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  Executive summary: 
 

Facing declining sales due to the economic crisis, many luxury companies are looking for new 

strategies of growth. Currently, many luxury and premium companies are looking for growth in 

the promising Chinese market for luxury consumption. China’s middle class is growing at fast 

pace and it has been predicted that China will become the biggest market for luxury consumption 

within a near future. Hence, a great opportunity for growth in China lies ahead and is seen as a 

promising sanctuary for western companies to recover from being in the red. 

 

The master thesis concentrates on the Danish shoemaker ECCO and its ambitions on the Chinese 

market. Currently, China is just one of ECCO’s many markets however it is ECCO’s strongest 

growth market and is therefore likely to becoming ECCO’s main market in the nearest future. 

The main purpose of thesis was to assess whether it would it be a viable growth strategy for 

ECCO in China to reposition their brand as an upper premium brand by using a brand extension 

into clothing as a tool to reach a broader segment and increase market shares.  

 

ECCO’s has been quite successful on the Chinese market targeting business men and women 

aged 35-40 and 55+. According to ECCO, their brand is perceives as being in line with luxury 

brands such as Prada on the Chinese market. However, one of our main findings was that this is 

not the general perception of ECCO in China, at least not among the young consumers. Moreover, 

though ECCO has been quite successful in targeting the older consumer group, we conducted a 

brand awareness survey based on young Chinese consumers which indicated that brand 

awareness was very moderate, almost non- existing in this segment. In comparison all our 

contestants knew luxury brands such as Prada and Louis Vuitton. 

 

In order to grow luxury and premium brands within the fashion market, not only seek out new 

markets to conquer, but also make use of brand extensions into adjacent categories such as 

apparel, leather goods, perfume, cosmetics and eyewear as well as watches and jewellery. 

 

As ECCO is already making shoes, bags, belts and wallets we suggest that ECCO makes an 

extension into clothing. As the young segment aged 20-29 is the segment that spends the most 

money on clothing and as ECCO is already covering the older segments we suggest that ECCO 

targets the elder part of this young group. However as our findings showed a low brand 

awareness and a lot of confusion about ECCO’s positioning and brand attributes, ECCO is facing 



 

 

a strategic brand building and positioning challenge. ECCO has to decide upon which position 

they should hold, how to capture this position and which segment they should target on the 

Chinese market in order to expand and increase their market share.   

 

Our suggestion is that ECCO makes the brand extension into clothing as a sub-brand targeting the 

younger segment. However, ECCO should be careful not to lose their current target group on the 

way, when incorporating the younger less affluent and less status possessing younger consumers 

into the brand universe. That a brand can be used as a status marker is one of the most important 

aspects for the Chinese consumers who are eager to show the surrounding society that they have 

success and leads a good life. However to boost status and for the brand extension to succeed 

ECCO has to make heavy investments in elevating their brand socially and on creating brand 

awareness among the different Chinese consumer segments. This can be done by using an 

aggressive marketing and branding campaign and by applying the right kind of positioning 

strategy. ECCO has to be clearer about how they want to be perceived by the Chinese consumers. 

 

Our suggestion is that ECCO reposition itself with the use of a new and more consistent 

positioning strategy supported by the new brand extension. To be perceived as a true upper 

premium brand ECCO could look to what the well know luxury brands are doing to create a 

luxurious image. Hence ECCO has to upscale everything from their distribution and service, to 

price and products etc. All in all ECCO have to seem more luxurious in all its communication 

with the consumers. Moreover, ECCO should make use of among others sponsorships, celebrity 

endorsements, fashion shows and fashion magazines in order to create a constant buzz around 

their brand thereby creating interest in the ECCO brand as well as permitting ECCO to create a 

stronger bond to its current and new customers. 

By doing this ECCO will make the Chinese consumers realize that ECCO is a strong premium 

brand and the indispensable brand equity will be created.  

 

Deciding upon such initiatives as the ones described here should however not be done without 

making intense marketing research. ECCO should carefully make pre-testing and research based 

on quantitative and qualitative analysis, before making the final brand extension and 

repositioning decision. If ECCO choose to make the brand extension and to engage in a 

repositioning campaign it is also of outmost importance to follow up on these by making 

sufficient measurements of its sales figures and brand equity. 

  



 

 

                                                

Appendix I: Definitions 
 

In this project we will use the word high-end brands to cover both upper premium brands and 

luxury brands. By luxury brands we mean brands such as Chanel, Louis Vuitton, Armani, YSL, 

Prada, Gucci etc., these fashion houses “owe” a luxury and prestige status and have contributed to 

shaping the global fashion market 1 . According to Phau and Prendergast (2000) ‘luxury’ is a 

subjective notion, however it is possibly to define the concept of a luxury brand. “Luxury brands 

compete on the ability to evoke exclusivity, a well-known brand identity...brand awareness and 

perceived quality.” Moreover, luxury brands are “those whose ratio of functional utility to price is 

low while the ratio of intangible and situational utility to price is high”.  In reality this means that 

though consumers judge fast moving consumer goods on the brand and brand associations, they will 

normally put greater emphasis on functionality and price. In opposition, luxury consumers weights 

brand and status the most, whilst functionality is assumed2.  

 

Premium brands are those brands situated just under the luxury brand like Polo Ralph Lauren, 

Lacoste, Calvin Klein, etc. Premium products have high quality and highly priced products like 

luxury brands but have a wider distribution than the luxury brands. Though premium brands often 

seek to be perceived like luxury brands their marketing mix strategies are more attuned to the mass 

market, albeit the more luxurious part of the mass market3. Therefore we characterize both premium 

and luxury brands as high-end brands. We categorize ECCO in China as a premium brand4. 

However, there seem to be some confusion among the Chinese consumers about where to place 

ECCO. ECCO’s position varies from everything between mass market where we find brands such 

as H&M, Zara, Mango, Top Shop, to being a low-end luxury brand. Moreover, the confusion is 

only made greater as ECCO sees itself as competing with Prada in China. 

 

 

 
1Okonkwo 2007, p. 44 
2Riley, Lomax and Blunden 2004, p. 42 
3Okonkwo n.d.  
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1 Introduction 

During the last couple of years the luxury industry has experienced a decline in sales, due to lower 

consumer confidence, the economic crisis and the rise of the Euro against the dollar limiting the 

worldwide spending on luxury brands5. Hence, luxury and premium6 companies are looking for 

new strategies of growth. The core of business simply comes down to pleasing the shareholders 

with return on investments and the customers with desirable products. However, in reality it is a 

complicated task and the question is not solely where to find growth, but more importantly how to 

manage it7. 

Currently, many luxury and premium companies are looking for growth in the promising Chinese 

market for luxury consumption. The Chinese elite consist of people aged between 25-45 years8 and 

especially the young consumers between 20 and 29 are eager fashion consumers9. Moreover, the 

young generations are the most active and influential ingredient in China’s growing economy. They 

are a symbol of the swift transformation taking place in the Chinese society, and will be 

determining in the formation of China’s new and future consumption patterns considering both taste 

and spending10. Hence, reaching these consumers is on top of most companies agendas. To attract 

these and other consumers, the luxury companies depend on branding. Branding becomes highly 

relevant in China for two reasons; 1) as many companies have entered the market the competitions 

is becoming fiercer and branding is a means to make differentiate products which should make the 

purchase decision easier for the consumer, and 2) counterfeiting constitutes a potential threat for the 

competing brands. As most frauds possess the needed know-how and advanced technology they are 

able to make almost totally identical products to those of the leading brands. Brand owners state 

that between 15-20% of well known brands are counterfeits making it a billion dollar industry as it 

is estimated to account for eight % of China’s gross domestic product11. Therefore, marketers must 

address the consumers and carefully analyze the opportunities of building up strong relations 

between the brand and the consumer. If the marketers succeed in creating such a relationship it will 

gain strong brand equity, an intangible asset, that connects the consumer to the brand and if 

successfully done leads to consumer loyalty. Hence, brand equity is a competitive advantage as it is 

1 

                                                 
5 Riley, Lomax and Blunden 2004, p. 41 
6 See definition section luxury vs. Premium brands. 
7 managing luxury brand growth 2006, p. 2 
8 Lu 2008, p. 16 
9 http://www.portal.euromonitor.com.esc-web.lib.cbs.dk/passport/DocumentView.aspx 
10 Chen 2009 
11Chow 2006, p.2 

 



 

not possible to counterfeit. According to Keller (2008) “a brand has positive costumer-based brand 

equity when consumers react more favourably to a product and the way it is marketed  when the 

brand is identified than when it is not...”12.  

When a brand has high customer-based brand equity the customers have a tendency to be more 

positive toward a brand extension. Therefore a company can transfer a brand’s equity when entering 

a new category. However, it is a two-way relationship and the brand extensions can also influence 

the equity of the core brand, in both positive and negative ways13. Hence, brand equity is one of the 

main reasons for making or not making a brand extension. Improved brand equity seems to have the 

greatest effect on a brand looking for an extension success. Brand equity is also central when it 

comes to how consumers view the ‘fit’ between the parent brand and the brand extension, with a 

strong brand equity brands can circumvent the danger of brand dilution especially when it comes to 

how the consumers’ view status, imagery and craftsmanship which are all very important for 

premium and luxury brands14.  

Brand extensions are an indispensable part of the life of a brand – it represents growth, expansion of 

scope and market adaptability15. Line extensions, as well as category extensions are essential in 

helping a brand grow. Category extension attracts new customers into the brands universe and line 

extension generates supplementary sales with current customers16. However, brand extensions can 

be risky, important aspect such as high awareness, exclusivity and attractiveness can come to pass 

as the brand and its luxury plea gets diluted. Several luxury brands had taken their extensions too 

far and have therefore had to reconsider the span of their brand extensions and the amount of 

licensing agreements given 17 . Therefore extensions requires careful considerations and it is 

necessary to identify the right time, place and content for the extension as well as the methods to be 

implemented for the launch18. 

 

As many other brands the Danish shoe fabricant ECCO has entered the Chinese market to win 

market shares and increased sales. However, the ECCO brand has not extended far compared to 

established fashion brands, while ECCO are producing shoes and a few accessories most of the 

established luxury and premium brands have a wide variety of products ranging from shoes to 

clothes to perfume, etc. With its earlier extension into bags and it new premium shoe collection 

2 

                                                 
12Keller 2008, p. 48 
13Riley, Lomax and Blunden 2004, p. 41. 
14Riley, Lomax and Blunden 2004, p. 52 
15Kapferer 2000, p.154 
16Riley, Lomax and Blunden 2004, p.46 
17Riley, Lomax and Blunden 2004, p. 41 
18Kapferer 2000, p.154 

 



 

ECCO wants to be perceived more as a fashion brand than as a shoe brand19. However, a true 

fashion brands have many apparel goods and brand extensions play an important part of creating 

strong fashion brands. Therefore if ECCO wants to succeed in becoming a fashion brand ECCO 

will have to make a category extension into clothing. However, a category extension requires a 

sufficient market to embrace it and moreover for a brand extension to leverage on the parent brand 

requires a strong parent brand which again requires a high level of brand equity. Brand equity is 

strongly linked to the level of brand awareness and to a brands positioning in the minds of the 

consumer. Hence, the positioning of a brand comes first on the agenda. However, positioning a 

brand on a foreign market can be a difficult task due to among others cultural differences. The 

Chinese consumers are status seekers and therefore brand awareness and brand image are of 

outmost importance for their purchase behaviour and thereby for a company’s success on the 

Chinese market. This leads us down to our research question; 

 

Would it be a viable growth strategy for ECCO in China to reposition their brand as an upper 

premium brand and as a tool creating a brand extension into clothing thereby reaching a 

broader segment and increasing market shares?  

 

 

 

 

 

3 

                                                 
19http://www.kvindeguiden.dk/default.asp?thdid=21476&bid=15799  

 



 

2 Method 

2.1  Sub-questions 

In order to answer the research question we will make use of the following sub-questions: 

- How attractive a market is China for luxury and premium companies and especially for ECCO? 

- How strong a brand is ECCO in the eyes of the young Chinese consumers? 

- Does ECCO have sufficient brand equity to make a category extension into clothing targeting the 

young consumers? 

-Would such an extension improve or damage ECCO’s current brand equity?  

- What characterises the young Chinese consumers and what are their expectations to and 

motivations for purchasing premium and luxury brands?  

- How should ECCO reposition itself?  

