E15). However, the 

objective of the behaviour is not to communicate about the conducted purchase but to search for usage 

inspiration and brand news (Ibid.). This implies a tendency among the respondents to seek brand-created 

content for re-evaluation purposes. 

 

On Facebook, the respondents’ seek further information regarding the brands’ novelties (Ibid.), while only 

one respondents points out that she seeks information that can assure her that the bag will satisfy her 

motivations for purchase (App. E9, l. 89-101). This is interesting as this act of product confirmation is more 

evident on Instagram than on Facebook in post-purchase phase.  

 

On Instagram, all of the respondents that visit purchased brands’ Instagram profiles seek information of how 

to style and combine the purchased product. Thus, our research implies that the respondents re-evaluate the 

performance of the product and form their opinion of the degree of satisfactory based on how well the 

handbag can be styled, utilized, and worn in several usage situations. Here, respondents must be able to 

identity with the situations. This re-evaluation is based solely on the respondents’ individual opinion (App. 

E15). Thus, this information contributes to their degree of brand satisfactory. Further, three out of the four 

seek inspiration regarding news to keep updated on Instagram (Ibid.). 

 

The analysis indicates that the respondents use social media in the post-purchase phase to re-evaluate their 

purchase. This in is line with current theory (Ashman, Solomon, & Wolny, 2015). Respondents base this re-

evaluation on the product’s functional performance and its usage situations and styling. This indicates that 

social media is used for re-evaluating the purchase in terms of how well it delivers on utilitarian needs such 

as product usability, as well as hedonic needs, such as the brand’s usage situations, where self-identification 

is key. The re-evaluation is based on the respondents’ own opinion. 
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Minimal posting and use of hashtags 
Recent consumer decision-making research finds that communicating about the conducted purchase on 

social media is an important part of the re-evaluation activity and construction of consumers’ identity. 

Consumers post their purchases on social media in order to construct their virtual social identity as well as to 

receive confirming feedback from social media users (Ashman, Solomon, & Wolny, 2015).  

 

However, this pattern is not evident among our respondents, where social media is not used for self-

presentational and feedback activities (App. E15). This is based on two behavioural tendencies: the 

respondents’ tendency to not post conducted luxury purchases on Instagram or Facebook (Ibid.) and to not 

use brand hashtags on postings (Ibid.).  

 

Six out of seven respondents do not use social media to tell their surroundings about their conducted luxury 

purchases in the post-purchase phase (Ibid.). They do perceive social media and their social media actions to 

be affecting their social self-identify, but do not wish to use the platforms for this purpose in the post-

purchase phase (Ibid.). This pattern conflicts with the theoretical belief of use of social media in this phase. 

Belk (2013) argues that consumers use social media to receive reassurance from other users, which 

contributes to the consumers’ co-construction and affirmation of their sense of self (Belk, 2013). He further 

argues that in a digital world, the self is not corresponding to the self in the physical word. Instead, it is a 

digital representation of a constructed self, an avatar, that are not necessarily true to our actual self (Ibid.). 

However, our data implies that the respondents are not using social media to construct a desired avatar, 

influencing their sense of self. 

 

This finding is supported by luxury expert Chônier. She argues that the decreasing posting activities and 

feedback through comments is a cross-cultural tendency among young luxury consumers: “I think the young 

generation is a little bit fed up with that [personal branding on social media] now because it gives the 

impression that everything is superficial and it is so easy to create an avatar or a new self within the social 

media” (App. A1, l. 205-208). This indicates a change of general consumer behaviour, where consumers 

prefer to not use social media to manifest their social identity, as this avatar is not perceived as authentic. 

This is an emerging countermovement to the use of social media as Belk predicted, and is a clear pattern 

among our respondents (App. E15). The pattern is further supported by respondents’ use of hashtags.  

 

The interviews shows that our respondents do not find brand community hashtags valuable in the post-

purchase stage. Six respondents explain this lack of use with a feeling of discomfort. They argue that they do 

not perceive themselves as part of a luxury brand community with the same status as models and celebrities 

(Ibid.). Thus, they do not have the social status to perceive themselves as part of a luxury community. 

Several respondents imply that it would seem too pretentious in the eyes of others, which would make them 
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feel uncomfortable. This external perception of themselves prevents them from using brand hashtags. They 

argue that using hashtags would create a false signal about themself, as they do not perceive themselves as 

part of a luxury community. This indicates that our respondents do not apply hashtags, because it would 

create an avatar that is not in line with their current perception of their actual self. This supports Chônier’s 

indications of a new consumer movement that neglects the creation of an unauthentic avatar. 

 

Further, the respondents do not wish to share their relation to luxury brands through social media. One of the 

respondents elaborate:  

 

“It is probably the same reason I do not like handbags that have the brand name written all over it. 

It is possibly a special Danish thing. I could imagine that in US it is much more widespread that you 

in some way actively link yourself to a brand” (App. E9, l. 178-180).  

 

This view is shared by several consumers, who indicate that they prefer not to display their brand 

relationship on social media (App. E15). This behaviour conflicts with Ashman, Solomon & Wolny’s (2015) 

theory of post-purchase behaviour on social media as well as Belk’s (2013) theory of affirmation. This 

contradiction will be further discussed in the Discussion. 

 

The post-purchase analysis indicates that purchase satisfaction depends on the individual consumer and not 

the virtual satisfaction of other consumers’ reactions to post-purchase postings. The behaviour in the post-

purchase stage is motivated by a need to re-evaluate how well the brand and product fit the function and 

lifestyle of the respondent. Hence, the motivator for purchasing luxury is found within the respondent herself 

and not within its affect on others. Thus, an intrinsic motivation. Further, we found that the respondents use 

social media privately and subtly in the post-purchase phase. 

4.2.3 Block 2 sub conclusion  
Based on the preliminary analysis, it is evident that Danish female luxury consumers in the age of 25 to 34 

who are heavy users of both Facebook and Instagram are a relevant respondent group. Thus, the following 

consumer analyses are based on respondents in this group (cf. Chapter of Methodology). 

 

The decision-making process analysis demonstrated that our respondents do use Facebook and Instagram in 

their decision-making process. An unsystematic browsing in their everyday life triggers the problem 

recognition phase. Both Facebook and Instagram is a central part of this. Especially user-generated content 

on Instagram awaken hedonic needs and internal motivations among respondents. In the information search, 

respondents become “small experts” using the Internet as main tool. Here, first Instagram, then Facebook, 

and last Instagram again are central information sources in the respondents search process. Respondents look 
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for information that helps them to understand quality, design, and self-identification related to the brand and 

product. Furthermore, the degree of product familiarity has an effect on respondents’ evaluation phase. 

Facebook and Instagram are also part of respondents’ post-purchase phase where personal re-evaluation and 

confirmation is the main driver of usage. Our respondents do not use social media in the post-purchase phase 

to receive external confirmation via other users’ likes and comments or to construct their social self-identity 

via postings or hashtags. 

 

On a general level, our research shows that respondents use mainly user-generated content on social media in 

all phases of the decision-making process. They state that a perceived irrelevance regarding current brand-

created content keeps them from using brand-created content in the decision-making process. However, 

social media is yet beneficial platforms for increasing value for the consumer in the decision-making 

process. This is due to the large amount of self-provided35 information generated in respondents’ online 

everyday life. This makes social media a relevant media (Dinesen, 2008), because they tend to proactively 

search for information of these platforms themselves. Further, social media is already an integrated part of 

the respondents’ decision-making process and being able to provide relevant content from the start will result 

in effective communication (Ibid.). Thus, luxury brands can benefit from applying these platforms.  

 

Having clarified our respondents’ current behaviour, we turn to an analysis of the their motivations and 

needs driving this behaviour. 

  

                                                        
35 Self-provided information refers to information that the respondent herself self-reliantly has managed to gather 
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Block 3 

4.3 Expectations, relevance, and engagement motivations on social media 
Block 3 is an analysis of the respondents’ expectations, relevant content, and social media engagements 

motivations. In line with our philosophy of science (cf. Chapter of Methodology), the second step in 

understanding consumer behaviour is to understand the underlying motivations and connotations behind their 

actual behaviour. 

 

Block 2 showed that the respondents use Facebook and Instagram mainly in the first two phases of the 

decision-making process and to a minor degree in the last post-purchase phase. It also showed that although 

the respondents are willing to use the platforms in the decision-making process, these platforms are currently 

not providing highly valuable brand-created content assisting the respondents in this activity (App. E15).  

 

According to Brandt, brands can strengthen brand equity if they manage to create value for the consumer. 

This value exchange should be based on consumers’ needs, interests, and expectations (App. B2). Thus, 

Block 3 researches these elements in order to understand how luxury brands can improve their strategic 

application of social media to create value for both consumers and brand. Respondents’ expectations will be 

analysed by identifying specific expectations to luxury brands’ behaviour on social media. Their interests 

will be analysed by illuminating relevant content themes and categories in different phases of the decision-

making process. The respondents’ needs are researched by analysing their motivations for using social media 

platforms in the decision-making process. An understanding of these tree element combined identify what is 

perceived by consumers as valuable brand behaviour and communication on social media.  

 

Block 3 is divided into two sections. The first section concerns the expectations to global luxury brands 

behaviour on social media. The second section analyses the underlying motivations for engaging with luxury 

brands’ on social media in combination with perceived relevant brand-created content.  

 

This knowledge will answer sub-question 3.  
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4.3.1 Expectations to luxury brands’ behaviour on social media 
In the following section expectations concerning luxury brands’ behaviour on Facebook and Instagram will 

be illuminated. Kapferer & Bastien (2012) claim that a luxury brand requires a distinct type of management 

to maintain its luxury image. In order to strengthen brand equity, the associations created in the mind of the 

consumer must support the brand’s legitimacy and trustworthiness of its luxury image. Thus, luxury brands 

must understand how to meet consumers’ social media expectations to luxury brands in order for these 

brands to maintain their position as a luxury brand on social media. 

 

Three general expectations to luxury brands’ behaviour on social media were evident from the consumer 

research. The respondents expect luxury brands to be present on social media and that brand-created visuals 

and communication are of high quality. Last, respondents do not expect dialogue or interaction with luxury 

brands on neither Facebook nor Instagram (App. E15). The three behavioural expectations will now be 

elaborated upon separately.     

4.3.1.1 Expect social media presence  
All respondents expect luxury brands to be present on social media (Ibid.). Respondents express that it would 

be outright frustrating if luxury brands are not on social media, as the respondents wish to be able to visit 

luxury brands social media platforms in their decision-making process and especially in the information 

search phase. When a luxury brand is not present on social media, the respondents search for information 

about the brands and its products in consumer-generated content on the platforms instead. Here, the luxury 

brand has no control over the content and setting, and the respondents do not necessary have knowledge of 

the sender (Ibid.) (Okonkwo, 2010). The content that appears here are perceived as a mix of valued and 

irrelevant content. Thus, respondents utter that a great amount of content noise exists here, as it is a 

mismatch of fake products, bad visuals and competitions, which demands resources and knowledge to sort. 

This affects their evaluation phase, which potentially extent the decision-making process or obstruct 

intention of purchase (App. E15). The above indicates the relevance of luxury brands being present on social 

media, which Okonkwo (2010) also deems is important.    