2.2 The structure of the master thesis 

The project is broken into three main parts consisting of several chapters and a conclusion 

responding to our research question. In part one, we will in order to answer our first sub-question 

“How attractive a market is China for luxury and premium companies and especially for ECCO?” 

assess the attractiveness of the Chinese fashion market and the possibilities for ECCO to enter this 

market. This chapter starts with an analysis of the Chinese fashion market assessing among others 

the trends on the market and which stage level China has reached compared to a very developed 

market for fashion, the US. This is followed by a Porter’s Five Forces analysis allowing us a more 

through insight into the apparel industry, to assess whether ECCO would be able to survive in an 

industry like this. We moreover, considered including a PEST analysis in this part of the chapter, 

but as ECCO is already operating on the Chinese market, being quite successful, we decided that a 

PEST analysis would be of less relevance. However, if the reader is interested, we have included 

the PEST analysis in appendix 1.  

Moreover part one will answer the sub- question “how strong a brand is ECCO in the eyes of the 

young Chinese consumers?” we will reply to this question first by introducing the ECCO company 

and second by analysing how far ECCO has come in their brand building effort in China 

considering the young segment, for this purpose we have made a survey as well as a focus group 

and five one-to-one in-depth interviews which we will apply to the customer based brand equity 

(CBBE) model as explained by Keller (2008).  

4 

 



 

 

Part two concentrates on the young Chinese consumers. Here we will analyse what characterises the 

young Chinese consumers, their consumptions patterns, preferences and tastes, and their 

motivations for buying luxury and premium brands to examine how the brand extensions can meet 

the Chinese consumers’ needs. Part two also discusses the pros and cons of brand extensions and 

ECCO possibilities for making a brand extension into clothing. Here we will assess whether ECCO 

have sufficient brand equity to make an extension into clothing targeting the young consumers and 

whether such an extension will improve or damage ECCO’s current brand equity. With these 

considerations in mind we will give our recommendations to ECCO on whether they should make 

the extension or not and whether now is it the right time for ECCO to make the extension? 

Following we will explain which kind of analysis ECCO itself will have to engender to assess how 

strong their brand is, whether they should go through with such an extension, when they should do 

it and so on.  

 

Part three, which is the last part before we reach the conclusion, will be based on our suggestions to 

ECCO about how they can use the brand extension and the six P‘s of fashion branding and 

marketing to target the young Chinese consumers thereby expanding their reach. Moreover, these 

initiatives will help ECCO to create more brand awareness and to climb further up in the brand 

building pyramid, thereby fostering competitive advantages and greater market shares. Moreover 

we will use the six P’s to explain how ECCO can reposition itself as an upper premium brand, grow 

brand equity and increase market shares.  

 

The thesis will end in a conclusion of the project’s examinations thereby answering the research 

question. 

2.3 Delimitation 

Our thesis is based upon a limited empiric data set. For example our on-line questionnaire does not 

have enough contestants to be representative for the entire group of young Chinese, in fact it is very 

far from being representative. Though we have supplemented with both in-depth and a focus group 

interview our thesis should not be seen as being sufficient enough to constitute the basis for ECCO 

to decide upon whether ECCO should make the extension or not. The thesis should to a greater 

extent be viewed as a beginning piece of preliminary work - to see whether there is a possibility to 

make a category extension into clothing at all and to assess how this could be done. We are aware 

of the fact that our recommendations build on a limited empirical data set, however these are as 
5 

 



 

stated only recommendations and in all cases, these recommendations would have to be 

supplemented with more insider knowledge about the ECCO brand and more knowledge about the 

Chinese consumers and the different consumers segments if these were to be used.  

ECCO is producing high quality products in the high end price scale which is why we delimit 

ourselves from examining the mass market for fashion goods. Furthermore, we will not examine the 

market for outdoor- and sports clothing industry, as we believe, ECCO should focus more on 

entering and gain a strong position on the premium market for fashion. This however, is a decision 

for ECCO to take and such a decision can only be made on the basis of a much broader and more 

representative empiric data material. Moreover, it could seem more obvious for ECCO to make a 

category extension into clothing targeting their current consumers. Targeting existing customers are 

easier than aiming at consumers that are currently out of the brands reach. However, the aim of our 

report was to make a suggestion to ECCO on how they could grow by reaching a broader segment 

with the help of a category extension.   

Though it would have been optimal to have taken a more regional approach in this thesis, we have 

chosen not to, among other due to page limitations. However, we are aware of the fact that 

standardized brand marketing seems to be less effective than locally adopted marketing, given that 

China is a very diverse country, not only economically and geographically but also culturally. 

Hence, the brand implementation strategy requires a high level of geographical research of the 

many different consumers’ mindsets as for instance what works in the north might not work in the 

south as northern consumers can be notably more conservative than their southern counterparts20. 

Therefore, it is necessary with a geographically approach on the Chinese fashion market. First- tier 

cities such as Shanghai, Beijing, Guangdong etc. have a well-established infrastructure where the 

consumers have high wages and are exposed to and used to the western brands21. The second tier 

cities are less developed fashion markets where regional and national brands are highly represented. 

However, brand awareness and desire for luxury brands is not solely for the first tiers cities as more 

and more second tier cities are joining in22. Though it may seem as a lack that our project did not 

take these aspects into consideration, we believe that other things were more important to 

emphasise. Moreover, ECCO is already present in the bigger cities and in the coastal parts of the 

mainland, Hong Kong and Taiwan and should therefore be aware of these differences in taste, 

purchase behaviour and consumption cultures. In this thesis we have chosen to look at China as a 

whole, that is to say that we will apply the word China and the Chinese fashion market to encounter 
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20Hunt 2008 
21Møbjerg and Hansen 2008 
22Sushma 2008, p.8 

 



 

both mainland, Hong Kong and Taiwan. This is also reflected in our empiric data. We conducted 

interviews with students from Beijing and Shanghai as well as from Hong Kong and Taiwan. In this 

way we have tried to encounter the whole of China, in order to make some general assumptions 

about the Chinese fashion market and about the ECCO brand in China. Though we can see some 

small differences between the young Chinese from Mainland, Hong Kong and Taiwan, we do not 

believe that these differences were bigger than if we had chosen to interview young Chinese people 

from the rural and the urban cities in Mainland China, or between the young people from the West 

and The North of China. The British influence has remained strong in Hong Kong, people from 

Hong Kong are considered to be more western than other Chinese which might give the wrong 

picture of Chinese consumption behaviour in our study. However, as the fashion trends are created 

in Shanghai and Hong Kong and if a company succeeds in obtaining a strong foothold there it will 

most likely succeed in expanding to other parts of China23. From interacting and interviewing with 

the young Chinese, we saw them as being quite alike when it came to purchase behaviour and the 

way the viewed fashion and luxury brands. However one could say that our study, at least the 

empirical has it focus on the western part of the Chinese Mainland, Hong Kong and Taiwan, 

moreover our empirical study mainly represents young people living in big urban cities. However, 

by using secondary literature involving greater parts of China (or at least talking about the Chinese 

market as a whole), we have sought to make our study more representative, thereby allowing us to 

make generalizations about the Chinese market as a whole.  

2.4 Methodology 

The method section consists of two parts; first part is the project’s scientific approach while the 

second part regards the data collection method and criticism of the latter. 

2.4.1 Scientific approach: 

The approach of the project is primarily theory driven and therefore, a deductive approach. The 

advantage of the deductive approach is that the selected theory has already been tested and 

generally approved24. Deduction implies testing a theory on real life practice, hence on empirical 

material. In other words, a deductive approach starts from general principles in order to make 

conclusions about individual events25. In that way, the problem statement is analyzed in the light of 

already existing theories. 
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The progress of the project went as follows: Firstly, the problem statement was formulated in 

agreement with the master thesis manual. Hereafter, the relevant theories, models and frameworks 

for solving the problem statement was selected. Henceforth, the relevant empiric material was 

gathered and analyzed in relation to the theories and our analytical frameworks and in that way, the 

collected data from the interviews and empirical material was tested deductively.  

2.4.2  The data collection: 

The choice of empirical material is based on the assumption that the material should cover the most 

essential aspects of the chosen subject. We, therefore, intended to include as broad a material 

selection as possible. Furthermore, we have intended to give a contemporary picture of the current 

situation as possible. 

2.4.3 Primary empiric material: 

The primary empiric material has been collected in order to facilitate the answering of our research 

question. It consists of a focus group interview, five in- depth interviews and a questionnaire 

answered by 17 Chinese students. 

Focus group interviews are one of the most popular qualitative research methods today and usually 

consist of a discussion of approximately 90 minutes to two hours involving between 6- 12 

participants26. According to Hair et al. focus group interviews contribute with several benefits for 

the marketers among the most important ones for our maters thesis, they help explain the 

consumers’ hidden needs, wants, attitudes, feeling, behaviours as well as helping explain changing 

consumer preferences 27 . We chose to have five contestants participating in our focus group 

interview, all students from Hong Kong. By selecting a homogenous group it brought together a 

certain level of natural and relaxed environment which made it easier for the contestants to speak 

their mind as they would not have the same need for social acceptable responses which would have 

been more likely if bringing together a heterogeneous group28. However, there are some caveats 

linked to using focus groups, one is that the interviewer has reduced control another is the risk of 

some group members dominating the interview, thereby preventing others from communicating 

their opinions. Moreover, the data are harder to analyse as who is talking may be blurred. However, 
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our assessment is that in our focus group interview all got to speak and as we transcribed the 

interview right after it took place it was still clear in our memory who said what29.   

 

We also made five in-depth interviews with five girls; three from Beijing, one from Shanghai and 

one from Taiwan. However, we would have like to have had a more equal distribution of the sexes 

in our in-depth interviews, this was however not possible. One of the advantages of making in-

depth interviews is among others flexibility as we were able to ask questions and collect data on 

their attitudes and behaviours on a wide variety of topics30.   

2.4.4  Interview design:  

All of our interviews were unstructured, as we wanted a high degree of flexibility to be able to look 

deeper into interesting points, views and ideas that arose during the interviews. Moreover, our 

questionnaire was supposed to provide us with the more generalisable data. Whereas structured 

interviews normally look for generalisable and statistically consistent data, the unstructured 

interview search for profundity and detail and taps into the individual understandings of the 

interviewee31. Our main purpose of the focus group and in-depth interviews was to find out if the 

interviewees knew the brand ECCO and moreover, to see how high/low the level of brand 

awareness was. Furthermore, we would like to find out more about their feelings and attitudes 

towards luxury brands, their purchase behaviours, preferences etc. in order to assess the potential 

for an ECCO brand extension and find out more about how to position the ECCO brand.   

2.4.5  Criticism on empiric material: 

As we cannot speak Chinese the survey questionnaire was published in a Chinese forum at 

http://www.expat-blog.com, an international forum in English for expatriates of all nationalities. 

However, only one, a man aged 40, from Hong Kong32, answered the questionnaire. As we did not 

succeed in getting more than one answer from the Chinese forum we went to “Strøget” to find 

Chinese tourists who could answer our questionnaire. However, we did not succeed in meeting 

many Chinese tourists and the ones we met had limited English language skills. Therefore we 

decided to join CBS’s buddy team to meet Chinese people who we counted on would be willing to 

help us with in-depth- and focus group interviews.33  

                                                 
29 Pole and Lampart 2002, p. 133 
30Hair, Bush, Ortinau, 2009, p. 220 
31Pole and Lampart 2002, p. 131 
32Appendix 1 
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2.4.6  Validity and reliability of our empiric findings: 

Our thesis is based upon a limited empiric data set. For example our quantitative data – the on-line 

questionnaire does not have enough contestants to be representative for the entire group of young 

Chinese, it is indeed very far from being representative. Even if the questionnaire should only be 

used in order to make analysis of the ECCO brand, the number of contestants should have been 

much higher. For example Millward Brown usually conducts about fifty to hundred interviews per 

week to asses for example brand loyalty, brand positioning, response to marketing communications 

etc34. However, our empirical findings should only, as before mentioned, be seen as a preliminary 

study assessing the opportunities and potentials for ECCO to reach the young segment. This should 

lead up to ECCO making its own extended marketing research.  

Moreover, there are a few other serious problems linked to our empiric material. One of them is that 

we chose to change our on-line questionnaire along the process by adding new questions. For 

example we added new brands to our questionnaire quite late in our response collections process 

which is reflected in our findings. These brands were Lloyds, Timberland, Lacoste and Ralph 

Lauren. Moreover, the young Chinese we interviewed only filled out about half of the questionnaire 

as we wanted to save some of the questions to the interviews to obtain some broader explanations 

on these matters. Under the questions they did not answer we have written NA and to circumvent 

this validity and reliability problem, we have evaded using misleading findings in the report, by 

avoiding mentioning things that could mislead the reader, however the reader should be aware of 

these things when viewing the appendix. 
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Another very important point to mention here characterising both the on-line questionnaire, the 

focus group interview and the in-depth interviews is that the students who responded could have 

learned more about the ECCO brand while being in Denmark, hence their awareness and attitudes 

towards ECCO might not have been the same had we been able to ask young Chinese people 

situated in China. Moreover, it might have had a positive influence on the in-depth and focus group 

contestants’ answers that we are their buddies35 and therefore some of them were aware of the fact 

that we were writing our thesis on ECCO, which could also have led to a greater awareness and a 

more positive attitude among them, hence our findings could be affected by this. We have taken this 

into our considerations and evaluations. We believe that the contestants awareness about ECCO 

have been affected by the contestants living in Denmark, as they said so themselves (though they 

had only been here for a couple of weeks when the interviews took place). However, we find that 
 

34Keller 2008, p. 331 
35The buddy is part of the buddy programme at CBS where the international office applies Danish CBS students to 
participate and help the international students getting settled in Copenhagen during their stay as an exchange student at 
CBS. 

 



 

the contestants’ gave us their honest opinions about ECCO, as if they really were influenced by us, 

we assume that their answers would have been more positive towards the ECCO brand, which was 

not the case.  

 

Another problematic linked to our empirical findings is that we did not get a hold of any of ECCO’s 

loyal customers. The contestants from the conducted survey and our interviews were almost all 

students aged 18-28. The target group of ECCO is according to Kenneth Larsen from ECCO men 

and women from 35 to 40 years old and from 55 years and over. We are convinced that we would 

have had different answers if we had focused on ECCO’s target group and maybe also if we had 

had a group of Chinese with higher incomes than students. Moreover the students we interviewed 

almost all said that they had friends that were much more into fashion and luxury brands than 

themselves and getting a hold on these might also have led to different results. However, we think 

that our findings are appropriate for the purpose they serve, that is to say assessing how widespread 

the level of ECCO’s brand awareness is in China among the young Chinese.   

2.4.7  Secondary empiric material: 

In the master thesis we have mainly used written material. The master thesis is not based on neither 

a solely quantitative approach nor qualitative approach, but rather a mix of the two - the so called 

triangulation approach where two sets of data are used, the “hard and soft”. We have for example in 

assessing the attractiveness of the Chinese market, made use of both types of data. The secondary 

data collection mainly, took place at the library searching the internet and online academic 

databases.   

2.4.8  Theory selection: 

We will account for the theory selection and its strengths and weaknesses in this section. Our theory 

and other written materials such as articles, cases and academic papers are mainly based on how to 

manage and position luxury. At first look this may seem as an unusual choice of theory since we are 

dealing with a premium brand. However, our reason for writing about how to position luxury 

brands is that there is a lot of confusion about ECCO’s positioning, with some consumers seeing it 

as a lower premium brand bordering to a mass market brand, which is not what ECCO is aiming at 

being perceived as. Hence, we are of the belief that ECCO needs to trade up, to lift their brand 

towards becoming a true upper premium or maybe even lower luxury brand. Hence, to do this 

ECCO has to look at what the luxury brands are doing and to make some of the same moves as the 

luxury brands to change the consumers’ perceptions of the ECCO brand.  
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The master thesis analysis’ parts are built on Porter’s Five Forces competitive analysis and branding 

theory such as Keller’s CBBE. We have used among others Keller and Kapferer in our brand 

extension analysis. Furthermore, we make use of the 6 P’s as a tool for our suggestions to an 

implementation plan for ECCO’s repositioning. Below we will comment on the strengths and 

weaknesses of the selected theories. 

 

Porters Five Forces: 

One of the most successful theories on industry analysis is Michael Porter’s Five Forces which was 

developed in 1980. These forces which are rivalry, the threat of substitutes, buyer power, supplier 

power, and barriers to entry create the growth potential in the industry and therefore, determents 

how attractive the industry is. The strength of the five forces is part of determining the industry’s 

attractiveness and moreover, which strategy a firm should select in order to compete under the 

dominating market conditions. Regarding the use of Porter’s Five Forces one should take note of 

that it is a general illustration of various industries’ conditions and thereby not only formulated for 

analysing the industry for luxury and premium manufactures. Therefore, not necessarily all of the 

five determinants should have the same level of attention as they might not have the same 

significance and furthermore, there are no guidelines for the respective forces’ influence and impact 

on the competition. Moreover, a force that is important today, but possibly it is not as important in 

the future. Hence, one might argue that the Porter’s five Forces is static and not forward looking. 

However, to circumvent this problem we have also described the future trends on the Chinese 

fashion market in our chapter on the Chinese fashion market.    

 

 CBBE pyramid: 

The CBBE pyramid describes the building blocks used to foster strong customer-based brand equity. 

The pyramid consists of four steps where step one is the lowest implying that the brands 

relationship with the customer is vague as brand awareness is almost equal to nothing. Step four 

which is the highest step in the pyramid, provides the ultimate relationship between a brand and its 

customer. The CBBE pyramid can be used a tool to measure the strength of the brand. We applied 

our empirical study in the model in order to find out which step on the pyramid ECCO has reached 

so far in the minds of the young Chinese consumers. 

 

Brand extensions theory: 

In our brand extension category we have mainly used to the work of Keller (2008) and Kapferer 

(2000). Though there are many different definitions of brand extensions we have chosen to use the 
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ones from Keller (2008)36. However as both Keller (2008) and Kapferer (2000) writes about brand 

extensions in general, we have chosen to supplement this chapter with academic articles minded 

especially at the luxury industry such as the work of  Reddy et al. (2009) and Riley (2004). 

 

 The 6 P’s of marketing and fashion branding: 

The luxury fashion marketing and branding mix consist of 6 P’s; product, price, place of 

distribution, promotion, people and positioning. It derives from the classic 4 P’s, which were 

however not sufficient enough to describe luxury fashion marketing and branding why additionally 

two P’s had to be added. The extra two P’s people and positioning are vital in fashion branding and 

marketing. People concern both the fashion consumers but also the people working for the luxury 

fashion brands. The luxury brands employees are central as especially the level of service separates 

luxury goods from other goods. Luxury positioning is also of outmost importance as luxury is 

judged much more on its intangible aspects than fast moving consumer goods, hence having a 

strong image and the right positioning in the minds of the consumers are determining for the 

success of luxury brands37.  

The 6 P’s which constitutes a firms marketing mix are not so much a theory, but more of a 

framework employed to structure a company’s marketing and branding efforts. The marketing mix 

should by coordinated and designed in such a way that a certain company can achieve its marketing 

goals while adding value to its customers. The 6 P’s can be criticised for focusing solely on the 

company’s point of view and thereby, neglecting the consumer. However, as we have analyzed the 

Chinese consumers in section four our suggestions for the implementation plan is based on their 

needs.  
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3 The Chinese fashion market 

3.1 The luxury model: 

The diffusion of the luxury culture in Asia can be divided into five stages as shown in the figure 

below. 

Figure 1: The spread of the luxury model38

         Stage 1                 Stage 2                   Stage 3                 Stage 4                   Stage 5 

 
 

China is to be found in the show off stage – stage 3, in their luxury evolution. However, this is only 

true for a limited number of the Chinese cities. In the cities where people are well-off they are 

almost fighting to acquire the right symbols of their richness which they flaunt in a very 

conspicuous way. The upper-class is buying houses and cars, fancy clothes and accessories. 

However, the majority of the Chinese population is still in stage 1, though there is a large expanding 

group in stage two whom have the means to buy a few luxuries. As it has become evident the 

different layers of a society are at different stages of luxury consumption in the model. A country as 

economically diverse as China reaches from subjugation to show off. The spread of the luxury 

model, not only explains the stages that a country has been through, it also highlights a country’s 

potential. Though Japan is almost saturated, as many consumers are already found in stage 5, there 

are still plenty of possibilities for the industry in other Asian countries including China. Just picture 

the feast for the luxury brands when China arrives at stage 539.  

3.2 Chinese Annual Disposable Income 

China has experienced an enormous growth in annul disposable income. In 2008 there were about 5 

million rich with an annual income of RMB 1 million; DKK 737.500, 40 million affluent (RMB 

                                                 
38Chadha and Husband 2006: 43 
39Chadha and Husband 2006: 45-47 
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500,000; DKK 368.750), and a 150 million big middle-class (RMB 100,000; DKK 73.750). It is 

estimated that there are 195 million people in China who can afford to buy luxury products40.  

Between 2002 and 2007 the annual disposable income in China has been mounting with an average 

10.6% growth rate, this trend is forecasted to persist. Though income rises, China has witnesses a 

deceleration in consumer expenditure starting in 2006. This is somewhat disturbing, in particular 

when taking into account that the disposable income growth has stayed fairly stable. China has a 

high savings ratio estimated to be about 25% of the disposable income, owing to both a traditional 

tendency to save in China and to the recent politics where the state has cut back on health-care and 

pensions in such a magnitude that the citizens themselves has to put money aside to these future 

expenses.41

3.3 Spending on Consumer Goods and Services 

Both durable goods and consumer services have seen the fastest real growth from 1995 to 2007 and 

it is expected to go on until 2015. Transport, communications and health goods and medical 

services have been superior in generating real growth over the reviewed time contrary to the 

spending on food, clothing and household goods and services having decreased over the same 

period. This evolution is nevertheless perfectly normal for a developing country as it is a result of 

the ameliorated living conditions in China42. 

 

Between 2006 and 2007, most expenditure categories witnessed a decline in real growth. Here, 

food, clothing and household goods were hit most badly, and had moreover been marked by a 

decline in growth since 1995. The decline in spending despite of an increase in incomes is due to a 

couple of issues. As already mentioned people are saving for housing (with growing prices) 

healthcare, pension, education and so. Moreover, the inflation has eaten into the purchasing power 

for especially the consumers being badly off. However, the government’s decisions about national 

minimum wage improvements will help the working people in the future43. 

3.4 Shopping for Clothing and Footwear 

As the Chinese incomes grow, China will carry on augmenting its consumption of luxury       

clothing and shoes. Enlarged taxes on luxury items amounting to 17% have failed to limit the 
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consumption. China was credited for 12% of worldwide luxury goods sales in 2006 and the Chinese 

have ever since been augmenting their purchase of luxury items44.  

 
Table 1: Consumer Expenditure on Clothing and Footwear in China in RMB billion45:  

*Constant value at 

2007 prices 

1995 2000 2002 2004 2006 2007 

Ready-made clothing 214.8 287.4 314.8 359.0 461.6 484.1 

Footwear 66.8 74.3 109.6 128.0 171.9 187.9 

Total 357.5 426.6 493.9 561.3 722.4 763.9 

 
Table 2: Per Capita Expenditure on Clothing and Footwear in China in US$ per capita46: 

 1995  2000  2002  2004  2006  2007 

Clothing and footwear  28.86  36.13  41.11  48.49  66.14  76.34 

 

Table 3: Chinese consumer expenditure on clothing and footwear by age of household head in US$ per 

household 47  

 2005 2006 2007 

Under 20 131.2 162.1 195.2 

20-29 271.7 314.5 360.9 

30-39 238 278.6 327.7 

40-49 215.2 248.2 292.2 

50-59 182.8 208.9 250.1 

60 + 99.1 114.3 137.8 

Total 200.2 230.9 271.2 

 

As we can see in the first two tables, though there have been a decline in consumer spending in the 

apparel category, we can still talk about a massive growth in the per capita expenditure on footwear 

and clothing in China. Moreover, we can see in table three abowe that it is in the age group between 

20-29 that the biggest spenders are found, followed by to 30-39 years old.  

3.5 Fashion Trends 

Brands are extremely significant in China and the correct image is determining for a company’s 

accomplishments in China. Western fashion has overruled all previous dress codes in China and this 

                                                 
44Consumer Lifestyles in China 2008, p. 2, See appendix 1 for more on taxes  
45Consumer Lifestyles in China 2008, p. 3 
46Consumer Lifestyles in China 2008, p. 3  
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trend looks to continue into the future as China becomes increasingly open to the world and wealthy 

enough to purchase high fashion and real luxury clothing and footwear. 

Sports and leisure fashions linked with the health and wellness wave will also become a very 

profitable market in the future.  