4.3.1.2 Expect visuals and communication of high quality  
The respondents have clear expectations to the visuals and communication created by luxury brands on 

social media. In regards to visuals, all of the respondents utter an expectation to the quality of luxury brands 

visuals (App. E15). They expect that the visuals on Facebook and especially Instagram are aesthetic, 

appealing to the eye, and inspiring (Ibid.). According to theories of familiarity and congruence, consumers’ 

interests and perceived value towards the brand increases when brand-created visuals are congruent with 

brand expectations (Phillips, McQuarrie, & Griffin, 2014). This indicates that strong visuals on social media 

that are consistent with expectations can increase value of luxury brands in the mind of the consumers. 
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In regards to the communication, five out of seven respondents utter an expectation to the quality of luxury 

brands communication. According to the respondents, the quality of communication on social media is 

important for luxury brands, as it illustrates the quality of the brand and its products. One respondent 

exemplifies this by following statement: “I believe that if a profile [Instagram profile or Facebook page] is 

consistent and radiate quality, then this is mirrored in their products as well” (App. E3, l. 55-56). This 

indicates a link between product value and social media appearance, where respondents transfer the 

evaluation of a luxury brand’s social media communication to its products. 

4.3.1.3 Expect no dialogue   
Okonkwo (2010) argues that luxury consumers are not looking for being feed with information from luxury 

brands on social media through one-way communication. Grunig & Hunt (1984) refers to this as public 

information through one-way communication. Instead, Okonkwo (2010) argues, that consumers want two-

way interaction with luxury brands in the form of dialogue, where both parties’ interests are taking into 

account and satisfied. Thus, drawing in Grunig & Hunt (1984) luxury consumers expect two-way 

symmetrical communication on social media. 

 

Our findings are in accordance with Okonkwo’s (2010) utterings to a limited degree. None of the 

respondents want one-way communication from luxury brands (App. E15). However, our research shows no 

evidence that they find relevance in luxury brands practicing two-way symmetrical on the platforms (Ibid.). 

 

Firstly, the respondents express that they do not expect luxury brands to enter into dialogue with them on 

social media. In fact, brand-created posts initiating users to engage by asking question is not perceived 

valuable, and they do not take interest in answering these questions (Ibid.). 

 

Secondly, the respondents do not expect luxury brands to take consumers’ opinion expressed in comments 

into consideration (Ibid). A reason why respondents do not expect luxury brands to act based on 

communication with the public are exemplified by a respondent who states: “On Instagram, the followers 

feedback will always be very short and simple and therefore, I guess, that they [luxury brands] cannot use it 

for much because the platform is simply not suitable for comprehensive answers” (App. E1, l. 378-382). 

Also on Facebook this conviction is evident exemplified by a respondent utterance related to Facebook: “I 

am just an ordinary citizen. Therefore, I do not expect them to acknowledge my inputs” (App. E9, l. 381). 

 

Thirdly, the respondents do not expect reply from luxury brands to user-generated comments on social 

media, unless they are negative. Five out of seven respondents do not expect answers from luxury brands, as 

they do not perceive social media as a ‘customer service platform’ (App. E15). Using social media as a mean 

to provide customer service is, according to Brandt, neither the intention nor the advantages of these 
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platforms, and brands that ends up using social media as a customer service platform only increases their 

workload (App. B2). On the contrary, the respondents expect that luxury brands react on negative user-

generated comments on social media. They do not expect the problem to be solved on the platforms, but the 

utterance should be acknowledged and addressed. Further, five out of seven respondents express that 

negative comments affects their purchase intentions (App. E15), which indicates the importance of this 

distinction between dialog and acknowledgement.  

 

Based on our findings, it can be argued that the respondents expect luxury brands to practice the two-way 

asymmetrical model on social media. In the asymmetrical model, feedback is an essential part of the model, 

which makes the communication two-way (Grunig & Hunt, 1984). This is further supported by findings 

indicating the importance in the possibility to give feedback and see other consumers’ feedback on luxury 

brands social media platforms. Respondents see this as the value of these networks (App. E15). 

 

By this asymmetrical practice, the brand dominates the communication and attempts to change receivers’ 

behaviour and attitudes towards the brand based on the receivers’ preferences (Grunig & Hunt, 1984). 

According to our findings, the respondents want their opinion to be understood, but they also want luxury 

brands to persuade them, not obey them (App. E15). For those reasons, we argue that the two-way 

asymmetrical model is in alignment with the respondents’ expectations to luxury brands social media 

behaviour and exploit the luxury brand management principles (Kapferer & Bastien, 2012). 

 

The absence of expectations to dialogue between luxury brands and consumers is supported by our case 

study of Chloé. These findings show that questions generated by users on social media is not address to 

Chloé, but to other users within the community (App. D4) (App. D5). This indicates that global users neither 

expect luxury brands to interact on social media. 

4.3.2 Relevant content and engagement motivations  
In the following section, consumer motivations and perceived relevant content on luxury brands’ Facebook 

and Instagram platforms will be illuminated. This is done to create an understanding of how luxury brands 

can align content with expectations and motivations during the decision-making process in order to be 

perceived relevant and valuable on social media. As identified in Block 1, relevance is crucial according to 

Brandt (App. B1) and Dinesen (2008) as perceived relevance is important due to the change of the exposure 

paradigm. Dinesen (Ibid.) questions the paradigm of exposure based on the consumers’ dominate role, 

leaving the GRP model out-dated. Instead, brands must focus on being relevant on rich media to attain 

effective communication (Dinesen, 2008).   
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As identified in Block 2, the respondents use social media in the phases of problem recognition, information 

search, and to a minor degree the post-purchase phase. The analysis will thus follow this order. In order to 

analyse relevant content in the three phases, the six content categories identified in Block 1 (Styling & usage, 

Product, Brand values & DNA, Campaigns, People & process, and Brand ambassadors & Community) will 

be re-applied in this analysis. 

4.3.2.1 Needs and relevant content in the problem recognition phase 
Block 2 showed that it is the respondents’ everyday life browsing that mainly triggers the problem 

recognition phase. Hence, to start this decision-making process and encourage respondents to consider the 

brand, luxury brands need to understand the motivations for engaging on the platforms in their every-day life 

and tap into the content categories and themes perceived relevant by consumers at this stage. Identification 

of this enables us to understand how to create relevant content for the respondents and trigger the problem-

recognition phase. 

 

Engagement need: Enjoyment and social relations  
Our data shows that respondents’ everyday use of Facebook and Instagram is motivated by a need for 

enjoyment (App. E15). According to Brandt, the use of social media is motivated by users’ need for 

entertainment and enjoyment, and an entertainment-trend exists and is valued by consumers (App. B1). Our 

research supports this. Yet, our consumer research also indicates that the need for enjoyment is a larger 

motivator on Instagram than on Facebook. The use of Facebook is also motivated by a need for social 

relations (App. E15).  

 

Where six out of seven respondents state Instagram is used for fun and entertainment in their everyday life, 

Facebook is also a central platform for everyday enjoyment, but also for nursing and keeping up with 

personal relations (Ibid.). Based on our research, this motivational need is not present on Instagram (Ibid.). 

This indicates that the respondents’ engagement on Instagram is particularly motivated by a need for 

enjoyment. Luxury brands must therefore satisfy this need to be perceived as valuable in order to start the 

problem recognition phase, as Instagram is a main driver in this phase (Ibid.).  

 

Satisfying the need of enjoyment is not only important because it can start the decision-making process. It 

can also strengthen brand equity for the brands. Research shows that when people experience flow, defined 

as “a psychological state of having fun as well as feeling absorbed, gratified, and in control over one’s 

experience” (Porter, Donthu, MacElroy, & Wydra, 2011, p. 91), social media users develop positive attitudes 

toward the brand that provides this experience. This is especially evident when the experience concerns the 

users’ personal interests (Ibid.). Porter et al. (2011) argue that in online communities, enjoyable, flow-based 

experiences are both satisfying utilitarian and hedonic needs. Thus, if luxury brands are able to satisfy both 
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utilitarian and hedonic needs on Facebook and especially on Instagram, they can create enjoyable experience 

and thus strengthen favourable associations in the mind of consumers. 

 

Relevant content: ‘Styling & usage’ 
Not only is the satisfaction of needs important when luxury brands are creating content to be perceived as 

valuable in the minds of consumers. Doing it in a relevant way is of key importance too (Dinesen, 2008). In 

order to be perceived relevant by consumers, luxury brands must understand how to create relevant content.  

 

For content to trigger the problem recognition phase it must be able to catch attention and be enjoyed, which 

perceived relevance is the key to (Ibid.). A strong pattern among respondent indicates that in order for 

content to catch attention and be enjoyed, it is crucial that especially the visuals are in accordance with 

expectations to luxury brand content. This is based on the fact that all respondents notice pictures before text, 

and if a picture does not catch their attention, they do not consider reading text elements (App. E15). This 

indicates that visuals must be able to stand alone and provide value in the minds of the consumers without a 

textual element (Ibid.). The respondents’ need for enjoyment on Instagram, resulting in a limited use of text, 

supports the importance of understanding expectations to visual communication in order to satisfy an 

enjoyment need.  

 

According to our findings, a pattern exists regarding content that triggers awareness and problem recognition 

concerning luxury handbags. The first and foremost factor expressed to be valuable in the problem 

recognition phase is the authenticity of content (App. E15). All respondents find non-authentic visuals in 

irrelevant due to the difficulty in relating to it. A common characteristic among all respondents is the 

perceived relevance of seeing the product placed in an appealing authentic real life context where the 

respondents gets ‘unpolished insight to the brand in use (Ibid.). According to our respondents, seeing a 

product in use in authentic settings can trigger a need. 

 

Another key expectation to brand-created content in the problem recognition phase is a high inspirational 

level. On both Facebook and Instagram, all respondents find value in content with strong inspirational 

visuals (Ibid.). 

 

Based on respondents’ own explanation of the terms ‘authenticity’ and ‘inspiration’, it can be argued that the 

category ‘Styling & usage’ is an all-important category for luxury brands to tap into in order to be perceived 

relevant in the problem recognition phase. Six respondents explain that seeing people, described often as 

bloggers, styling, and usage of a product affect their perception of the product and brand positively and 

triggers interest and a need (Ibid.). 
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Six out of seven respondents perceive content containing people they aspire to in brand-created content as 

relevant on both Facebook and Instagram. This is supported by a study of Barbara Bickart & Robert M. 

Schindler (2001). The study indicates that bloggers can be influential for brands. They find evidence that 

bloggers’ trustworthiness results in power to persuade, and that product information communicated through 

like-minded people has a tendency to create high product interest (Bickart & Schindler, 2001). A high 

product interest is important in the problem recognition phase, as it is the product interest that drives the 

process further to the information search stage (Solomon, 2013). Furthermore, they find prove that perceived 

relevance is important, which supports Dinesen’s (2008) theory of relevance.  

 

Based on the above analysis, content in the problem recognition phase must satisfy a need for Enjoyment on 

both platforms, but particularly Instagram. In order to be perceived as relevant, it must have strong visuals, 

reflecting an authentic situation and showcase the product in use. Hence, the content category perceived 

relevant in this phase is the ‘Styling & usage’ category.  

 

After the problem recognition phase, we have identified that the need for information drives the decision-

making process further. The next paragraph analyses motivations and the perception of relevant content in 

this phase.  