The Chinese youth are wooed by the huge Japanese and American fashion houses by using the 

mounting recognition of the music and lifestyle scene (in big the cities). Hip-hop is the fastest rising 

music style in China today and an image-conscious hip-hop and b-boy culture has reached China, 

and will probably play a huge role in the future fashion trends. 

Western fashion houses will persist being popular in China in the future as the Chinese are very     

eager to make money and to display it. Also goods and services that go along with luxury handbags 

and designer sunglasses will be profitable. This market covers a wide array reaching from luxury 

cars, designer cell-phones, luxury furniture and household goods and jewellery and watches. It will 

furthermore, lead to an augmented market for fashion and lifestyle magazines and travel. The 

luxury market, even despite the fact that it has obtained immense growth, is still generally seen in 

its early life in China. As a result brands that are catering to the mass market have got a bigger 

market segment, than the real luxury brands that of course have a smaller segment48.  

3.6  The Chinese clothing and footwear market compared to the US 

The US has for quite a while been the world’s largest clothing and footwear market, followed by 

Japan that amounts to about half the value of the American market. However, while the US has 

been a very secure marked with steady growth Japan has in the resent years been characterized by a 

decline in value sales. Though the US is the world largest market, China, Russia and Brazil 

continues to show exceptional growth. In US it is the casual wear that has been fostering the 

demand and the same tendency is beginning to show in China.      
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Figure 2: Key markets in clothing and footwear 

2006 49

 
As indicated in the figures above it is China that dominates in growth rates, however, compared to 

the US China is still a much smaller market. But, with its growth potential and economic 

development, the opportunities for the clothing and footwear industry in China are very 

promising50.  

3.7  Consumer expenditure in China and the US 

If we compare the consumer expenditure on clothing and footwear from 2003 to 2008 on the 

Chinese market with the consumer expenditure on clothing and footwear on the American market 

during the same period it is obvious that the Americans spend much more money on shoes and 

clothing than the Chinese. This is of course linked to the Americans having greater earnings in 

general and the fact that the US has had a very developed clothing and footwear market for many 

years while China is an emerging market both considering the number of affluent consumers and 

the only recent birth of the ready-to-wear clothing market. What we can see is however, that the 

Chinese consumer expenditure on clothing and footwear is growing at a fast pace. From 2003 to 

2008 the expenditure has just about doubled in China while the growth in the USA during the same 

period has been more moderate, though 21% it is still quite high for a developed market. 
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Table 4: Consumer expenditure on clothing and footwear in China and the US, in US$ millions, Fixed 2008 

Exchange Rates - Value at Current Prices 

 2003 2004 2005 2006 2007 2008 

China 67.678 74.641 87.791 99.684 112.996 134.919 

China *2003 = index 100 100,00 110,29 129,72 147,29 166,96 199,35 

US 359.217 378.050 396.550 413.795 428.752 435.724 

USA *2003 = index 100 100,00 105,24 110,39 115,19 119,36 121,30 

 

As the figures below show, China has had an immense growth on the clothing and footwear market 

from 2001 to 2006. Measured in retail value the American clothing and footwear market was more 

than four and a half time bigger than the Chinese one in 2001. In 2003 the gap was reduced to three 

and a half and in 2006 the American market was “only” about two and a half times larger than its 

Chinese counterpart.  

 
Table 5: Market Sizes of the Chinese and the American clothing and footwear market measured in retail 

value - US$ million - Fixed 2006 Exchange Rates - Value at Current Prices51

  2001 2002 2003 2004 2005 2006 

China clothing and 

footwear 

64.384 71.029 79.237 88.941 100.603 114.786 

China clothing 50.896 56.327 63.394 72.094 82.421 94.637 

China footwear 13.488 14.702 15.843 16.847 18.182 20.149 

US clothing and 

footwear 

269.361 266.378 268.718 277.290 290.426 301.243 

US  clothing 225.642 224.105 225.439 232.625 244.510 254.180 

US footwear 43.719 42.273 43.280 44.665 45.915 47.063 

 

Though the American clothing and footwear market is still much bigger than the Chinese one, the 

continued growth on the Chinese clothing and footwear market makes it a question of a few years 

before the Chinese clothing and footwear market reaches the size of the American one. As we can 

see in table 6 below the forecasted % volume growth in China will be much greater than the one in 

the USA. The % volume growth on the Chinese clothing and footwear market from 2006-2011 is 

supposed to be 111.4, while the same forecasted growth in the US is much lower. 
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As table 7 shows the % value growth is forecasted to be much greater in China than in The USA. 

The growth in value from 2006-2011 in China is estimated to be 86.8 %, while the figure for the 

USA for the same period only is estimated to be 7.3%. 

 
Table 6: Forecast Sales of Clothing and Footwear in the US and China by Sector: % Volume Growth 2006-

201152e 

 2006-11 CAGR53 2006/11 Total 

US clothing 5.8 32.7 

US footwear 6.1 34.7 

US clothing and footwear  5.9 32.9 

China clothing 16.7 116.3 

China footwear 10.3 63.1 

China clothing and footwear 16.1 111.4 

 
Table 7: Forecast Sales of Clothing and Footwear in the US and China by Sector: % Value Growth 2006-

201154e 

 2006-11 CAGR 2006/11 Total 

US clothing 1.4 7.2 

US footwear 1.5 7.7 

US clothing and footwear  1.4 7.3 

China clothing 14.4 96.1 

China footwear 7.6 44.3 

China clothing and footwear 13.3 86.8 

 

Both men and women have insight into global fashion trends and brands, and are willing to use a 

great part of their salaries on things that are new and modern55. 

 

 

 

 

                                                 
52http://www.portal.euromonitor.com.esc-web.lib.cbs.dk/passport/DocumentView.aspx 
53Compound Annual Growth Rate (CAGR) 
54http://www.portal.euromonitor.com.esc-web.lib.cbs.dk/passport/DocumentView.aspx 
55Consumer Lifestyles in China 2008, p. 2 
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4 Industry analysis – Porters five forces 

According to Michael Porter some industries are more lucrative than others. This is due to the fact 

that an industry’s attractiveness is determined by the dynamics of the competitive structure. To 

assess the nature of competition in an industry we will use Michael Porter's Five Forces Model. 

Porter explains that there are five forces that determine the industries attractiveness and long-run 

industry profitability which are: rivalry, entry barriers, threat of substitutes, supplier power and 

buyer power. 

4.1  Definition of the industry 

It is important to define an industry in a way that is not too wide taken too many competitors into 

consideration, nor too narrow leaving out potential competitors 56 .  

Not long ago the Chinese apparel market was divided into two distinctive markets catering to 

different segments. One consisted of Chinese brands producing affordable basic wear sold in 

Chinese department stores, foreign hypermarkets or tiny specialty chains. The other was luxury 

brands sold in franchised boutiques or fashionable department stores. However, with the raise of the 

Chinese middle class a new apparel market has emerged, involving quality brands being sold in 

department stores and specialty stores. This market mostly consists of casual brands from Hong 

Kong, such as Esprit, Giordano, Baleno and Glorious Sun, local Chinese brands and international 

brands but recently also foreign brands. These foreign brands may be medium sized chains that are 

well-known in their country of origin, but not abroad. One example is Singaporean chains like 

Samuel and Kevin.57

 

However, as ECCO is a premium brand wanting to position itself towards becoming more luxurious 

we will focus on the part of the Chinese fashion market where the premium and the luxury fashion 

brands operate.  
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4.2 Rivalry 

4.2.1  The importance of branding: 

Due to the huge growth in the Chinese fashion industry rivalry will be less intense as the existing 

players are not forced to take market share of their competitors in order to grow their sales. The 

Chinese fashion luxury market is characterized by many differentiated goods which indicate that the 

branding and positioning of luxury goods is of outmost importance58 . Some brands are very 

powerful having created a strong link to their fashion consumers, also Chinese consumers are 

known for being very brand loyal and therefore, not willing to switch from their favorite luxury 

brand to another. In that way there can be emotional costs involved for the consumers if they have 

to switch from one brand to another, which contributes to less rivalry. However, far from all 

Chinese are brand loyal and many people are eager to try new brands.  

4.2.2  International high-end brands: 

Today, the Chinese high-end fashion clothes industry is dominated by international players. How 

popular or profitable each luxury fashion brand is can be hard to access as the luxury brands keep 

their sale figures to themselves. Louis Vuitton is seen as the most successful foreign luxury brand in 

China — closely followed by Gucci who has attracted the first-time- luxury consumers by making 

their products affordable economically.59 The success of Louis Vuitton should be found mostly in 

its early entrance and by its very professionally brand positioning based on its European roots. The 

booming of the Louis Vuitton brand has had a positive influence on other substituting brands.60

However, not only luxury brands such as Gucci, Louis Vuitton, Burberry, Armani and Hugo Boss 

are strong in China, also premium brands such as Lacoste, Tommy Hilfiger and Ralph Lauren have 

got a very strong presence in China. Lacoste is currently one of the most successful premium brands 

in China mainly due to an ambitious repositioning strategy. In 2004 Lacoste decided to make China 

their main market in ten years using an expansionist strategy by enhancing the number of 

specialized boutiques and shops by five to ten times in ten years so that the Chinese consumers 

would have easier access to Lacoste61. Currently, Lacoste is represented in 70 cities with 130 shops, 

where the majority of shops are located in Shanghai and Beijing62. Lacoste's casual yet luxurious 

polo has won its way into the corporate dress code, like the one of Ralph Lauren and Tommy 
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Hilfiger. The Lacoste brand stands for youth, colour, coolness, style and luxury63. By doing this 

Lacoste’s target group has moved from an average age of 45 to 35. Lacoste has made several brand 

extensions. Beyond clothing and accessories they sell perfume, shoes, sun glasses and watches64. 

Five years after the Chinese strategy was published Lacoste has gone up from being ranked as 

number 50 to the top 5 brand in China, partly thanks to a massive online marketing campaign65.  

4.2.3  Creating brand awareness: 

Most of the above mentioned luxury companies are investing massively to create brand awareness 

and to maintain the buzz around their brands. Some of the tools most often used by luxury brands 

are events and sponsorships. MaxMara for example held a party in Beijing’s popular art district, 

with more than 1,000 guests drinking champagne in an enormous transformed metal drum. Fendi 

hosted a four-day show on the Great Wall including a catwalk66. Lacoste is using both celebrity 

endorsement and sponsorships to create awareness about their brand and has for instance been 

sponsoring the tennis player Andy Roddick67 and has become an official partner of China Open 

which takes place annually in Beijing68.  

4.2.4  Western versus Asian brands: 

Though most of the brands mentioned have been European or American fashion brands, brands 

from other Asian countries are also very trendy especially amongst the under-30s. These brands are 

often Japanese such as Evisu, Yohji Yamamoto and Bape and are also admired and just as 

expensive as Gucci and Louis Vuitton. The Asian brands have a huge advantage as they are being 

seen as more suitable for the Asians. Many of the young Chinese we talked to preferred Asian, 

especially Japanese and local brands over European and to some extent American brands. The 

Chinese sees Westerners as being tall and broad and believe that Western clothing will not fit the 

Asian people’s proportions. Many of our Chinese interviewees seemed so convinced about the 

misfit that they did not even consider trying the Western brands.  

Local Chinese brand, especially from Hong Kong and Taiwan are also becoming more popular. 

Chinese fashion had for a long period been seen as low-end clothing due to its poor quality, but 

after the Chinese privatisations the quality has been raised notably and Brands like Borne, 
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Hongguo, Giordano and especially Li-Ning, has become very popular.69 Still Chinese brands are 

having a hard time entering the luxury market due to their earlier focus on low-end markets. 

Shanghai Tang is one of the only successful Chinese high-end fashion brands70.  Chinese dressing is 

currently not as fashionable as the “Western” as foreign brands are still looked upon as better, 

which permit them to be used as a status symbol. However as Japanese, Korean and to some degree 

local brand are very popular among the young Chinese, things may change and especially European 

clothing brands may have a hard time convincing the young Chinese that they will look good in 

their apparel71.  

 

As the Chinese incomes grow, the consumers will spend even greater amounts on clothing and 

shoes. As a result, there is still room for new high-end suppliers of clothing as business will be 

really flourishing here. Designer brands are making fast money in China and will keep on building 

on this success, but the future market with truly remarkable growth is the markets under the luxury 

brands. Though many new entrants are likely to enter the high-end fashion markets, we find that 

this threat is on the strong side of moderate due to the potential market growth. 

However, positioning oneself in China is not as easy as it used to be. Foreign luxuries clothing 

manufacturers has brought international marketing campaigns to China and the smaller houses have 

used marketing and imitation of trends and fashions to win the Chinese clothing and shoe market. 

With the increasing competition there will only be enough space to a limited number of companies 

in the market, therefore less competitive brands will be defeated.72

4.3  Entry barriers 

The threat of new competitors is determined by to which extend there exists a problem with high 

entry barriers. These entry barriers should be easy to overcome, if new entrants should have 

opportunities to compete against the existing players.  

4.3.1 Taxes: 

One thing that often prevents fashion firms from selling their goods on the Chinese market is the 

Chinese taxation. The tax on luxury goods in Mainland China is high, not only is there a 17.5 % 

value-added tax, but also a 10% consumption tax and an average 24% luxury tax on high-end goods. 

These severe taxes has meant that many Chinese mainlanders goes to Hong Kong or other 
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destinations to buy their luxury items, in fact only one-third of all luxury goods bought by Chinese 

consumers are acquired on the mainland. Therefore, some luxury brands sees there stores on the 

mainland more as showrooms creating brand awareness, than as the main sales points.73 However, 

the taxes might be lowered in order to prevent the Chinese from going abroad to buy luxury goods.  

4.3.2  Longer-term returns: 

Though the number of luxury consumers in China is growing, luxury brands should not count on a 

quick return on their Chinese investments. The costs of establishing a business especially for a 

luxury brand where everything has to be perfect can be quite high. Just think of all the costs 

involved in; renting or buying stores the right places, finding and educating staff, creating brand 

awareness etc. Moreover, unless your brand is widely known and longed for, demand will most 

likely be modest in the short term. In addition elevated import duties and taxes make it almost 

impossible to sell to others than the economic elite. Therefore, luxury companies might spend 5-10 

years in China before they get a return on their investment. Until now, it has only been a few luxury 

brands, including LVMH and Prada that has been able to gain large profits on their sales on the 

mainland.74  

4.3.3 Lacking IPR regulations: 

It is no secret that the piracy rate in China is one of the highest worldwide with about 20% of 

consumer products being fakes. Hence, counterfeiting is one of the things holding back many global 

brands from carrying out their production in China. In such cases, where global brands feel 

unsecure about operating on a certain market, entry barriers are high75. However, China’s entrance 

in the WTO76 has improved the protection of intellectual property rights.77  But, counterfeiting 

remains a problem due to lacking enforcement and penalty at the local level. However, as the 

Chinese themselves are starting to build up brands they are also in need of better IPR protection. 

China’s legal institutions are busy stopping the manufacturers of counterfeit luxury goods with 

more than 13,000 cases filed in 2005.78

4.3.4  Ineffective advertising and media: 

Due to difficulties reaching ones segment, building brand equity can be very complicated and 

expensive. Getting a message through in China can be quite impossible as the Chinese newspapers 
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and other print medias often contains too many advertisements and therefore most readers hardly 

notice a new luxury advertisement. Moreover, variations within the Chinese regions means that a 

marketing endeavour can lead to great results in one city but may have only modest or no force in 

another. Also, it is difficult to reach the consumers in the smaller cities. Cartier therefore uses both 

print media and television to develop the Chinese market.79  

4.3.5 Capital requirements: 

Capital is needed when setting up a business and can easily become an entry barrier. In the hot ends 

of town renting space to set up a store can be expensive and creating brand awareness in the 

Chinese market requires patience and a serious branding and marketing effort.  

All in all the entry barriers are higher than assumed at first sight. With the taxes and the competitors 

that are often owned by big international concerns, it needs a brand of a certain format to survive in 

the luxury fashion business. The Chinese consumers are brands loyal, especially considering luxury 

brands which must however before getting their attention be widely accepted (in the right circles) 

before it makes sense to purchase them. With the variety in taste characterizing the Chinese market 

adding to the difficulties we find that the entry barriers are quite high especially for a midsized 

company having to take up the competition with the luxury giants.  

4.4 Threat of Substitutes 

The competition caused by substitute’s stems from products outside the industry. While the threat 

of substitutes typically affects an industry through price competition, there can be other concerns 

linked with substitutes. 

 

The threat of substitution comes from other fashion brands outside of the luxury market, tailor 

houses as well as counterfeit products. Though consumers have the option to make their own 

clothes, thereby saving money, it requires a lot of time, plus the necessary sewing and designing 

abilities. However, in some areas of China the use of tailor houses are very common, this is for 

example the case in Shanghai which has a long tradition in tailor made clothing80. The threat of 

substitution in the Chinese fashion industry is moderate to high. The luxury brands are constantly 

seeing other brands trying to copy their popular designs for a lower price. 
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4.4.1 Counterfeits: 

The largest menace on the Chinese market is counterfeit products. The counterfeit products are sold 

way under market prices and do to a high degree resemble the original ones. The regular brands are 

afraid due to the latest trend – fakes that are as good as perfect clones often called “genuine fakes”. 

The quality of the “genuine fakes” is so good that even the wealthy consumers purchases these 

items, sometimes even without knowing that what they have purchased is a fake product. While 

luxury brands used to fear damages on their image due to bad imitations, they now fear to lose their 

clients to the genuine fakes.81 This fear is understandable as the amount of fake products sold in 

Asia is bigger than the one of the genuine market. The difficulty in fighting against counterfeits is 

that the Chinese does not see purchasing or selling counterfeit products as something criminal – it is 

a cultural question (though also seen in many other parts of the world).82  

However, there are vast differences between the Chinese consumers of fake products. Some are 

brand ignorant, not even aware of having purchased a fake product. Then, there is the group of 

young people entering the business life, but still not having enough money to buy real luxury 

products, why they must live with an imitation until they make enough money to get the real thing. 

Other groups like the Chinese nouveau riche look down on fakes and find these unattractive 

considering the lacking prestige factor. Whether the counterfeit are harmful for the sales of “real” 

fashion brands is an unsolved question, but as good as all luxury brands see the fake imitations as a 

serious threat that harms their sales83.  

However, being copied is an indicator of success.84 Moreover, the counterfeits may not be such a 

bad thing as it might work as publicity for a brand. “The very existence of fakes helps advertise the 

genuine brand and spreads its usage, albeit fake, among a much wider consumer base, wetting their 

appetite for luxury“85. Chadha and husband (2006) believe that the taste of the consumers buying 

the fakes will change concurrently with their social position, as the consumers’ advance socially, 

their taste matures and they will end up preferring the real thing. What will get them hooked are 

also the experience in buying a luxury product, i.e. the store and the service86.  
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4.5 Supplier power 

In our case we are dealing with the sales of readymade clothing, and we therefore, see the suppliers 

as those delivering the fabrics to ECCO or the ready-to-wear clothing made for ECCO. In the 

textiles market, suppliers are primarily chemical companies, some of these are huge MNCs (e.g. 

BASF and DuPont); having stronger supplier power than the smaller players. Providers of raw 

cotton and wool are also important for the textile market, in particular those in the natural fibre 

business. A number of brands use finished ready-for-sale products bought from their suppliers. 

Such suppliers have great power owing to the significance of quality and competence of their 

inputs87. 

 

One of the barriers to growth in the fashion industry is that the production has not been able to keep 

up with the demand. If you look at it this way, one should assume that the suppliers have quite a lot 

of power, since their services are needed badly88.  

However, the introduction of the agile supply chains and quick response supply chains which are 

demand driven based on sales information, rather than being forecast driven, competitiveness is 

now based upon timing and know-how.89 The fact that fashion trends and the consumers demands 

are shifting rapidity, has resulted in an increasing number of “seasons” and smaller units, possibly 

only 500 units.90 “The success of the model lies in being able to adapt what you’re offering in the 

shortest time possible to what clients want.”91 Thereby the successful firms are the ones that are 

good at learning about demand and customer satisfaction. To improve the efficiency of the supply 

chain companies are partnering with other members of the supply chain to improve the performance. 

This implies going from using many suppliers to using only a limited number of partners92. Also, 

retailers work with flexible manufacturers that can easily respond to the consumers demand. If the 

sale of a fashion item is good they can order more, or if bad they can switch from the production of 

poor selling products to high selling products. With these abilities the power of the retailers is 

growing as they are able to force manufacturers to take on extra responsibilities and be responsive 

to their requests, or they will basically shift supplier.93  
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4.5.1 Switching costs of firms in the industry: 

Switching costs for retailers are not very high: they include the risk that choosing a low-cost 

supplier involves a more extended supply chain that may not be able to cope with sudden changes 

in demand in a market susceptible to changes in fashion94. However, Luxury fashion suppliers have 

more power than low-end fashion suppliers since luxury products needs to be perfect and made of 

special material by gifted people that are the best at doing their work. Also, the manufacturing of 

the luxury clothes plays an important role in a luxury brands story telling. Moreover, these brands 

will be hit more seriously if it got out that their suppliers were using, child labour, were polluting 

the environment and so on. Therefore the luxury brand has to know everything about their supplier 

and has to be able to have a great saying in the production, which is probably why many does the 

production in-house instead of outsourcing it.   

4.5.2 Backward integration: 

Retailers have started to integrate backwards, as particularly high-street clothing retailers have 

bought suppliers in order to obtain greater control over the design and fabrication expenses. The 

lover price has benefitted customers, making the relationship between the fashion retailers and their 

target groups stronger.95  

4.5.3 China – a major apparel manufacturer:  

China is the world leader in textile and apparel. However, due to a pressure from the government on 

firms to take more social responsibility and the raising prices on human resources, many firms are 

now starting to look outside of China to find more competitive suppliers e.g. in the much less 

developed and low-wage country Cambodia and also in India and Vietnam96. This possibility to 

source from foreign manufacturers’ means that the supplier fragmentation is made greater thereby 

limiting the supplier power. 

4.6  Buyer power (end-consumer) 

4.6.1 Bargain power: 

The kind of buyer we are dealing with in the fashion industry depends on which kind of fashion 

brands we are talking about. Some brands’ consumers are different retailers while other brands have 

their own stores and are thereby selling directly to the end-consumer. Most of the luxury brands 
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have their own stores as they see this as the best way to control their distribution and to be in charge 

of which kind of experience they offer their consumers.  

The fashion companies has to make sure that as many end-consumers as possible (or in some cases 

only few, but the right ones) shows an interest in purchasing their products. The more loyal the 

consumers are to a specific brand the less power they have. Moreover, what talk against the buyer 

having the upper hand is that nearly all buyers are individuals. This deteriorates buyer power, as 

retailers have large numbers of small customers97.  

However, the final consumer may have more power than thought as what is important for the 

consumer is also vital to the fashion brand. Nowadays, individuality is motivating the consumers’ 

fashion demand. Consumers want to be trend setting which has led to the demand for fast fashion. 

With access to the media consumers are into the latest looks, they are more aware and more 

demanding as they have many choices in quality, price and design.98 Historically, there has been a 

power shift from the manufacturer to the retailer, but now the power is really in the hands of the 

consumer99. The key ingredients of fast fashion are the ability to track fashion trends quickly and to 

identify potentially popular new designs, therefore proximity to the end-consumer is necessary in 

order to observe trends and to develop product that meet the requirements100. Fashion consumers 

expect and thrive on constant change and so new products have to be available on a frequent basis. 

Fast fashion is for that reason completely consumer driven101. However, as luxury has another 

rhythm than fashion, luxury item are maybe not eternal, but some last for generations such as the 

Grace Kelly bag etc. However, accessories probably have a longer life time than clothing.  

 

Are fashion brands regaining their power by buyer information and loyalty schemes? 

The fashion retailers do what they can to hold onto their fashion consumers and keep these coming 

back frequently. They are often using tactical methods to do this, one such method is the 

“personalised data analysis” using advanced computer systems intended to build customers’ 

knowledge about the retailer and vice versa. These methods have also helped to build up diverse 

forms of loyalty rewards such as loyalty and VIP cards etc102.  
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4.6.2 Product differentiation and switching costs: 

Fashion brands can differentiate themselves quite strongly through the styles of clothing offered, the 

brand, fabrics, consumer segments etc 103 . Nevertheless, the end consumers only have small 

switching costs, as there are many brands to choose from and as many brands are covering the 

different segments104. 