4.3.2.2 Needs and relevant content in the information search phase 
As identified in Block 2, respondents’ use of Instagram and Facebook within their information search is 

divided into three sub-stages related to social media. First, Instagram is applied for non-brand specific 

research and inspiration. Then, Facebook is used for product-specific research, and last Instagram is used 

again for product-specific research. The motivational needs driving these sub-stages will now be identified to 

understand the respondents’ engagement needs on these platforms and which content is of relevance in this 

phase of the decision-making process.  

 

Engagement need: Information  
The use of both platforms in the information search phase, leading up to the evaluation phase, is motivated 

by a need for information, helping the respondents to make satisfactory decisions. However, the categories 

and the level of relevant information differ between the two platforms regarding both motivations and 

content.  

 

Relevant content: ‘Styling & usage’, ‘Products’ and ‘People & Process’ 
In the following sections, relevant content is identified in each of the three sub-stages related to social media. 

First, Instagram, then Facebook and last Instagram again, illustrated in Figure 31.  
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Sub-stage 1: Instagram 

In the first stage of the information search process, the respondents are motivated by a need for information 

communicated by ‘Styling & usage’ content.  

 

As in the previous phases, all respondents value content in an authentic setting that inspire though strong 

inspirational visuals (App. E15). The research shows a paramount expectation regarding aesthetic visuals of 

products in use, and crucial for this content to be perceived as relevant is an aspirational real life and real 

people aspect (Ibid.). Hence, the authenticity is still central to the perceived relevance among respondents, 

which indicates that luxury brands successfully can communicate content in the category ‘Styling & usage’ 

creating understanding of product’s usability and user type(s).    

 

Phillips et al.’s (2014) demonstrate how brand-created content illustrating products placed in ‘familiar’ 

contexts that are in ‘congruence’ with consumer expectations can create positive perceived value. According, 

if consumers can recognize known patterns in brand visuals they tend to be evaluated as familiar, which 

results in positive brand evaluation. The other factor, congruence, is related to its perceived ‘fit’ or 

‘similarity’. If consumers experience congruence in visuals, products are evaluated more positively as 

congruence facilitates lower perceived purchase risk and an easy understanding of positive associations 

(Phillips, McQuarrie, & Griffin, 2014). The greater conformity a brand can create in visuals on ‘familiarity’ 

and ‘congruence’ in the mind of the consumers, the greater affect brand communication has on brand 

perception (Ibid.). Hence, luxury brands can affect brand perception and hereby brand equity positively by 

creating content, recognisable to respondents and in accordance with the their expectations.  

 

Figure 31 Four sub-stages in the Information 
search phase in the decision-making process 
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Additionally, according to our findings, content perceived as familiar have a high degree of identification. 

Our findings reveal that real-life visuals enable the respondents to identify with the products and evaluate on 

relevant understanding (App. E15). This increases the degree of identification, which is an evaluation 

criterion. Thus, high identification increases the likelihood of further interest in the product. 

 

On Instagram, the information level is expected to be minimal in terms of textual information, which can be 

explained by the usage of the platform in the decision-making process explained in Block 2. Six out of seven 

respondents utter that information gathered from Instagram should be carried by the visuals (Ibid.). This 

indicates that perceived content relevance drops when brand or product information details exceed visual 

elements on Instagram.  

 

Despite low text relevance, our research indicates that the use of brand-created hashtags is perceived as 

relevant on social media. Six out of seven respondents wish social media content to include hashtags as it 

facilitates an information flow. The respondents see the value and relevance in hashtags as a help to gain 

easy brand and product information. Hence, hashtags are not perceived as relevant when they tap into 

relationship-building, but information flow (Ibid.). The case study revealed that Chloé makes use of the 

hashtag #chloeGIRLS, which is in accordance with respondents’ content expectations. Yet, important to 

notice is that respondents do not see a community-building value in the hashtag. The value is related to the 

information motivations, which will be elaborated on later. This indicates that luxury brands with advantage 

can make use of hashtags with the awareness of them being an information-gathering tool to find relevant 

information on the platform. 

 

 Sub-stage 2: Facebook 

The engagement on Facebook in the decision-making process in motivated by a need for detailed 

information mainly concerning products, but also brand values drives the use of Facebook in the information 

search (Ibid.). Five out of seven respondents are motivated to go on Facebook in this stage to find 

information regarding brand novelties, while all the respondents are motivated by in-depth information 

regarding its products. Thus, product information motivates the respondents in this phase.  

 

Some content aspects of this type of information are identical to the characteristics of informational content 

on Instagram. The aspects concerning the authenticity of the setting and context as well as product usage 

recur in this sub-stage. However, a difference lies in the expectations regarding the information details 

related to the communicated products (Ibid).  
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The degree of content expectation regarding the wealth of factual information on Facebook is richer 

compared to Instagram at all respondents. An increased level of factual information regarding product 

specific information is relevant on Facebook (App. E15). This indicates that content based on themes within 

the category ‘Products’ with advantage can be incorporated on Facebook by luxury brands. In Block 1’s case 

study analysis, we saw that product related questions among consumers are most evident on Facebook (App. 

D4 and D5). This supports our indications suggesting product specific information is perceived as relevant 

on Facebook.  

 

As elaborated in Block 2’s ‘Information search, the use of Facebook in the information search concerns 

mainly product related information. Our research indicates that visuals are expected have the same 

authenticity and familiarity as on Instagram. However, the products are expected to be in focus on Facebook 

(Ibid.). This indicates that the content category ‘Product’ should contain products in authentic settings in 

order to be perceived as relevant on Facebook by respondents. 

 

Further, all respondents claim that text combined with visuals is a relevant communication style on Facebook 

as a way to deliver a level of factual information. Hence, the text amount is expected to increase the 

information details compared to Instagram. This indicates the importance in understanding consumers’ 

expectations to text materials on Facebook, as it is a relevant communication element here. 

 

According to our consumer research, text should resemble a newspaper (App. E15). The relevance perceived 

by the respondents’ increases when the format corresponds to a newspaper headline and subheading (Ibid.). 

Respondents’ expectations to links in content points in the same direction. A majority of respondents express 

that content on Facebook that include links, permitting easy further exploration of information increases 

relevance. Five out of seven respondents find content relevant that update on novelties on Facebook, which 

support the news-like format in terms of text and information style (Ibid.).  

 

Further, respondents indicate that they seek an understanding of brands’ values and universe. However, it is 

also evident that the respondents are motivated by information regarding these brand values in a visual and 

active manner. Several respondents indicate that luxury brand values must enable the respondent to get 

insights and understanding of the brand’s heritage and values. According to respondents, brand values must 

be shown and not told (App E15). This informational content refers to the authentic content category ‘People 

& process’ and can strengthen the relation to and understanding of the brand where the respondents seek 

product-related content, as it will be in accordance to perceived relevance (Ibid.). 
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Sub-stage 3: Instagram 

In the last sub-stage of the information search process, the respondents are motivated to use Instagram due to 

a need for product-specific information concerning the product in use (App E15). Six out of seven 

respondents state that product pictures showing its features and characteristics in use in real-life setting are 

important. This behaviour is motivated by a need for assurance of the product’s usability (Ibid.). The 

respondents’ behaviour can be explained by the theory of perceived risk (Solomon, 2013). Perceived risk is 

particularly important for products that are expensive and visible for others (Ibid.). As luxury handbags are 

both expensive and visible for others, we argue that consumers seek information that can minimize the risks.  

 

Information about a brand, its clients, and usage situations, minimize both the perceived functional and 

social risk as it informs the consumer of the functional use of products as well as social benefits of the brand 

(Solomon, 2013). Hence, visual information regarding usage situations can minimize the perceived 

functional and social risk of the product, and help the consumer to evaluate the brand in the evaluating phase. 

This is supported by Philips et al. (2014), who connect it to brand value by their identification of ‘familiarity’ 

and ‘congruence’s positive effect on brand value. 

 

The same characteristics and value of visuals described in sub-stage 1 is present in this sub-stage. This 

indicates that perceived relevance of luxury brand-created content on Instagram do not vary much across 

sub-stages. What instead varies is the generated understanding being drawn from the content by respondents. 

In this sub-stage, understanding is sought from information about product-specific usage and user-type.  

4.3.2.3 Needs and relevant content in the post-purchase phase 
As identified in Block 2, the behaviour in the post-purchase stage is motivated by a need to re-evaluate how 

well the brand and product fit the function and lifestyle of the respondent. Further, we found that the 

respondents do not post their luxury purchases and do not use brand hashtags to state the purchase online. 

This behaviour enables us to identify engagement motivations and relevant content in the phase. 

 

Engagement need: Information   
The respondents’ patterns in their post-purchase stage indicate a motivation for information regarding 

product design and manufacturing process and novelties, usage situations and user profiles (App. E15). This 

information must enable respondents to re-evaluate their purchase and form their expectations of satisfaction.  

 

Relevant content: People & process and Styling & usage 
Content that provides this kind of information in a relevant manner belongs, according to our research, to the 

content category ‘People & process’ and ‘Styling & usage’. These two content categories are perceived as 

relevant due to the theme they inform about. Critical again in this phase is the authenticity that products are 

showed in (App. E 15). The commercialized style in content is perceived as irrelevant on both Facebook and 
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Instagram among respondents. They find it out of touch with the reality, hence non-relatable (Ibid.). This 

supports the value in using the authentic content category ‘People & process’ and ‘Styling & usage’ to 

deliver messages that tap into needs in the post-purchase stage. 

4.3.2.4 Patterns across the decision-making process on Instagram and Facebook 
As it is not possible to control and adapt the content on the platforms to the consumers’ location in the 

decision-making process, it is relevant to emphasize the above-identified patterns across the decision-making 

process must be incorporated in one joint understanding for each platform.  

 

It is evident that the need for Information is valuable in the decision-making process on social media. 

According to identified patterns, the need for information about luxury brand products is evident across both 

social media platforms and decision-making phases. Further, the importance of visuals and the authenticity 

of these is a key content theme creating value in the minds of respondents across all phases. This knowledge 

aligns with the identified importance of the content category ‘Style & usage’ across phases and platforms. 

On Facebook, an increased need for product information generates perceived value mainly by an altered 

authentic version of the content category ‘Products’. Interestingly, another pattern was evident: an absence of 

relationship building and belongingness. This pattern will now be analysed. 

 

Absence of relationship-building and belongingness need 
Our data shows that the need for relationship building and belongingness is minimal on brand social media 

platforms. Although online communities often have the ability to create social bonds and relationship 

between members (Porter, Donthu, MacElroy, & Wydra, 2011), our respondents do not find value in 

engaging in these online relationships (App. E15).  

 

In addition to the fact that all respondents find explicit engaging content irrelevant, six out of seven 

respondents do not use brand-related hashtags on either Facebook or Instagram to find communities to 

engage in. Instead, the respondents use brand-hashtags as search tools. This supports a lack in engagement 

motivations among respondents for relationship building and belongingness. Furthermore, this is supported 

by respondents’ absence of post-purchase postings, use of brand-related hashtags and interest in other users’ 

opinions of their purchase (Ibid.). All respondents recognize that brand-created hashtags such as 

#ChloeGIRLS most likely is used by other users based on a need of belongingness (Ibid.). This suggests that 

all respondents acknowledge the value a brand hashtags can provide. Yet, six respondents neglect the idea of 

using brand hashtags for community purposes (App. E15). This could indicate that belongingness is not an 

expressed need in the post-purchase phase or any other phase among respondents. 
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Six out of seven respondents do not always ‘like’ posts that they find relevant, while the majority rarely post 

any comments on social media (App. E15). This indicates that there is no motivational need to interact with 

other members in luxury brand social media or to identify themselves as active members of a community. 

According to Brandtzæg & Heim (2008), the low participation, which our respondents give expression about 

having on luxury brands’ profiles, could indicate that respondents in our research belong to this category of 

‘Lurkers’ (Brandtzæg & Heim, 2008). This explains why needs such as relationship building is not present 

among the respondents, why all respondents reject to have made comments on luxury brands social media 

platforms and why posts seeking users’ contribution is not perceived as relevant (App. E15). Drawing on 

new theory of brand meaning creation (Broderick, Maclaran, & Ma), it could furthermore indicate that 

respondents negotiate luxury brand meaning in a rather passive way on social media (Broderick, Maclaran, 

& Ma), which opens up for an understanding of how luxury brands will be able to create brand meaning and 

brand equity in the minds of consumers through social media networks. 

 

The motivational degree of relationship-building differs on the platforms. On Facebook, five out of seven 

respondents consider other users’ likes on their posts. On Instagram, only two respondents consider this 

activity (App. E15). This implies that the respondents are more indifferent towards others on Instagram than 

on Facebook, and that Instagram particularly is a tool for information and not motivated by social needs. 

  

The case study in Block 1 showed that Chloé’s global users were motivated by a need for belongingness on 

both Instagram and Facebook. This indication is supported by Chônier, who states that #ChloeGIRLS has 

been a successful social media tool, tapping into clients’ sense of belongingness and preference for virtual 

brand communities (App. A1, l. 279-282). However, none of our respondents imply such a preference. As 

this need is not a pattern among our respondents, it could indicate cultural differences among the global user 

group and the Danish respondents. Furthermore, it supports the evidence of the global users belong to the 

10% of community members who are participating and contributing actively in social media networks 

(Brandtzæg & Heim, 2008). 

 

Central patterns of respondents’ social media engagement motivations and expectations to behaviour and 

specific content in the decision-making process have now been identified and analysed. These findings will 

be incorporated in the Chapter of Discussion to generate an understanding of valuable strategic 

considerations within luxury brand management. 

4.3.3 Block 3 sub conclusion 
Our analysis indicates patterns in what is perceived as valuable behaviour and content communicated by 

global luxury brands on Facebook and Instagram in the minds of respondents.  
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The analysis of the respondents’ expectations towards luxury brands on social media indicates three main 

expectations that can affect perceived brand value. First, being present on social media strengthen luxury 

brands perceived value in the minds of consumers. This supports the thesis actuality and the importance in 

understanding how luxury brands must act and communicate in these channels in order to build brand equity. 

Second, high quality of brand-created visuals and communication increase the perceived value of the brand 

and content quality is transferred to respondents’ perception of the products. Third, dialog and interaction are 

perceived as non-valuable.  

 

The analysis of the respondents’ engagement motivations shows a pattern of a consistent need for 

information throughout the decision-making process on both Facebook and Instagram. Further, a need for 

enjoyment was identified in the respondents’ problem recognition phase on Instagram particularly. Authentic 

content that satisfies the respondents’ needs for information and enjoyment can increase the relevance of the 

content and, thus, the perceived value of the content in the mind of the respondents. Further, our research 

indicates that satisfying a need for belongingness and relationship-building is not valuable to our 

respondents. This contradicts current academic literature that highlights how belongingness and relationships 

on social media can increase brand equity and that consumers use social media for self-perception purposes 

(Porter, Donthu, MacElroy, & Wydra, 2011) (Solomon M. , 2013) (Belk, 2013). 

 

The analysis of the respondents’ perception of relevant brand-created content shows that the content category 

‘Styling & usage’ is valuable in the problem-recognition phase on both Instagram and Facebook. Here, 

respondents must be able to identify themselves in aspirational authentic visuals to arouse a need. In the 

phase of information search, content concerning ‘Styling & usage’ is again perceived valuable on Instagram 

and Facebook. This type of content is requested to gain an understanding of the products’ usage situations 

and the brand’s user profiles. On Facebook, however, content must also tap into the categories of ‘Product in 

authentic setting’ and ‘People & process’ in order to be perceived as relevant. Generally, the level of product 

specific information and the level of textual detail increase on Facebook. Further, our research indicates that 

news-inspired text-based factual information is valuable for our respondents on Facebook. In the post-

purchase stage, content tapping into ‘Styling & usage’ is perceived as valuable on Instagram, while the 

categories of ‘Products’ and ‘People & process’ are valuable on Facebook in this phase.  

 

Across all stages and platforms, it can be concluded that authenticity and non-commercialized content is 

valuable brand-created content. Commercialized visuals, where the illustrated situation and people are an 

imitation of real life aspects, are not in accordance to respondents’ assessment of valuable content. This type 

of content is instead experienced as noise on the platform resulting in decreasing brand attention among 

respondents. 
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Further, our respondents value easiness in the decision-making process. The time perspective is important to 

our respondents, highlighting that the information search must involve minimal effort. Otherwise, perceived 

relevance decreases. This supports the belief that content must be communicated in decoding keys (Dinesen, 

2008) that are preferred by the consumers. If not, the information will not be considered by the consumer, 

and, thus, be included in the evaluate phase of the decision-making process. Further, it indicates how 

adjustments of the exposure paradigm towards a relevance paradigm are relevant (Ibid.). 

 

Based on our analysis, it can be concluded that value creation on luxury brands’ Facebook and Instagram 

profiles must be managed separately due to differences in perceived value and relevance.  
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Conclusion of analysis  

4.4 Identifying current alignments and misalignments  
In this conclusion of analysis, findings of Block 1, 2, and 3 will be compared in order to identify current 

alignments and misalignment between the luxury industry’s approach to social media and the Danish 

respondents’ perception of valuable social media content and behaviour of luxury brands. This identification 

is the foundation of the strategic recommendations put forward in the Discussion. 

4.4.1 Alignment concerning social media presence 
Our experts (App. B2, A2), the current luxury theory (Kapferer & Bastien, 2012) (Okonkwo, 2010), and our 

consumer respondents (App. E15) all agree that luxury brands must be present on social media. Thus, this 

expectation to luxury brands and the current behaviour is aligned. Opposite luxury expert Chônier, who 

states that mainly prospective consumers are present on social media platforms, our research points in a 

different direction. Block 1 and 2 indicated that both potential and existing consumers are present on social 

media platforms. This finding indicates a misaligned understanding of the luxury industry’s assumed social 

media audience and their actual audience. 

4.4.2 Alignment concerning no dialogue  
The luxury industry’s communication style is aligned with the Danish respondents’ expectations (App. A2, 

D1, D2, E15). Chônier argues that social media is not beneficial for consumer engagement or building 

loyalty through dialogue (cf. Block 1). This was reinforced by our case study. Here, Chloé did not attempt to 

engage with its users or respond to users’ comments. This supports a current dyadic brand management 

approach. This behaviour is aligned with respondents’ expectations as they do not expect nor perceive 

dialogue valuable. They expect a distance to be maintained on these platforms between luxury brands and 

their consumer. Yet, this contradicts the theory (Okonkwo, 2010) and social media expert Brandt’s (App. 

B2) approach to luxury brands’ communication on social media, arguing for dialogue. Interestingly, this 

implies a different value-creation on social media than the current conviction among theorists and social 

media experts. 

4.4.3 Alignment concerning visuals and communication of high quality  
The quality of content on Chloé’s social media platforms matches the respondents’ expectations. During the 

interviews, they expressed that Chloé’s photos were “beautiful” and the communication was “well written” 

(App. E15). Yet, they did not find the content relevant. This implies that high quality content is not 

automatically perceived relevant and thus valuable. 
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4.4.4 Alignment concerning engagement motivations on Facebook  
On Facebook, Chloé taps into relevant and valuable engagement needs of our respondents. This is based on 

their high levels of information and enjoyment. A low degree of Chloé’s content taps into a need for 

belongingness, which is not valuable for the respondents. Although a need for belongingness was not evident 

at our respondents, analysing user-generated content on Chloé’s Facebook page indicates a need for 

belongingness among a global user group of Contributors. This reveals a global group of dedicated fans with 

high attachment motivated by other intrinsic needs than the respondents group. 

4.4.5 Misalignment concerning engagement motivations on Instagram 
On Instagram, we discover misalignments between current satisfied needs and our respondents’ engagement 

needs. The majority of Chloé’s Instagram content taps into a need for information, in line with needs of our 

respondents. However, Chloé also taps into a need for relationship-building. This need is not valued by our 

respondents. Further, Chloé’s does not tap enough into the need for enjoyment. This need was found to be 

crucial on Instagram to catch the attention of the respondents and ensure inclusion of the brand in the 

following information search (App. E15). Yet, the user-generated content analysis indicated that 

Contributors are motivated by needs of belongingness and information. This supports a global group of 

Contributors with different needs than the respondents. Yet, both groups are motivated by information. 

4.4.6 Misalignment concerning brand-created content 
The above showed that information is valuable for our respondents and that this need is currently satisfied by 

luxury brands. Yet, the informational content provided on Chloé’s social media platforms are contrasting our 

respondents’ needs and interests. 

 

Block 1 showed that Chloé’s Facebook is dominated by commercialised content, providing mainly 

‘Campaign’ content as well as ‘Product’ content. This indicates that social media are used by luxury brands 

as an extension of other media channels, ensuring broadcasting of its brand identity. However, our 

respondents implied that although ‘Product’ content is valuable on Facebook, ‘Styling & usage’ and ‘People 

& process’ is also relevant. This is related to the preference of authentic content instead of commercialized 

content. Here, they valued seeing products in authentic setting. This was particularly evident when the 

respondents evaluated Chloé’s Facebook posts. Here, all respondents expressed the highest degree of value 

in ‘Styling & usage’ post (App. E15), but indicates that they wished a clearer visual of the product. Hence, 

they valued products but in authentic usage situations. This indicates a misapplication of Facebook that 

decreases the relevance of content and thus its value to respondents. 

 

On Instagram, the same pattern was evident. Chloé taps into categories of ‘Products’ and ‘Brand 

ambassadors & community’ and to a minor degree campaigns and ‘Styling & usage’. However, according to 
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our respondents, content on Instagram should mainly belong to ‘Styling & usage’. ‘Brand ambassadors & 

community’ as well as ‘Campaign’ content is not valuable for our respondents on Instagram. This indicates a 

wrong distribution of content. Although Instagram holds more authentic content, it involves irrelevant 

categories. Thus, Chloé’s Instagram is currently tapping into irrelevant content categories in the decision-

making process resulting in low relevance and value. 

 

This comparison indicates that while it on the surface seems that Chloé is tapping into respondents’ needs of 

engagement, they are not providing valuable content in the mind of the respondents. This is due to a lack of 

relevance, which decreases the effectiveness of the communication (Dinesen, 2008). 

 

These identified misalignment and alignments will be the basis of strategic value-creating recommendations 

on social media presented in the following discussion. This is done in order to make operational suggestions, 

turning luxury brands’ social media application into a brand equity strengthening strategy. 
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5.0 Introduction to discussion 
This chapter discuss findings from the analysis in order to develop strategic recommendations that can 

contribute to strengthening brand equity of luxury brands, and discuss their brand equity and brand 

management implications. 