 

4.6.3 Forward and backward integration: 

The position of retailers at the end of the value chain makes it impossible to integrate forwards, 

meaning that they are obliged to offer buyers what they want which strengthen the end-consumers 

buyer power, assessed overall as moderate in the luxury and premium industry. 105  Forward 

integration by fashion brands is quite normal, as many of the brands who used to utilize retailers (or 

franchising) to sell their products have opened their own stores106 . Backwards integration by 

retailers is also mounting, as many retailers are producing their own clothing lines107.  
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5 Company analysis 

In order to get a good understanding of the ECCO brand and its strong and weak points it is 

essential to make a company analysis. The company analysis consists of a brief presentation of 

ECCO, their organization, products, financial situation etc. Hereafter we will focus on ECCO on the 

Chinese market, hereunder their marketing and branding efforts. Furthermore, we will examine the 

level of brand awareness and if the target group for the extension knows the ECCO brand. 

5.1 Company presentation 

From Karl Toosbuy’s foundation of ECCO in 1963, ECCO has gone from being a small Danish 

company to a multinational company with employment of less than four % of the ECCO workforce 

in Denmark. Today ECCO has production facilities in among others Portugal, Slovakia, Indonesia 

and China and ECCO has become a global brand operating in 91 countries with more than 800 

stores108. ECCO has recently opened their biggest tannery to date in Xiamen, China, which was also 

ECCO’s biggest investment ever109.  

 

The competitive scope of ECCO is the ability to control production throughout all aspects of the 

value chain, assuring that quality of raw materials, including the most important - leather. 

Furthermore, the “direct injection” technology used in production where the shoe bottom, including 

the outsole and heel are attached to the uppers under very high pressure, gives ECCO an important 

advantage. This technology has for a long time been attempted applied by competitors but the 

production process of ECCO includes several other adjustments which make the finished product 

nearly impossible to imitate110.  

5.2 ECCO’s organisation 

ECCO is today the world’s eighth biggest producer of shoes111 with more than 16,328 employees 

worldwide112. ECCO seeks to be an attractive company to work in and makes an effort to educate 

their retail staff in the right “ECCO spirit”. The store employees should complete a three step sales 
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and customer service education program before they attend the ECCO customers in the shops113. 

After finishing the education program they should have become ECCO ambassadors able to provide 

a service that goes beyond the customer’s expectations114. 

Figure 3: ECCO’s organisation115

  

5.3 ECCO’s financial situation 

In spite of the economic crisis had hit ECCOs main markets, ECCO has been able to keep up their 

sales and to introduce new and more expensive shoe lines, leading to a growth in revenue. 

 
Table 11: Key figures for ECCO 2004-2008116

(in 000) 2008 2007 2006 2005 2004 

Revenue 5.374.142 5.219.525 4.470.403 3.830.546 3.393.693 

Result before tax 745.851 755.724 709.483 225.731 150.661 

Gross result 527.399 537.578 489.472 225.731 150.661 

Equity rate of return 23,2% 28,3% 32,5 % 19,5 % 15,2% 

Number of employees 16.328 14.957 12.670 10.534 9.657 

Number of sold pair of shoes (in 1000) 16.916 16.916 14.776 12.906 12.045 

                                                 
113ECCO’s Annual Report 2008, p. 18 
114ECCO’s, Annual Report 2008, p.18 
115ECCO’s Annual Report 2008, p. 19 

33 

 



 

Equity 2.473.419 2.073.447 1.729.513 1.285.750 1.034.026 
 
      

As shown by the figures we are able to ascertain the following tendencies. First and foremost, we 

observe that the revenue has been steadily increasing from 3.393.693 billion DKK in 2004 to 

5.374.142 DKK in 2008. The reasons for the latter are many, although among the most important 

ones ECCO has been capable of creating new and innovating products which have appealed to the 

consumers and helped increase demand. Hence, the number of items sold has increased from 12.045 

million pairs of shoes in 2004 to 16,916 million pairs in 2008. The employees have also been a 

main factor of the positive result. Tanks to ECCO’s education programme the service level has been 

improved along with the sales.  

However, the result before tax and the gross revenue is showing a less positive tendency. The result 

before tax has been increasing steadily from 150.661 million DKK in 2004 to 755.724 million DKK 

in 2007, but in 2008 decreased to 745.851 million DKK. As well as the gross revenue showed a 

positively increase from 150.661 million DKK in 2004 to 537.578 million DKK in 2007 and 

showing a less positive number compared to 2007 of  527.399 million DKK. However, these results 

are mainly due to the US, one of ECCO’s main markets, being heavily affected by the global 

financial crisis. The newly launched ECCO marketing campaign could moreover, be a contributory 

cause of this (see next section). Furthermore, ECCO’s strategy is to be present on their markets 

mainly with own flagship stores and shop-in-shops located in shopping malls. This switch in 

distribution entails high costs in the short run. Thus, in the light of the above mentioned conditions 

the result before tax and the gross revenue might basically look worse than they actually are. 

 

ECCO economy looks healthy, the revenue, number of employees and equity rates helps 

demonstrate this. Even though ECCO in early 2008 had to let go 1150 employees in order to be 

prepared for the economic crisis, the number of employees increased from 14.957 in 2007 to 16.328 

in 2008. The equity rate of return shows same tendency as it increased steadily from 2004 to 2007 

and then fell slightly in 2007 and 2008. However, the equity rate on return is positive indicating that 

the money the owners have invested in ECCO has yielded a nice interest. 
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5.4 Markets 

ECCO is a global company operating in 91 countries within Europe, the Middle East, Americas and 

Asia/Pacific117. Their main markets are Germany, Japan, the US, Scandinavia, the Netherlands, the 

UK and Russia which take 75 % of the production118. East and Central Europe, the Middle East and 

the Americas are the best selling markets. However, Asia/Pacific had the highest sales increase with 

24%, mainly because of China’s improved market conditions. Therefore, ECCO is expecting 

Asia/Pacific to become one of its primary markets in the nearest future with China as the main 

driver119. Unfortunately, we have no information on ECCO’s marketing budget for each country. 

However, according to the annual report 2008 they have invested heavily in marketing in the UK 

and other parts of Europe in order to improve ECCO’s image and brand awareness120.   

5.5 Products 

ECCO’s core product is shoes, and with the introduction of several line extensions, ECCO now 

produces casual and outdoor shoes for men, ladies, and children, as well sport shoes such as running 

and golf shoes. In 1999 ECCO launched its first bag collection. This brand extension has proved to 

be a success and the selection of bags has reached a great variety covering totes, shoulder bags, 

cocktail bags, travel bags, school bags, computer bags, etc. and they come in many different 

materials. It was a natural step for ECCO to make this extension as they are leather experts with 

over 40 years experience. Furthermore, the brand extension enables the ECCO brand to be 

perceived and interpreted as premium fashion brand and not just a shoe fabricant. Several of the 

bags are designed with the same leather as the shoes in order to have a perfect match121. After the 

first category extension ECCO furthermore made extensions into other leather products such as 

belts and wallets. Moreover, ECCO sells several products to clean and maintain shoes, as well as 

socks.   

5.6 ECCOs competitors 
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On one side “shoe” competition comes from Nike, Reebok and Adidas, with their immense 

marketing budgets, and one the other side the casual lifestyle and business footwear segment 

represented by Geox, Lloyds, Clarks and Timberland. Even though ECCO has experienced success 
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and increased growth in the sports division with their golf shoes they still consider their competitors 

in the casual lifestyle footwear segment their main competitors122. ECCO fears what they see as 

their biggest threat to growth - the future rise of local shoe producers, buying up brands in need of 

revitalization in the US and Europe such as we have seen it happening in many other industries123.  

5.7 What characterises ECCO shoes 

It is no coincidence that ECCO has been exhibited at the Danish Design Center as an innovator in 

Scandinavian Design. For what characterizes ECCO shoes is to a certain extent its Danish heritage 

leading to form, function and simplicity occupying a central role. In all ECCO designs there has to 

be a rationale, a contributing factor that add to the entire shoe. Designing is not just for the sake of 

design. This isn’t to say all ECCO shoes have a Danish look – the Danish element is that form has 

to fit function124.  

 

According to ECCOs annual report 2008, design, comfort and quality are what characterize ECCO 

shoes. To obtain all these three perquisites in once calls for a rigid product development, where 

everything from design to production is considered and examined. At ECCO everything starts with 

the foot. It is quite simple to design a smart shoe if you do not take comfort into account. But 

designing a pretty shoe and meanwhile making it cozy and comfortably is a huge challenge for the 

designers and the production team. One of ECCO’s brand advantages is that ECCO is in front 

considering comfort. The reason is that ECCO makes noteworthy investments in understanding the 

anatomy of the foot, and as ECCO applies this knowledge to continually advance the lasts and 

moulds that make up the “template” of the shoes. By these means, optimal comfort is guaranteed. 

Leather is a key raw material in the production of shoes. As already described, ECCO owns its own 

tanneries where the leather for the ECCO shoes is produced. ECCO produces leather of very good 

quality, this is one of the positive attributes linked to the brand, and this is not only stated by the 

brand itself, but also by the consumers and other companies in the fashion business. Companies 

such as Gucci and Ferrari are buying leather from ECCOs factories125.  

That comfort is also central in ECCOs shoe production can be seen in the fact that ECCO has its 

own shoe laboratory, where each shoe model has to pass several test in areas such as; slip resistance, 

durability and flexibility, ability to withstand cold etc. The ECCO shoes are also tested on feet and 
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some of the important adjustments are not made until after ECCO’s employees have evaluated the 

shoes on e.g. comfort and durability126.

5.8 ECCOs brand image 

In Denmark, maybe especially in Copenhagen, we think of ECCO as the shoes that are foot-shaped, 

a little dull and have a granny like design. An image that is far from pleasing the company. 

However, in China as well as in other parts of the world ECCO is to be found in the expensive, a bit 

exclusive end of the scale. The Golf shoe »World Class« costs about 2.700 DKK. in Hong Kong, 

while the business-shoe for gentlemen »President« costs close to 2.000 DKK. Though Kenneth 

Larsen from ECCO only sees ECCO as an upper midlevel brand in Denmark, ECCO is actually 

competing with brands such as Prada in China, which is not astonishing when we can see how 

much money the Chinese are ready to pay for a pair of ECCO shoes. This means that ECCO 

especially aims at the consumers in the upper part of the middle class. That ECCO has succeeded in 

their quest in quite obvious after among others the Hollywood-actress Catherina Zeta-Jones have 

been seen wearing ECCO shoes, confirming that ECCO is a brand with a considerably and good 

name in the shoe industry127. 

 

Furthermore, ECCO is changing their image even further towards the exclusive shoe segment128. In 

2008 ECCO opened Copenhagen fashion week with a flashy fashion show and launched a premium 

selection of shoes. It is designer shoes launched to state that ECCO is a fashion brand. The price is 

similar to the ones of the luxury brands such as Jimmi Choo, Prada, Gucci, Christian Louboutin, etc. 

                                                                     129

37 

                                                

                                            

 

 

 

 

5.9 The ECCO Brand in China 

China is the country showing the strongest growth for ECCO in Asia Pacific, which has also 

translated into the number of stores in China growing from 292 stores in 2007 to 387 stores in 2008.  
 

126ECCOs Annual report 2008: 11 
127Hansen 2005 
128Skotøjsæske med displayfunktion 2003 
129 Shoes in animal print from ECCO’s Premium Collection from www.ecco.com 

 



 

ECCOs goal in China is to increase the yearly sale of 17 million pair of shoes to 20 – 21 million 

pairs by 2013130. ECCO is aiming at doubling their Asian revenue by 2011 with China as a growth 

catalyst and the goal is set for the Asian market to become ECCO’s main market131. Even with the 

financial crisis ECCO Asia/Pacific has shown strong growth rates in 2008, largely driven by the 

positive evolution on the Chinese market.132 According to Michael Hauge Sørensen, the CEO of 

ECCO Asia Pacific, “ECCO is experiencing golden times in China where business is in their 

advantage. The sales tell us that Chinese consumers are getting more and more money to spend. 

The last two to three years our sales figures have rapidly increased and have actually doubled133. 

5.10 ECCO’s China Distribution 

ECCO only spent very limited marketing resources before 2005, the reason was that the company 

had different distributors that did not have the same long-term perspective as ECCO. It did not 

make sense to spend huge amounts on advertising, when it was uncertain if the stores had the right 

shoes and accessories stocked. That problem was, however, solved in 2006 when ECCO opened a 

sales office in Shanghai. Besides of their local distributors ECCO has over 100 ECCO-stores in 

China franchised by local people. Moreover, ECCO themselves runs two huge store in some of 

Hong Kong’s best addresses, where more and more Chinese go shopping as they are able to buy 

shoes 20% cheaper than on the mainland where customs duties makes the shoes more expensive. 

Therefore, Hong Kong is used as a show window to China.134 Hong Kong is moreover, trend setting 

in shoes and fashion and is therefore a source of inspiration for the visiting Chinese.135 ECCO is 

counting on expanding both through operating their own stores and by »shop in shops«.  Michael 

Hauge Sørensen predicts that the increasing number of shopping malls will derive profit. “In the 

shopping mall we have a better opportunity to give the ECCO brand its own profile and identity. 

This is a bit harder in department stores where you have your brand next to other brands.136” 

Though ECCO wants to open new stores, there is often waiting time, sometimes on several years, to 

the most attractive malls.137 However, in 2008 ECCOs first new “ECCO Premium store” concept 

was launched at Ocean Terminal in Hong Kong. To make the event special several local stars such 

as the supermodels Amanda S, Lisa S, ex-Miss Hong Kong Mandy Cho and Aimee Chan joined the 

38 

                                                 
130 ECCO’s Annual Report 2008, p. 25 
131 Bjerrum 2009 
132 ECCOs Annual report 2008, p. 25 
133Clausen 2008   
134Boutrup 2005  
135 Madsen 2005 
136 Hansen 2005 
137Hansen 2005 

 



 

event. In addition, ECCO has managed to “get into” Hong Kong’s high-society shopping centre 

“Elements” where the company has its only “ECCO Signature store”. ECCO has put a lot of 

thoughts into the interior design. The store consists of a cube structure made in wood, around which 

the shoes are exhibited in an artistic and innovative way, so that it looks like the shoes are almost 

hanging in the air. The experience of the space is very distinctive and is supposed to stress ECCO’s 

innovativeness. The shoe collections are picked especially for the Asian market and comprise 

ECCO’s Premium Collections and Limited Editions. 

 

With ECCO’s two new store concepts combined with ECCO’s “ Flagship Store”, ECCO sees its 

range of store concepts as complete. The different store concepts cover all of ECCO’s consumer 

segments and collections.138 With the sustained improvement of the retail concepts and the new 

Premium shoe collection ECCO seeks to elevate the brand139.

5.11 ECCO’s branding and marketing efforts in China 

In 2005, with Clarks and Timberland intensifying their penetration of the Chinese market and 

Chinese shoe producers cooping the ECCO concept, ECCO had to raise their marketing budget on 

the Chinese market from almost nothing to a double-digit million amount. The managements’ 

philosophy was that the best way to fight copy brands and competitors was by focusing more on 

brand building which should also lead to a greater sale of ECCO shoes.  

In 2009 ECCO hired Weber Shandwick - a leading global public relations agency to help it with a 

new campaign on the Chinese market. Weber Shandwick is to manage media relations around 

consumer product launches in support of ECCO’s global ‘My world, my style, my ECCO’ 

campaign, which aims to position ECCO’s footwear on the basis of individual comfort and style. 

The campaign illustrates the brand’s core philosophy, which stresses that people must choose their 

own personal style that they feel comfortable with and that gives them confidence. Mellisa Lim, 

marketing manager for ECCO China said: “Weber Shandwick’s advocacy strategy was well-

delivered via identifying respected key opinion leaders, other than celebrities, to communicate 

quality messages through relevant channels”140. Furthermore, ECCO started to engage the readers 

of high fashion magazine ELLE in a worldwide competition where the readers could design an 
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ECCO shoe. The designer with the majority vote got her winning shoes created and sold in limited 

numbers as special editions at selected stores141. 

Last year, in 2008, ECCO began a golf cup, ECCO Golf Day, for Chinese celebrities and famous 

golf players where the winner is rewarded with an ECCO price. The ECCO Golf Day gives ECCO a 

lot of media attention besides television the day is also covered in the newspapers and fashion 

magazines142. ECCO is involved in sponsorships as well. They are official sponsor for the Tomsom 

Shanghai Pudong Golf tournament143

5.12 Does ECCO have a strong brand on the Chinese market? 

As ECCO did not want to answer our questions about their position and the strength of their brand 

on the Chinese market, we had to assess these things on our own. For this purpose we carried out 

our own study. The study was as mentioned in our methodology chapter divided into several parts. 

We have conducted a survey on the internet with 17 contestants, a focus group interview, and five 

in depth interviews in order to measure ECCO’s brand equity among the young Chinese 

consumers144. To assess how strong the ECCO brand is, we will use the brand building blocks as 

described by Keller (2008). Keller operates with six brand building blocks which can be placed in 

the so called Customer-Based Brand Equity pyramid, as shown below.  

 

Figure 4: The costumer-Based Brand Equity Pyramid145

 
The brand building process starts at the bottom of the pyramid and noteworthy brand equity is only 

reached when the brand attains the top. The building blocks in the left side of the pyramid are more 
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rational whereas the building blocks in the right side are more emotional. According to Keller (2008) 

strong brand should emphasize both sides of the pyramid146.  

We will in this chapter try to assess how far ECCO has come in its brand building effort in China, 

by describing the individual steps and ECCO’s reach within these. Here, we will apply our 

interviews and questionnaires in order to explain how ECCO is positioned in the mind of the young 

Chinese consumers, which are the target group for our suggested ECCO brand extension. Hence, 

we are aware of the fact that this has not been ECCO’s traditional target group in China which 

possibly is reflected in our respondents’ replies and which will most likely lead to e.g. lower brand 

awareness than had we asked ECCO typical customer base. Hence, our survey context should be 

taken into consideration when reading this chapter. 

5.12.1 Brand Salience: 

The first step in the brand building pyramid is brand salience. This step replies to the question who 

are you? Brand salience measures brand awareness which is defined in terms of two components; 

brand recognition and brand recall and identifies the customer’s abilities to characterize the brand 

and recognize the brand under different conditions and situations147. 

Being a premium brand obligates a high level of brand awareness, this has to do with premium 

brands being used a status symbols. If the young Chinese consumers are unaware of the fact that 

ECCO is a premium brand it cannot be used as a status symbol, simply because it is not recognized 

by the broader society. Hence, brand awareness becomes evident.  

 

The fact that Chinese shoe producers are copying ECCO’s products demonstrates that there must be 

some awareness about the ECCO brand, otherwise, it would not make sense to copy it. ECCO must 

therefore be a relatively strong brand at least within some segments. However, the survey and 

interviews we made showed a lack of brand awareness. The majority of the young Chinese students 

did not know ECCO before coming to Denmark148. Therefore, it seems that it is mainly the elder 

Chinese consumers that know the brand. ECCO’s marketing effort with Weber Sandwick in 2009 

was far from enough to create brand awareness, as our respondents have not heard of it. The ECCO 

brand is still not exposed enough as Alan Ma explained “I have not seen ECCO anywhere in Hong 

Kong, if they really want to focus on China they should make more campaigns”149. On the one hand, 

it might seem enough for ECCO that their target group is buying their shoes and that only that 
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target group has a high level of awareness - which we do not know whether it is the case. Whatever 

the case, to keep or gain its status as a premium brand ECCO should be recognizable to most 

Chinese consumers in order to make the target group feel important by wearing a recognizable 

product. Luckily, some awareness about the ECCO brand does exist and it would probably also be 

out of reach to expect that a local Danish brand such as ECCO should be just as well-known as 

famous international sports brands such as Nike and Adidas or huge luxury giants such as Louis 

Vuitton, and Gucci. However, if ECCO want to grow on the Chinese market they need to foster 

greater brand awareness. 

To assess whether ECCO was on top of the minds of our respondents they were asked to mention 

the shoe brands they knew thereby assessing their so called unaided brand recall 150 . Quite 

surprisingly eight out of seventeen respondents mentioned ECCO. However, we are afraid that 

some of the respondents has read in advance in our questionnaires which would reveal the ECCO 

name, others might have heard about our assignment and that we were writing about ECCO 

affecting their replies (as some of these students were our buddies). Moreover ECCO is a well know 

brand in Denmark and had the respondents still been in China while answering the questionnaires 

the results may have been different. We also asked the respondents whether they knew any Danish 

shoe brands and here 12 out of 17 answered ECCO and no other brands. What however talk for the 

validly of our questionnaire was when we asked the question Do you know the following brands? 

Here ECCO was mentioned among some of its biggest competitors within the same “premium” 

category as ECCO, as well as brands outside this category such as sports and luxury brands. Here 

70.6% knew ECCO which was exactly the same percentage that knew Clarks. To comparison 100% 

knew sport brands such as Adidas and Nike and luxury brands such as Gucci, Prada and Louis 

Vuitton. Hence, both in the assisted and unassisted brand recall our respondents mentioned ECCO 

quite often, which revolves that ECCO is one of the brands that can more or less easily be recalled 

in the consumers’ minds. Furthermore, ECCO helps recallability by connecting adjectives to the 

brand name for instance ‘finest leather’, ‘advanced technology’, etc. which might improve brand 

recognition151.  

5.12.2 Brand performance: 

One of the two types of brand meaning is brand performance which is at the rational side of the 

pyramid responding to the question what are you? This block involves dimensions that differentiate 

the brand. One question that could be raised is whether the products of the brand have any 
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performance advantages, an exceptional quality, etc.152. The product is central when it comes to 

brand performance as it is first of all the product that influences the consumers experience with the 

brand. Therefore a product, and especially a premium one, must satisfy consumers’ needs and wants 

and live up to what has been promised as well as the consumers’ expectations. Hence, the products 

reliability, durability and serviceability as well as the effectiveness, efficiency and empathy of the 

services offered of the brand are vital. Moreover style, design and price are key determinants of 

how well a brand performs 153 . To find out what the young consumers thought about these 

dimensions of the ECCO brand and products we asked them to answer the question ‘what do you 

think when you hear the name ECCO’, by using a rating scale going from strongly disagree to 

strongly agree, how the answers was placed can be seen in the figure below. 

 

What do you think when you hear the name ECCO? 

Answer Options 
Strongly 

disagree 
         

Strongly 

agree 

High quality? 0 2 2 4 2 6 0 

Luxurious footwear? 0 3 2 5 5 1 0 

Good design? 0 3 5 3 2 3 0 

Classic design?’ 0 3 2 2 5 4 0 

Modern design? 0 3 4 4 3 1 1 

Healthy for your feet? 1 3 4 0 4 4 0 

They always follow the latest 

shoe trend? 
0 4 2 5 4 0 0 

 

Considering ECCO quality the majority believed that ECCO has a high quality as six votes were 

placed besides of the strongly agree field. Whether ECCO made luxurious footwear was less clear 

though tilting towards agreeing. The respondents were not especially positive towards ECCOs 

design which were placed in the middle, but towards strongly disagree. Nevertheless, most of our 

young consumers saw ECCO’s design as classic rather than modern, though they could not really 

agree on whether ECCO follows the latest shoe trends. However, what actually surprised us the 

most was that there were more people leading towards ECCO being unhealthy for your feet than 

ECCO being healthy for your feet, which is in clear contrast with what most Danes would have 

answered as this is one of the attributes ECCO is linked with in Denmark. To figure out to what 

extent ECCO has special features or in which way it diversifies itself from other brands we posed 
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the following question in our survey”How is the ECCO brand different from other shoe brands and 

in which way is it the same? “. The answers we received were quite different. One person believed 

that shoes were shoes, but that ECCO was more expensive, another one believed that ECCO were 

healthier for your feet, a third that “ECCO is a bit formal”, a fourth that “ECCO is unique in 

design”, two persons believed that ECCO had the same quality as other brands, while another 

believed that ECCO’s quality was better, while another compared ECCO with Adidas, and believed 

that ECCO were not as sporty and outgoing as Adidas, but that it was similar to many other brands 

in its category by being high fashion and stylish. All these different opinions make it quite difficult 

to make general conclusions on how ECCO is perceived by the young consumers. 

5.12.3 Brand imagery: 

The second type of brand meaning is brand imagery. Brand imagery involves the intangible facets 

of the brand and is an effect of the way the brand seeks to encounter the emotional and social needs 

of the clients. These needs are especially important in China since it is a collectivist society, where 

the opinions of other are vital for the individuals purchase decisions. Consumers forms imagery 

associations based on their experiences or through advertising or other sources of information such 

as word of mouth. Some of these intangibles that can be linked to a brand are; user profile; purchase 

and usage situations; personality and values; and history, heritage and experience154. 