 

The previous conclusion of analysis indicated current alignments and misalignments between luxury brand 

Chloé’s current behaviour and the behaviour perceived valuable among our respondents. Based on this, 

seven value-creating recommendations has been developed, drawing in current luxury theory, mainly 

Kapferer & Bastien’s (2012) luxury ‘anti-laws’, hands-on luxury experience (App. A2) as well as recent 

social media research (Dinesen, Forbrugeren i førersædet, Kommunikation og ledelse efter web 2.0 in the 

pull society, 2008) (Brandtzæg, 2014) and experience (App. B2). These recommendations will also be 

assessed based on their ability to handle luxury brands’ challenges and opportunities on social media (cf. 

Block 1). The strategic recommendations are in line with the application-orientation of the thesis (cf. 

Methodology). 

 

After an identification of recommendations, we will discuss and reflect upon our findings’ influence on 

brand equity. Here, Keller’s (2013) CBBE model will be applied to understand how our findings and 

recommendation strengthen brand equity. Further, we discuss what brand management approach is beneficial 

for luxury brands to adopt in relation to social media in order to maintain strong brand equity. Last, we 

discuss our findings’ measurement implications. 

 

Collectively, the discussion will answer the research question of the thesis.  

 

5.1 Value creating recommendations on social media 
We have developed seven strategic social media recommendations: 1) Be present on social media, 2) 

Combine Facebook and Instagram to increase customer perceived relevance, 3) Tap into intrinsically 

motivated hedonic needs, 4) Communicate to potential and current consumers, 5) Practice two-way 

asymmetrical communication, 6) Create authentic and identifiable information rich content on, and 7) 

Contribute to easiness in the decision-making process. These recommendations will now be discussed. 
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5.1.1 Be present on social media 
We find evidence among both experts and consumer respondents that luxury brands should be present on 

social media in order to build brand equity. 

 

Presence on social media allows luxury brands to act in line with current changes in the media landscape, 

identified in the introduction. The decline within consumer consumption of traditional media supports the 

importance of investing in touch points where consumers are present and find relevant. Research shows that 

consumption numbers on online media continuously increase, and forecasts predict continued gains (Austin, 

Barnard, & Hutcheon, 2015). Yet, the importance of online channels varies, according to our findings (App. 

E15). Of online luxury brand touch points, Facebook and Instagram is by far the most used and visited 

channels. All respondents use social media several times a day and up to ten times a day. Contrary, luxury 

brands’ websites are only visited one to four times a month (App E15). This stresses the potential value of 

social media as a branding platform for luxury brands. 

 

Above findings allow luxury brands to exploit the opportunity of brand exposure, identified in Block 1. 

Being present on social media also allows luxury brands to exploit other identified advantages of using social 

media, including consumer engagement, consumer voice exploitation, benefit from effective communication 

and exploitation of visuals. 

 

The importance of luxury brands’ social media presence is supported by a global research showing that 40% 

of all luxury purchases are influenced by consumers’ digital experience and online research where social 

media content is a central part of it (Dauriz, Remy, & Sandri, 2014). This supports our finding that 

respondents turn themselves into “small experts” of the indented luxury item through social media and tools 

such as links and hashtags prior to purchase. Further, this indicates that, although our research is based on a 

limited respondent group, the use of social media in the decision-making process and its significance is a 

global phenomenon. 

 

Dinesen (2008) supports the importance of being present on social media. Her arguments of the value of rich 

and relevant media, which social media is, illustrate how social media can become an effective 

communication channel in brand equity management. Being able to create effective communication helps 

brands persuade consumers and, thus, increase perceived positive brand meaning.  

 

The previously identified challenge of unfavourable brand associations related to social media presence is 

important to consider in social media brand management. Luxury brands must understand that it is a risk that 

cannot be completely eliminated. Yet, we argue that the value-creating potential of social media outweighs 
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its risks. This is supported by Okonkwo (2010), who argues that being present can in fact minimize its risk. 

The main argument of why luxury brands should face the risk is the fact that consumers will negotiate brand 

meaning on social media independent of luxury brands are present or not. However, being present on social 

media allows luxury brands to create the frame of negotiation (Okonkwo, 2010). Furthermore, presence 

enables luxury brands to listen and even learn from their users, potentially minimizing the challenge of 

negative brand associations. Hence, indications suggest that advantages of exploiting social media surpass 

and even potentially help eliminate the risk associated with social media presence. Therefore, luxury brands 

can optimize their brand equity management by an incorporation of Facebook and Instagram. 

5.1.2 Combine Facebook and Instagram to increase customer perceived relevance 
By combining Facebook and Instagram in a social media strategy, luxury brands can increase their brand 

equity in the mind of our respondents.   

 

The combination of the two platforms increases richness and provides consumers with an opportunity to find 

a valuable balance between factual and emotional content (Dinesen, 2008). We found that through the 

decision-making process, Facebook is mainly used to gain factual information regarding the brand product 

and an in-depth understanding of brand values and heritage. Relating this to Dinensen’s (2008) concept of 

congruence, Facebook is mainly used to gain factual relevance. On the other hand, our study shows that 

Instagram is used to obtain a visual understanding of the brand universe and to evaluate if the consumer can 

identify with the brand and its usage situations and user profiles. Here, our respondents particularly value 

creative and aesthetic visuals that can evoke an interest and create a connection between the brand and the 

consumer’s self. This platform is beneficial to use for contemporary content, showing modern usage 

situations, styling of products in authentic settings that respondents can relate to. At the same time, the 

respondents find in-depth and factual information regarding brand values irrelevant on Instagram (App. 

E15). Thus, consumers on Instagram perceive emotional (Dinesen, 2008) content most relevant.  

 

Combining these two rich media platforms, Facebook and Instagram, provides consumers with several 

decoding keys, such as text, videos, and images. This enables the consumer to find a balance between 

demanded factuality and emotionality (Ibid.). Therefore, the content would be perceived as relevant to the 

consumer and effective for the brand (Ibid.).  

 

This combination of the two platforms not only increases the richness and relevance but also solve one of the 

main challenges of global luxury brand on social media. In our analysis, we found that one of the largest 

challenges that luxury brands are facing on social media is the contrast between social media’s demands for 

innovativeness, relevance and contemporariness and luxury brands’ traditional long-term values (cf. Block 

1). However, our respondents show that these traditional values still particularly relevant on Facebook, while 
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contemporariness is valuable on Instagram. Thus, the combination can mend the antagonism between 

traditionalism and modernisms. 

 

Cf. Block 3, the classic luxury fundamentals such as craftsmanship, quality and heritage are relevant for the 

respondents on Facebook. However, this type of information is only valuable to the respondents if it is 

delivered in decoding keys relevant for the respondents. Our research implies that information concerning a 

product’s quality or the brand’s identity must be shown in videos or pictures, and not in direct text (App. 

E15). These visuals must illustrate the information the respondents seek in order for the information to be 

perceived relevant. Thus, Facebook can communicate luxury fundamentals and still be perceived relevant to 

the consumers, as long as the luxury brands ensure several decoding keys. On the other hand, respondents 

value contemporary visuals and relatable usage situations on Instagram, showcasing how the brand is applied 

at the moment. Combining Facebook and Instagram, using several decoding keys, enable luxury brands to 

join traditional values with contemporary and relevant brand usage. 

 

Based on the above, combining Facebook and Instagram can increase the richness of the social media 

strategy and strengthen the consumers’ perceived factual and emotional relevance. Also, this combination 

mend the challenge related to the opposite notions of time, which luxury brands and social media represent 

(cf. Block 1). 

5.1.3 Tap into intrinsically motivated hedonic needs  
In order for luxury brands to be considered relevant during the decision-making process, they should tap into 

intrinsically motivated hedonic needs on social media. 

 

Classic luxury theory acknowledges both intrinsic and extrinsic motivations. According to Kapferer & 

Bastien (2012), luxury brands must include both a social and personal aspect. The social aspect concerns 

luxury that is purchased due to a desire of belonging to a superior social class. This is termed ‘luxury for 

others’ and is extrinsically motivated. The personal aspect, termed ‘luxury for oneself’, concerns purchases 

conducted due to a luxury brand’s values, quality, and identity that inherently provide the consumer with an 

experienced emotional pleasure and satisfaction. This need is intrinsically motivated (cf. Theoretical 

framework). Although both aspects are relevant for luxury brands to consider, particularly the social function 

of luxury has been emphasised through classic luxury brand literature (Kapferer & Bastien, 2012) 

(Okonkwo, 2012) (Trigg, 2001). 

 

Yet, our research points in a different direction. Our study indicates that our respondents are motivated to 

purchase luxury products based particularly on intrinsically motivated hedonic needs, and not extrinsic 

motives. In the analysis, we identified how luxury is purchased to fulfil a need of joy and pleasure (App. 
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E15). This pattern suggests an increased importance of intrinsically motivated consumption behaviour 

related to luxury products. 

 

At the same time, we as researchers need to consider a social desirability bias, either unknown or known to 

the respondents. Thus, we argue that they fall under the motivation of integrated regulation (Ryan & Deci, 

2000). As stated in the Theoretical framework, integrated regulation occurs when the motivation is 

completely in line with the consumer’s values and needs and is acted out in accordance to the consumers’ 

self. Yet, it is classified as extrinsic as it is done for its assumed instrumental value of the behaviour (Ibid.). 

 

During the interviews, none of the respondents explicitly indicated that they purchase luxury for its social 

function (App. E15). However, several respondents implied that they realize how luxury brands do 

communicate a social value and how a luxury purchase does create a social identity. The fact that they admit 

how luxury products construct their social identity combined with the luxury theory regarding the need of 

social stratification indicates that our respondents, possible unconsciously, are extrinsically motivated. Thus, 

this discussion could indicate that integrated regulation motivates our responds to purchase luxury. This 

means that luxury brands must tap into the needs and values of the luxury consumer’s self, and minimize 

their focus on highly extrinsic motives such as social stratification.  

 

The fact that tapping into extrinsic motives is irrelevant for our respondents is supported by their post-

purchase behaviour. Here, social media is used to search for information enabling them to reconfirm the 

perceived quality, style, and usability of the product. This is done in order to evaluate if the product lives up 

to its purpose of emotional pleasure and personal identification. The respondents do not use social media to 

communicate to others about the purchase or their relation to the brand (Ibid.). This supports their hedonic 

need for emotional pleasure, joy and satisfaction and supports that respondents’ purchase is perceived to 

them as intrinsically motivated. 

 

As stated in Block 2, this behaviour challenges Belk’s theory of the extended self in a digital world (2013) 

and indicates a different and subtler use of social media. This signifies a new emerging tendency. The 

consumer behaviour identified through patterns of our respondents is supported by Norwegian senior 

researcher Petter Bae Brandtzæg (2014). He argues that social media users are becoming more private and 

discrete as a result of the increasing pressure of constant exposure and self-presentation. High demand and 

possibility of self-presentation on social media create a fear of exposure or an exposure paradox: a wish to be 

seen parallel with a fear of being rejected (Brandtzæg, 2014). Interestingly, the respondents’ patterns of fear 

of appearing too pretentious or not fitting into the social community of a luxury brand resembles 

Brandtzæg’s (2014) theory of fear of rejection and self-representation pressure. He adds that social media is 
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still on the rise, but used much more passively and privately among younger people. This is due to 

exhaustion and tiredness of constantly being exposed (Brandtzæg, 2014). This study supports our findings 

and implies that these patterns might not concern Danish social media users only, but is a global or Nordic 

phenomenon that brands must take into account when developing their social media strategy. 

 

The above discussion indicates that luxury brands can increase value and relevance by tapping into 

intrinsically motivated hedonic needs. Content should focus on the personal pleasure and satisfaction that the 

brand provides while understating its social function. The social media content should neither encourage 

social belongingness or an explicit relationship to the brand as these extrinsic motives are not in accordance 

to the consumer’s self. 

5.1.4 Communicate to potential and current consumers  
Based on our research and analysis, it is recommendable that luxury brands should communicate to both 

potential and current consumers on social media. Currently, luxury brands believe that only potential 

consumers are present on social media (cf. Block 1, Main opportunity 1). Yet, our research shows evidence 

that both potential and current luxury consumers are on the platforms. 

 

According to our findings, potential luxury consumers are present on social media (cf. Block 1). Kapferer & 

Bastian (2012) refer to these types of consumers as dreamers. Dreamers do not own a luxury item. Yet, they 

aspire to the beauty and quality of luxury brands (Alonso & Marchetti, 2008) (Kapferer & Bastien, 2012). 

The existence of a dream factor among luxury brand followers on social media indicates that luxury brands 

attract potential customers on social media platforms. Consequently, communication related to establishment 

of a dream, which makes the luxury brand an object of desire, will be in accordance to potential consumers’ 

motivations and needs. 

 

According to our case study analysis, 25% of analysed user-generated content contains an expression of a 

dream (App. D3). This positive voicing makes dreamers a valuable audience to target as our research 

indicates that a quarter of ‘Contributors’ (Brandtzæg & Heim, 2008) are prone to talk positive about the 

luxury brand on the brand’s social media platforms. Further, communicating to dreamers can stimulate word 

of mouth on social media, which leads to an increase in brand awareness (Bruhn, Schoenmueller, & Schäfer, 

2012). 

 

Our analysis (cf. Block 3) indicates that current luxury consumers are part of the 90% invisible target 

audience on social, called ‘Lurkers’ by Brandtzæg & Heim (2008). Our respondents are all luxury consumers 

and users of social media (App. E15). However, these respondents are not visible on luxury brands’ social 

media as they do not contribute to the conversation, but listen to brand-created and user-generated 
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communication on these platforms (App. E15). Nevertheless, current consumers are still a valuable audience 

to target as the respondents utter that they all are inclined to follow luxury brands on social media if they find 

the communication relevant. Further, brand-created social media communication has the potential to turn 

them into actively engaged consumers. According to Brandt, consumers who are actively engaged with their 

brands by following them on social media will never perceive the brand-created communication as noise, 

which otherwise is a challenge, as they deliberately have chosen to receive these messages (App. B2). 

 

Luxury brands should use social media to turn potential consumers into dreamers, turning dreamers into 

current consumers, while keeping the dream alive in the minds of current consumers. Communicating to 

potential and current consumers on social media is in line with the tenth anti-law of luxury marketing 

(Kapferer & Bastien, 2012). The relevance of this recommendation is supported by Kapferer & Bastien 

(2012), who argue that it is a key element for luxury brands to both create a dream and keep the dream alive. 

This can be done through communication (Kapferer & Bastien, 2012). By using social media, luxury brands 

communicate on platforms that are accessible to the masses. Our research shows that this mass includes both 

potential and current consumers. This suggests that luxury brands should use social media to communicate to 

the two subgroups of potential consumers and current consumers, as all are present on the platforms (App. 

E15) (App. D3), and thereby keep the dream alive. 

5.1.5 Practice two-way asymmetrical communication  
Based on our analysis, it is recommendable that luxury brands should practice two-way asymmetrical 

communication on social media. This recommendation contradicts social media premises (cf. Block 1), 

theory (Okonkwo, 2010) and social media expert Brandt (App. B2), who all argue that luxury brands should 

practice two-way symmetrical communication in the form of dialogue on these platforms. Yet, our research 

find evidence that the respondents take no interest in entering into dialogue with luxury brands on social 

media and that non-dialogue even increases brand equity (cf. Block 3).   

 

According to our findings, our respondents do not expect nor want luxury brands to practice dialogue on 

social media because they take no interest in engaging in this type of communities (cf. Block 3). As 

previously stated, according to Brandtzæg (2014), a lack in engagement is emerging on social media among 

the younger population in particular. He argues that this trend is a result of a more discrete and private mode 

of communication resulting in a reduced need to express own opinions in an open and public platform like 

social media. Hence, we argue that practicing two-way symmetrical communication on luxury brands’ social 

media is not contributing with value in the minds of respondents.  

 

Besides no expectations to dialogue, our analysis of respondents’ use of social media indicates that they do 

not wish to nor take part in brand-created communities online to share their passion for luxury fashion with 
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others (App. E15). According to Heding et al. (2009), three markers should exists within a group in order to 

classify it as a brand community: ‘consciousness of kind’, ‘shared rituals’ and ‘traditions and sense of moral 

responsibility’ (Heding, Knudtzen, & Bjerre, 2009). Non of our respondents have these types of connections 

with other members on luxury brands’ social media (App. E15). Further, none of these markers were visible 

among users on Chloé’s social media platforms (cf. Block 1). Based on these indications, luxury brands are 

recommanded not to build communities on social media.  

 

Instead of practicing two-way symmetrical communication and building communities, we recommend 

luxury brands to practice two-way asymmetrical communication (Grunig & Hunt, 1984) on social media. 

This model is based on two-way communication, but in the form of feedback and not dialogue. Thus, the 

relationship is asymmetrical, as luxury brands dominates its target audience (ibid.). Yet, the communication 

takes the target audiences preferences into consideration, which Brandt emphasizes is important (App. B2). 

According to Brandt, social media communication must take departure in the target audience’s needs and 

interest in order to be perceived as valuable (Ibid.). By providing the target audience with valuable 

communication, luxury brands can boost motivation for involvement (Solomon, 2013). Further, the intention 

with the two-way asymmetrical communication model is to persuade the target audience (Grunig & Hunt, 

1984). According to the respondents, they want to be seduced by luxury brands on social media, which is 

why we recommend these brands to pursue this model on social media (App. E15). The two-way 

asymmetrical communication approach is in line with the management approach that luxury brands wish to 

conform to on social media (cf. Block 1), as they do not se the relevance in entering into dialogue with their 

audience on social media. According to Chônier, luxury brands solely want to expose brands’ identity and 

meaning on these platforms (App. A2).  

 

Further, it is in line with the third anti-laws of luxury marketing (Kapferer & Bastien, 2012). According to 

this anti-law, a luxury brand should not pander to its consumers’ wishes. This does not imply that a luxury 

brand should not pay attention to or listen to its consumers, but that they should resist listening to 

consumers’ demands, when these do not align with the brand’s identity (Ibid.). Thus, luxury brands can 

practice asymmetrical two-way communication on social media and be in accordance with both this brand 

management strategy and respondents’ needs and expectations.  

5.1.6 Create authentic and identifiable information rich content on social media 
In order for luxury brands to become unique in the mind of consumers, they must first ensure that their 

message reaches their receivers. In order to reach consumer and be considered by consumer, the message 

needs to be perceived relevant. Thus, relevance is key for brands (App B1).  
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This leads to a confrontation within the anti-law ‘Forget about positioning, luxury is not comparative’ 

(Kapferer & Bastien, 2012). Based on our finding, we argue that the classic aspect on positioning (Ibid.) is 

relevant to discuss. Opposite Kapferer & Bastien (2012), we argue considerations of expectations among the 

target consumer with advantage should be drawn in. This is founded in the belief that the targeted consumer 

determines the relevance of luxury brands’ content in their minds. Thus, in order to break through the noise 

on social media, luxury brands must make the initiative to communicate in accordance with perceived 

relevant content and be as relevant as competitors or more relevant in order to be noticed by consumers.  

 

As identified in the analysis, there is an immediate alignment between Chloé’s social media content and 

perceived relevant content among respondents on Facebook and Instagram (cf. Block 3). However, despite 

this alignment, our research shows that respondents do not perceive the brand-created content as relevant. 

This indicates it is important that luxury brands not only communicate in accordance with engagement needs 

on social media, but importantly also practice the right content categories (cf. Block 1) in order to be 

relevant.   

 

Our analysis indicates that luxury brands must create authentic and identifiable content in order to be 

perceived as relevant (App. E15). The actual importance of relevance has been clarified in the analysis with 

reference to Dinesen’s effective communication theory (2008) and Brandt’s concept of noise (App. B1). 

Thereby, we have established the importance and advantages of creating relevant communication on social 

media, which particular concerns luxury brands’ possibility to eliminate communication to be interpreted as 

noise by consumers (App. B1) and perceived credibility which relevant communication generates (Dinesen, 

2008). 

 

According to our findings, luxury brands must create relevant communication on the basis of consumers in 

order to optimizing social media presence. Based in our analysis (cf. Block 1-3) we find indications that 

luxury brands can increase content relevance by having a main focus on authentic content on both Facebook 

and Instagram. The authenticity is identified among respondents as the outmost decisive factor which 

respondents react positively on across content categories when describing and evaluating relevant content 

(App E15). Authenticity here concerns the consumers’ ability to recognize the communicated as to the 

settings, subject and real life situations. This emphasizes the relevance of the three content categories; 

‘Styling & usage’, ‘People & process’ and ‘Brand ambassadors & community’ as they all are characterized 

by authentic themes.  

 

Based on a global study (Wrang, 2014), authentic story telling has become one of the most important 

elements in creating convincing luxury brand communication. Phillips et al. (2014) further demonstrate the 
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value that authentic communication generates (cf. Block 3, Needs and relevant content in the information 

search stage). This supports our findings, indicating an importance in communicating authentic content on 

social media. Hence, it indicates how luxury brands communicating content with products placed in 

authentic contexts can create positively perceived brand equity in the mind of the consumers. 

 

The importance of products placed in authentic context is further supported by our research (App E15). 

Noticeably, authentic content with a combined product focus is indicated to increase communication 

relevance further among respondents. This is based on the need for information as the leading element within 

respondents’ engagement motivations and identification of social media having a central position in the 

decision-making process, especially in the information search phase. Hence, especially ‘Styling & usage’ 

and ‘People & process’ is perceived as relevant among respondents because they hold a product focus in 

authentic contexts and should be implemented in luxury brand communication on social media.   

 

Additionally, the importance of self-identification among respondents established in the ‘Analysis’ is 

interesting, as it indicates that luxury brands with advantage can communicate content that consumers can 

relate to and identify with. Here, we argue that the consideration of authenticity can help increase the 

identification among consumers, as the familiarity in visuals more likely will include more recognizable 

situations compared to commercialized non-real life settings. This is supported by respondents’ evaluation of 

social media content, where content visuals, which the respondents identify with, is perceived highly 

relevant compared to the commercialized posts evaluated on (App E15). 

 

As the analysis indicates a centrality of visuals on social media in terms of visuals being the primary driver 

among respondents, leading awareness, evaluation and the information search (cf. Block 2), authenticity is 

especially related to the visual parts of the content. The importance of both the use and creation of visuals are 

hence vital. Thus, visuals tapping into authentic product-related content will, according to thesis indications 

and supportive theory, lead to perceived relevant communication in the minds of consumers and can with 

advantages be employed in social media management.  

 

The importance of authenticity and achievable identification when creating relevant content is, according to 

our findings, supported by the incorporation of publicly known people36.  At first this could be argued to act 

against the anti-law concerning ‘keeping stars out of luxury advertising’ (Kapferer & Bastien, 2012). But 

supported by our consumer research, we find indications that the right use of ‘publicly known people’ is in 

accordance with both Kapferer & Bastien (2012) and our consumer analysis (cf. Block 2-3). The positive 

                                                        
36 By ‘publicly known people’ we refer to people whose personality is known by the public. According to Kapferer & Bastien (2012) 
dependent on the persons’ degree of known personality and the usage they can be divided  into ‘stars’, ambassadors’ and testimonials  
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effect of using people in communication whose personality are known to the target group is already clarified 

with reference to Bickart & Schnilder (2001) in Block 3 (cf. Needs and relevant content in the information 

search stage). Thus, the use of ‘testimonials’, who are people testifying their normal product use without 

letting their personality over shining the product, luxury brands can increase the relevance of content. The 

use of testimonials, such as bloggers, will be in accordance with respondents’ preferences of authenticity and 

a focus on the products.  

 

Further, it is in line with anti-law theory by Kapferer & Bastien (2012). According to Kapferer & Bastien 

(2012) luxury brands should use testimonials who identify themselves as regular users of the brand and 

whose status do not overshadow the brand. Hereby, bloggers’ personality will help increase brand 

understanding and their identity as ‘real people’ create authenticity, hence trustworthiness.  Their identity 

being perhaps aspirational but real and tangible makes identification increasingly possible compared to 

commercialized content with unknown people. Further, our research indicates that the use of bloggers 

compared to ‘stars’ comes with lower risk (App. E15). This is based on respondents claiming that the 

implementation of unfavourable ‘stars’, who they do not associate with, can have such a negative effect that 

it will surpass and eliminate positive brand associations and understanding (App. E15). This indicates that 

luxury brands with advantage can use publicly known people whose personality is limitedly known and have 

ethos in relevant areas. 

 

Last, our research indicates that initiatives concerning the quality of above-mentioned content should have 

prominent considerations (cf. Block 3, Expectations to high quality). Based on the identified influence which 

content quality has on respondents’ brand perception, it is of importance that luxury brands create social 

media content that reflects luxury brands’ high quality. Hence, if luxury brands will succeed in value 

creation on social media, we find indications that it is essential that luxury brands invest resources in creating 

high quality content - reflected in both visuals and the information provided by text - in order to deliver 

content which supports consumers’ perceived brand value. 

5.1.7 Contribute to easiness in the decision-making process 
It has been identified (cf. Block 2) that respondents’ use of both Instagram and Facebook in the problem 

recognition phase and information search phase is closely related to the importance of easiness. Facebook 

and Instagram is a natural part of respondents everyday life, thus information acquisition here is felt easy and 

pleasing the need for easiness. This indicate that luxury brands with advantage can communicate via these 

touch points as respondents are naturally present there and have easy access to them in their everyday life. 

 

In order for luxury brands to optimize their value creation on social media in the decision-making process, 

luxury brands should consider implementation of easiness in the content too. Easiness is identified as valued 
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by respondents in all parts of the use of social media in the decision-making process. Our consumer analysis 

identifies the relevance of hashtags and links in brand-created content among respondents in this regard, as 

they use them respectively as a search tool and a browsing tool. This indicates that luxury brands with 

advantage can make use of relevant brand hashtags and links to further exploration of information with the 

aim of facilitating felt easiness. Important here is that the indented purpose is not community building, but to 

tap into consumers’ need of information in order to have relevance in mind of the respondents. This is 

supported by earlier discussed initiative regarding that respondents neither wish nor take part in luxury brand 

communities on Facebook and Instagram.   

 

The above recommendations are based on a specific limited respondents group. To understand the validity of 

indications, further quantitative research is encouraged.  

 

Having identified seven strategic recommendation, we will move on to a discussion of their implications on 

brand equity creation and brand management in order to provide a nuanced answer to our research question.  

5.2 Brand management implications   
We will now discuss the implications of our findings of the thesis. We will relate our results to the concept 

of brand equity, based on Keller’s (2013) CBBE framework, to discuss the strengths of applying Facebook 

and Instagram in a total branding effort as well as the limitations. Further, we will relate our findings to 

brand management, drawing upon our continuous discussion of dyadic and triadic approaches to creating 

brand equity. This is done in order to understand the management-related ramifications of our findings, 

enhancing the application value of the thesis. Last, we will reflect upon implications of appropriate brand 

equity measurement 

5.2.1 Implications concerning brand equity creation  
Based on our findings, it is evident that luxury brands can apply Facebook and Instagram to build brand 

equity. Luxury brands can build brand equity by strengthening Salience, Performance, and Imagery (Keller, 

2013), which relates to the two lower levels of Keller’s (2013) CBBE model.  

5.2.1.1 Building Salience  
Luxury brands can build brand equity on social media by strengthening Salience. Our findings indicate that 

the respondents take interest in learning about luxury brands’ product categories and products on social 

media. In fact, it is often on social media the respondents’ obtain this type of knowledge about luxury brands 

for the first time. The continuous exposure of products triggers problem recognition and, thus, kick-starts the 

respondents’ decision-making process. Luxury brands can thereby strengthen Salience by communicating 

about their product categories and products on social media to brand equity in the mind of the respondents. 
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Yet, it is important to emphasize that the communication should be visualized in an authentic setting, as the 

respondents do not find traditional advertising campaigns relevant on social media (cf. Chapter 4). 

5.2.1.2 Building Performance 
Luxury brands can build brand equity on social media by strengthening Performance on Facebook. Our 

findings indicate that the respondents find information about luxury brands’ product details relevant in the 

decision-making process. In their information search, the respondents deliberately search factual information 

on Facebook about luxury brands’ product features, quality, design and style to determine whether the brand 

satisfies their functional and aesthetic needs. Luxury brands can thereby strengthen Performance by 

communicating about their products’ attributes and benefits on Facebook to increase brand equity in the 

mind of the respondents. Yet, it is important to emphasize that the communication should be perceived 

relevant, which use of authentic visuals generate, as the respondents do not find non-authentic visuals 

relevant on social media (cf. Chapter 4). 

5.2.1.3 Building Imagery   
Luxury brands can build brand equity on social media by strengthening Imagery. Our findings indicate that 

the respondents take interest in learning about luxury brands’ brand universe in the decision-making process. 

On Instagram, the respondents deliberately search information on how luxury brands’ products can be styled, 

in which situations these products can be used and who uses the brand. Facebook, on the other hand, is used 

in the search of understanding a luxury brand’s values and heritage. The respondents collect this type of 

intangible information on Instagram and Facebook in order to determine whether they can identify 

themselves with the brand. Luxury brands can thereby strengthen Imagery by communicating about user 

profiles and usage situations on Instagram and values and heritage on Facebook to increase brand equity in 

the mind of the respondents. Yet again, it is important to emphasize that the communication should be 

visualized in an authentic setting, as respondents must be able to identify themselves whit the content (cf. 

Chapter 4).  

  

By communicating about Performance on Facebook and Imagery on Facebook and especially on Instagram 

communicating relevant content, luxury brands can successfully establish brand meaning in the mind of the 

respondents, which leads to positive judgments and feelings towards these brands (Keller, 2013).  

 

Summing up, our study shows that luxury brands can build brand equity on social media by strengthening 

Salience, Performance, and Imagery. Thus, they should not tap into Judgments, Feelings, or Resonance 

(Keller, 2013). Interestingly, social media expert Brandt argues that social media are designed to build and 

strength relationships. According to Brandt, brands should exploit these platforms to build relationships with 

consumers (App. B2). However, we find no evidence that the respondents take interest in connecting with 

luxury brands, which is why we do not imply that luxury brands should build brand equity by strengthening 
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Resonance on social media. Yet, we argue that relevant brand-created social media content from luxury 

brands can lead to Resonance. Our findings indicate that the respondents are actively following brands that 

manage to create relevant content on social media (cf. Chapter 4). This behaviour is, according to Keller 

(2013), a sign of active engagement, which builds Resonance. Thus, if luxury brands tap into Salience, 

Performance, and Imagery and manage to provide the respondents with relevant communication, the 

respondents will automatically actively engage with these brands on social media.  

5.2.2 Combining triadic and dyadic brand approaches 
We argue that luxury brands can strengthen brand equity on social media by acknowledging a triadic brand 

meaning negotiation but leaning towards a dyadic brand management approach. 

 

Our research concludes that a global group of ‘Contributors’ (Brandtzæg & Heim, 2008) present on Chloé’s 

Facebook and Instagram platforms (cf. Block 1). This group contributes to the brand’s meaning negotiation 

(Broderick, Maclaran, & Ma, 2003) (Laroche, Habibi, Richard, & Sankaranarayanan, 2012). We also found 

that this meaning negotiation occasionally influence our respondents, although they are classified as 

‘Lurkers’ (Brandtzæg & Heim, 2008) and thus not contributing to meaning negotiation. This is supported by 

research that indicates how certain brand community members may hold more influence over this meaning 

creation through their perceived status over other members of the community (Broderick, Maclaran, & Ma, 

2003). Our research indicates that particularly negative comments and the brand’s reaction to these affect 

respondents’ perception of the brand. Thus, there is a triadic brand negotiation between the brand and a 

global group of ‘Contributors’, but this negotiation also affects the Danish ‘Lurkers’. This emphasizes the 

importance of acknowledging a triadic brand perspective.  

 

Acknowledging this triadic meaning negotiation, we still argue that luxury brands should lean toward a 

dyadic brand management approach despite current social media theory. We find evidence that our 

respondents value to be persuaded and swayed by a luxury brand. They value information that can make 

them fall in love with a brand and give them a sense of pleasure (App. E15). They value an asymmetric 

relationship between the brand and themselves, keeping distance and not including them in a dialogue. Based 

on these findings, we argue that luxury brands should manage their social media platforms in accordance to a 

dyadic brand management perspective.  

 

Combining the discovery of a triadic brand negotiation and the value of a dyadic communication approach, 

we argue that luxury brand should manage their social media platforms from an observing role (Heding, 

Knudtzen, & Bjerre, 2009). Heding et al. (2009) argue that there are two ways of managing communities: as 

a facilitator or as an observer. Although we have previously argued that the platforms are not classifies as 

online communities, the theory is still relevant to draw in in order to understand how social network 
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platforms can be managed. Here, we argue that luxury brands should be inspired by an observing role. Here, 

brands observe the meaning negotiation and the interactions on their platforms. By following these 

interactions, luxury brands can learn from their active users, understand tendencies and use it as inspiration 

for marketing management. Also, they can pay attention to emerging critical voices that might affect the 

larger group of ‘Lurkers’, and thus, limit unfavourable associations and meanings connected to the brand.  

 

Although current social media theory argue that luxury brands should act in accordance to the modern brand 

management perspective, we argue that luxury brands should instead act in accordance to a mixture of these. 

By being present on social media, luxury brands set the frame of meaning negotiation. Playing an observing, 

and not actively engaging role, luxury brands keep a distance to their audience but acknowledge the triadic 

brand negotiation. Thus, they are able to maintain their luxury image and equity but listen and react to any 

emerging unfavourable meaning constructions. This way, the brand will act in accordance to expectations 

and maintain their luxury image while still not neglecting this new meaning negotiation that social media is 

facilitating. This mix of acknowledging a triadic meaning negotiation but adopting a dyadic approach on 

Facebook and Instagram can ensure long-term brand equity.  

5.2.3 Measuring the social media investment  
Now we will reflect upon measurement management of above discussed social media investments. This is 

done in accordance to our application-orientated Philosophy of science. This reflection is relevant due to the 

importance of being able to evaluate the success of implementation of social media in brand equity 

management on appropriate terms. To understand the success of building brand equity on social media, it is 

crucial to understand the value of the investment. 

 

Dinesen (2008) argues that ‘Return on Involvement’ should be the foundation of return of investment 

measurements on social media, based on the belief that social media involvement is directly measurable. 

However, as our findings show that our respondents’ involvement does not include measurable activities it is 

not appropriate to measure success based on this parameter solely. 

 

Instead, we argue that luxury brands should measure social media success based on qualitatively defined 

criteria. This is based on our results indicating that our respondents can perceive content as relevant and 

valuable without leaving directly measurable tracks. Brandt supports this perspective by arguing against 

measurement based on likes, comments and share rates (App. B1). Instead, he emphasizes that value should 

be assessed by obtaining presence in the right and relevant channels founded in consumers motivations and 

behaviour. This argues against a definite use of ‘Return on Involvement’ and emphasizes the importance of 

formulating objectives that reflect an understanding of consumer motives on social media. 
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5.3 Empirical reflections 
This last section is a reflection of our empirical choices. Through qualitative methods, our primary data 

sources have illuminated the complexity of luxury brands on social media. Unexpectedly, our respondents 

showed behavioural and motivational patterns that contradict both our own expectations and the 

conventional and recognized strategic use of social media as platforms for dialogue and inclusion. Yet, we 

acknowledge that our results are based on limited data sources, which carry consequences for our research. 

Particularly, it influences the trustworthiness of our research as well as our findings and recommendations. 

 

We interviewed two experts holding two different perspectives in the cross-field of luxury brands and social 

media. To gain a more representative understanding of recurring challenges and opportunities of social 

media, more experts could have been included. However, as both experts supported the theoretical 

understandings concerning luxury and social media respectively, our interviews did not show particularly 

unanticipated findings. Therefore, no further expert interviews were conducted resulting in limited 

representativeness. 

 

A limited representativeness is also the case of our case study analysis, as it is based on one brand. Based on 

just one brand, we cannot conclude on the current social media strategies of luxury brands. Yet, we argue 

that themes and patterns might be transferable to other brands in the same industry. 

 

Last, we base our recommendations on seven Danish respondents. We acknowledge that this limited number 

can only illuminate some behavioural tendencies and is not representative for Danish luxury consumers. 

Thus, it would be beneficial to support our study with research consolidating the patterns of our respondents 

and increasing the degree of representativeness. The unexpected and noteworthy nature of our findings 

support the relevance of conducting further quantitative research in the research field in order to confirm or 

reject our findings. Also, further qualitative research could increase the trustworthiness of our results and its 

transferability. 
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6.0 Conclusion 
The purpose of this thesis was to understand how global luxury fashion brands can apply Facebook and 

Instagram to build brand equity. This understanding was pursued using the behavioural and expectancy 

patterns of Danish consumers’ decision-making process as a framework. The research was approached from 

a luxury brand management perspective, striving towards a strategic and applicable understanding.  

 

We conclude that luxury brands can build brand equity by tapping into Salience on both platforms and 

particularly Performance on Facebook and Imagery on Instagram. The content should be mainly 

informational and have a high degree of authenticity and self-identification. Surprisingly, luxury brands can 

build brand equity by acknowledging the existence of a triadic brand meaning negotiation while 

communicating in a dyadic approach. Here, they target both a global group of ‘Contributors’, while 

satisfying the motivations and expectations of a Danish respondent group of ‘Lurkers’. 

 

Reaching this understanding, we first sought to understand the complexity of building brand equity on social 

media as a luxury brand today. Here, we found that social media represent both challenges and opportunities. 

Identifying these illuminated how our research is placed in a cross field of brand management schisms. 

Representing a dyadic approach, the luxury industry claims exposure and broadcasting of brand meaning as 

the main opportunity of social media. The challenge especially lies in the risk of unfavourable brand 

associations. On the other hand, social media specialists represent a modern, triadic brand management 

perspective. They view social media as an opportunity to create new authentic and trustworthy meaning 

negotiation between the brand and its consumers, while the richness of the media strengthen consumer 

loyalty and engagement. The challenge lies in understanding how to be relevant in order to be noticed by 

consumers. 

 

Our case study analysis of luxury fashion brand Chloé supports that social media is mainly used for 

exposure, in line with the dyadic brand approach. On Facebook, Chloé builds brand equity by strengthening 

Salience and Performance associations. On Instagram, the brand particularly taps into Performance and 

Imagery. Further, it satisfies an engagement need for information on both platforms. Yet, on Instagram, the 

brand also encouraged a relationship between the brand and its consumers. Analysing its social media 

content, Chloé has an even distribution of authentic brand content on Instagram, where Facebook is 

dominated by commercial content. Analysing global user-generated content, we found that there is a global 

group of ‘Contributors’, engaging in brand meaning negotiation and showing strong attachment and a need 

for belongingness and relationship-building. 

 



Page 145 of 153 

With this understanding, we turned to understand the Danish luxury consumers. First, their behaviour on 

Facebook and Instagram was identified with the decision-making process as a framework. We found that our 

respondents do use social media in their decision-making process of a luxury handbag purchase. Everyday 

browsing on Facebook and Instagram triggers the problem recognition phase. Problem recognition 

particularly occurs on Instagram where intrinsically hedonic needs are generated based on visuals. In the 

information search phase, respondents become “small experts” by using first Instagram, then Facebook and 

last Instagram as central information sources to help understand quality, design, and self-identification. 

Together with familiarity, these are key evaluation criteria. In the post-purchase phase, personal re-

evaluation and confirmation are the main drivers of social media usage. Our respondents do not use social 

media to receive external confirmation or to construct their social self-identity. Last, we found that relevant 

content is key and a prerequisite of building brand equity in the mind of the respondents. 

 

The necessity of relevance demonstrated the importance of understanding consumers’ motivations and 

expectations to luxury brands on Facebook and Instagram. This analysis concluded that luxury brands can 

meet expectations by being present, delivering high-quality content and minimizing the dialogue between 

brand and consumer. Interestingly, this contrasts the existing theoretical view. Meeting our respondents’ 

expectations, luxury brands can strengthen brand equity through social media without harming their luxury 

brand image. 

 

Luxury brands can increase their perceived relevance by satisfying respondents’ engagement needs for 

information and enjoyment. Tapping into these needs, the content is perceived relevant and will be 

considered by the consumer. In contradiction to the established theoretical view, we conclude that satisfying 

a need for belongingness and relationship-building on luxury brands’ social media platforms is not perceived 

valuable by respondents. 

 

To increase brand equity, luxury brand must further communicate valuable content. Valuable brand-created 

content in the mind of respondents is characterized by authenticity and a possibility of self-identification. 

Commercialised visuals are experienced as noise on the platforms resulting in decreasing brand attention and 

devaluation of brand equity in the mind of the respondents. On Instagram, the authentic content category 

‘Styling & usage’ is the most valuated. Here, especially product styling and user profiles hold the highest 

relevance and must be carried by visuals, increasing the possibility of self-identification. Emotional 

relevance should be the focus here. On Facebook, the content category of ‘Products’ is valuable. However, 

products must be showcased in authentic usage settings. Also content of ‘People & Process’ is perceived 

relevant. Finally, we conclude that a higher level of information and textual details on Facebook than on 

Instagram increase perceived relevance. Factual relevance should be in focus here. 



Page 146 of 153 

Combining the findings of the luxury industry’s current social media conviction with the analysis of our 

respondents, we conclude that despite an alignment in satisfying a need for information, the luxury industry 

does not provide valuable content. This is mainly due to a lack of authenticity and low degree of self-

identification. 

 

We developed seven value-creating recommendations, turning luxury brands’ application of Facebook and 

Instagram into a brand equity strengthening strategy. These recommendation encourage luxury brands to: 1) 

Be present on social media, 2) Combine Facebook and Instagram to increase customer perceived relevance, 

3) Tap into intrinsically motivated hedonic needs, 4) Communicate to potential and current consumers, 5) 

Practice two-way asymmetrical communication, 6) Create authentic and identifiable information rich 

content, and 7) Contribute to experienced easiness in the decision-making process. 

 

Based on the findings and the strategic recommendations, we conclude that luxury brands can build brand 

equity on social media by strengthening the two lower levels of Keller’s CBBE model. On Facebook, the 

brand building blocks Salience and Performance are relevant to tap into. On Instagram, tapping into Salience 

and particularly Imagery can build positive brand equity. Further, luxury brands can strengthen brand equity 

on social media by acknowledging a triadic brand meaning negotiation but leaning towards a dyadic brand 

management approach. Playing an observing, and not actively engaging role, luxury brands set the frame of 

meaning negotiation but keep a distance to their audience. Thus, they are able to maintain their luxury image 

and equity but listen and react to any emerging unfavourable meaning constructions. This mix of 

acknowledging a triadic meaning negotiation but adopting a dyadic approach on Facebook and Instagram 

can ensure long-term brand equity. Last, our findings indicate that luxury brands should not measure the 

success of social media strategies through return on involvement or the traditional return of investment, but 

through qualitatively defined criteria. 

 

Based on our findings, luxury brands have the foundation to build brand equity on social media. However, 

our thesis takes outset in a limited data set, contributing to an in-depth but not representative result. Hence, 

supplementing our study with quantitative studies could help consolidate our findings. 
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Appendix 
Appendixes are saved on the USB-stick that comes with our thesis. Following appendixes can be found on 
the USB-stick:  
 
A1 Transcript Chonier 

A2 Categorization & meaning condensation Chonier 

A3 Question guide, Chonier 

B1 Transcript Brandt 
B2 Categorization & meaning condensation Brandt 

B3 Question guide, Brandt 

C1 Gallup full data tables 

C2 Gallup calculations 

D1 Chloé Facebook coding & hermeneutic interpretation 
D2 Chloé Instagram coding & hermeneutic interpretation 

D3 Chloé Facebook + Instagram categorization & coding 

D4 Chloé Facebook data 

D5 Chloé Instagram data 

D6 Chloé's Facebook posts 
D7 Chloé's Instagram posts 

E1 Transcript Charlotte 

E2 Categorization & meaning condensation Charlotte 

E3 Transcript Cecilie 
E4 Categorization & meaning condensation Cecilie 

E5 Transcript Iben 

E6 Categorization & meaning condensation Iben 

E7 Transcript Monica 

E8 Categorization & meaning condensation Monica 
E9 Transcript Christine 

E10 Categorization & meaning condensation Christine 

E11 Transcript Michelle 

E12 Categories & meanings condensation Michelle 
E13 Transcript Maria 

E14 Categories & meanings condensation Maria 

E15 Joint consumer pattern chart 

F1 Screenshots of photos from Chloé's FB page & IG profile used in the consumer interview research 

F2 Consumer interview question guide  

 
 