5.12.4 User profiles: 

In our questionnaire we asked the students “Which kind of customers do you think buy ECCO 

shoes?” What we wanted to determine by asking this question was among other to what extent it 

was people whom the students admire and respected that used this brand since this is very important 

in China as there is a high degree of imitation behaviour.  

Most of the responses we had pointed towards a perception of ECCOs key consumer being white 

collar workers from the middle classes, often office ladies and business men e.g. lawyers with good 

salaries. There were various opinions about the age of the typical ECCO consumers. One believed 

that ECCO consumers were married and humble persons from 40-70 years old. Others said from 30 

to 40 or 50 years old.  However, some believed that ECCO also captured younger consumers who 

are into fashion, especially fashionable girls, office ladies and other professionals aged 20 or 25 to 

40. We see these as quite positive responses as these young consumers will soon enter the 

workforce and become office ladies or white-collar worker themselves and will therefore most 

likely more or less have to imitate the styles of these working middle-class men and women. 
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Purchase and usage situations: By asking the students about when, where and for which occasions 

they would purchase a pair of ECCO shoes we would be able to identify ECCO’s reach. With 

ECCOs diversified products, especially their broad shoe assortment for both casual, business, 

outdoor and sports, ECCO covers a wide spectrum of usage situations and it should therefore be 

appropriate to use ECCO shoes in many situations. Moreover, ECCO can be bought in many kinds 

of stores (both ECCO and non-ECCO stores).  

Nevertheless, most of the students were unable to answer when we asked “for which occasions 

would you buy a pair of ECCO shoes?” Some of the few feedbacks we had were “for work or 

parties”, “outing with summer shoes and going party with fall shoes” and “when I want to try a new 

brand”. These are not bad responses as ECCO shoes can be used for these purposes. Nevertheless, 

that so few replied is a serious weakness for ECCO, as the consumers need to have a purpose with 

going to the ECCO store, if ECCO should not only rely on attracting the less brand loyal window 

shoppers.  

5.12.5 Personality and values: 

To assess ECCO personality and values the constants were asked “if ECCO were a car, which car 

would it be” most answers were Volvo and Jeep which indicates that ECCO’s personality is 

perceived as more sincere as Volvo and Jeep is associated as a good, solid and safe family car. Two 

contestants associated ECCO with a Mercedes Benz, as Zhi Li explained …“it is not the highest 

level one, but not the lowest one like a Toyota a little above middle”. That ECCO is often compared 

to a Jeep or a Volvo is not all bad, however, this indicates that ECCO should work on their brand 

personality if they wish to be perceived as a premium brand. ECCO should move away from the 

family car towards more prestigious kinds of cars such as the Mercedes image, which ECCO was 

linked to by two contestants.  

5.12.6 Heritage and experience:  

Brands history is very important in China as brands are often selected due to among other this 

aspect. Therefore, brands are eager to create powerful and interesting histories that can capture the 

consumers. Hence, brands communicates their past and constantly tries to make new events, 

happenings etc. they can add to their history. These kinds of associations may perhaps make the 

consumer remember special experiences, that he or she had on her own or with friends and family, 

which is linked to the brand. These experiences can involve the consumer only or they can be 

shared by a broader community. Associations can be related to a brands marketing program, for 

example involving the colour of the product e.g. Chanel and black, or the country or city wherefrom 
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the brand originates e.g. Burberry and British aristocracy. Associations could also be fostered by an 

event sponsored by the brand or the celebrities that represents it. If a brand that can unite all these 

different kinds of associations, so that these will form a myth, it has the chance of becoming 

iconic155.   

ECCO has like many other brands tried to create its own history. It uses Danish flag on many of its 

shoes due to the positive connections many Chinese have to Denmark as they see our Denmark as a 

fairytale country, mostly thanks to H.C. Andersen. Moreover, ECCO uses celebrity endorsement 

and offer the Chinese experiences such as the ECCO walkathon, the competition in ELLE magazine 

and sponsoring the Pudong golf tournament. Hence, ECCO’s marketing activities involves the 

customer and there are several occasions to talk about ECCO. Though ECCO has made events, used 

sponsorships etc., our respondents has not heard of these and no effect has therefore been reached. 

5.12.7 Brand Judgments:  

Brand judgments are the customers’ individual beliefs about and assessment of the brand based on 

the consumers various brand performance and imagery associations. Four kinds of judgments are 

particularly significant: judgments about quality, credibility, consideration and superiority156.  

 

Brand quality: one of the most important attitudes a consumer can have towards a brand concerns 

its quality and the value and satisfaction it provides. However, as none of our interviewees had ever 

tried to wear a pair of ECCO shoes or use any of ECCO accessories these attitudes were based on 

what people thought about the brand or had heard about the brand from others and were not real 

experiences which therefore, only provides half the picture. As already mentioned, many of the 

students believed that ECCO had good quality, but only a few believed that it had a better quality 

than its competitors and they saw it as normal for premium brands to offer good quality. ECCO was 

perceived as providing less quality than brands such as Adidas and Nike, and brands such as Louis 

Vuitton, Prada and Gucci, but ECCO was also perceived as having less quality than Clarks. Hence, 

ECCO has not succeeded in convincing the consumers about their superior quality. ECCO’s quality 

is actually very good, at least when it comes to their leather. However, these messages have only 

gotten through to a few of the Chinese consumers as two of the persons we interviewed on the street 

said that ECCO was known for its good leather quality.  
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Brand credibility describes the extent to which customers see the brand as credible in terms of three 

dimensions: perceived expertise, trustworthiness and likability.  

 

Perceived expertise involves assessing whether the brand is seen as competent, innovative and a 

market leader. Unfortunately we did not really have any saying that directly supported that ECCO 

should be either of the three.  

 

Trustworthiness refers to whether a brand is dependable and keeping customers’ interests in mind. 

We definitely see ECCO as a reliable brand, which seems to be part of their image in Denmark, 

they have good quality, and their shoes will last for ages. However, this might not be the same 

perception in China. Nevertheless, most of our respondents pointed towards ECCO being a very 

honest a reliable brand. Whether ECCO keep customers interests in minds is harder to say. 

However, we believe that ECCO, like most other brands value their customers’ interests and 

opinions deeply as these are determining for how satisfied a consumer is with the brand and thereby 

whether a firm will be successful in the future. Moreover, it is a part of ECCOs image that the 

human feet is in the centre, as ECCO focuses primarily on the human autonomy and builds their 

design on these premises. Recently, ECCO has also made the mentioned contest in ELLE.   

 

Likability, that is to say whether the consumer likes a brand to a high degree depends on whether 

they see the brand as fun, interesting and worth spending time with. We asked our focus group if 

they believed that ECCO was an interesting brand and the response was no. We believe that this is 

very much linked to the fact that these young people are attracted to on one hand sporty brands 

which are attainable and on the other hand luxury brands that at this point is unattainable. ECCO is 

a place in between these brands and are therefore not really within the radar of these young 

consumers. However, this should not be an excuse for ECCO to let the matter rest as it much be 

seen as a serious defect in ECCOs brand building in China. Moreover, it is probably similar to the 

way that many young Danes feel about ECCO and is therefore a problem of a great scale to ECCO. 

5.12.8 Brand considerations: 

It is vital that the customers have favourable brand attitudes and perceptions, but it is not sufficient 

if customers do not actually consider the brand for possible purchase and use and here ECCO is 

facing a challenge reaching the young consumers as they do not see ECCO as being relevant for 

them or their age group in general. According to our survey ECCO were never mentioned among 

the replies to “which shoe brand do you usually buy?” neither under “which is you latest shoe brand 
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purchase?” However, ECCO was mentioned once under “which brands did you consider buying 

(last time you purchased a pair of shoes)?” and under “which shoe brand will you buy next time?”, 

though by the same person. Though this seems very negative, not all rejected the idea of buying the 

ECCO brand in the future. However, they said that now was not the right time as ECCO’s segments 

are older. As Li Huan explained she thought that ECCO had a good marketing strategy when e.g. 

sponsoring golf events and she did not see much reason for changing this as the young consumers 

would change their purchase habits and get other interests once they started working. Then, things 

such as golf would become interesting and attainable to them (it is too expensive for a student to 

play golf in China). However, one thing is that you cannot afford buying a brand at the moment 

because of a limited income, as this is the same case with the students and brands such as Gucci, 

Chanel and Louis Vuitton. But still the students find these brands interesting and look forward to 

being able to purchase them. Therefore, there is definitely room for improvements on this brand 

aspect.  

5.12.9 Brand superiority:  

Brand superiority assesses to which degree the customers see the brand as distinctive and as 

superior to competing brands157. As we have mentioned under brand performance most of the 

respondents had a hard time telling how ECCO was different to other brands and the responses was 

very diverse. However, one believed that ECCO was unique in design, one that ECCO was more 

expensive, another that ECCO was healthier for your feet, while yet another believed that ECCO’s 

quality was superior. Hence, ECCO has not been clear enough in its branding as only person 

mentioned that ECCO were better for the feet and as nobody mentioned their great quality and their 

different ways of producing the soles. Though the leather were mentioned by two persons this is far 

from enough to say that ECCO has succeeded in their quest.  

5.12.10 Brand feelings: 

Brand feelings are customers’ emotional responses and reactions to the brand. Brand feelings also 

relate to the social currency evoked by the brand. Brand feelings are about how the brand makes the 

customer feel about themselves and their relationship with others. As China is a collectivist and 

confusion society, which we will look into in the following part of the thesis it is important to be 

part of the group and to have others respect. Luxury and premium brands can make consumers feel 

that they are part of a specific social layer. Some brand–building feelings should be mentioned here. 
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These are; warmth, fun, excitement, security, social approval and self-respect158. The first three 

feelings are difficult to link to the ECCO brand as our consumer group did not really make any 

indications about these aspects of the brand which is probably because ECCO does not provide the 

young consumers these feelings. These three aspects are valued to a very high extent among the 

young consumers as they are looking out for new fun experiences and brands that can give them 

these. The older age group may also appreciate these but most likely to a lesser extent. Therefore, it 

is a lack that ECCO cannot awake these feeling in the younger generations. However, one could 

argue that these feelings could be evoked by a specific ECCO product, rather than by the brand in 

general, like a young girl finally finding these yellow summer ballerina shoes, that just makes her 

shine and  stand out – though she might not even like any other of ECCO shoes than these. 

However, the last three feelings are of course also important to the young consumers as they do not 

want to stand too much out from the group. Nevertheless, these last three feelings are of outmost 

importance for a brand that wants to establish itself as a premium brand and as such a brand is used 

to obtain social approval, wearing a premium brand should make the consumer feel confident and 

proud when wearing it because of the fact that he/she can afford which proves what he/she has 

accomplished something in life. These feelings are much easier to link to the ECCO brand, as the 

young consumers saw ECCO as being for older people than themselves, people with a career, with a 

greater earning than themselves. However, if ECCO does not succeed in making these younger 

generations feeling warmth, fun and excitement about their brand when they become elder there is a 

huge chance that they will choose other premium brands over ECCO. However, as mentioned this is 

also a question of having smart and innovative designs with a good fit that can attract the 

consumers’ attention.  

5.12.11 Brand resonance: 

The last step in the Customer-Based Brand Equity Pyramid is the brand resonance and as mentioned 

it is only when the consumers reaches this step that significant brand equity is present. This is “the 

ultimate relationship and level of identification that the customer has with the brand”159. Brand 

resonance illustrates the character of this relationship and the degree to which the consumers 

consider themselves and the brand as being synchronous. Resonance is illustrated in terms of 

intensity, or the profundity of the emotional bond between the customers and the brand, as well as 

the activity level caused by this loyalty. These two brand resonance elements can be divided into 
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the following categories; behavioural loyalty, attitudinal attachment, sense of community and active 

engagement. 

 

Behavioural loyalty involves repeat purchases and the share of category purchases devoted to that 

particular brand. Though Behavioural loyalty is necessary it is not enough to create resonance. 

Some brands are bough due to a lack of other brands being present which was actually the case in 

China before the opening towards the outside world. Consumers  also buy a brand because it is the 

most affordable one, but once the consumers reaches a higher income group this brand will be 

abandoned in favour of another more popular one which will probably happen for many low quality 

Chinese brand if the incomes continues to grow in China. This could also happen for a premium 

brand as many consumers may choose to buy “real” luxury brands if they get the required funding. 

Therefore, that a consumer has a positive attitude towards a brand is far from enough, the brand 

should be perceived as unique. Hence, resonance necessitates a strong personal attachment. That 

consumer have a strong attitudinal attachment may reveal itself in people saying that they love the 

brand, that they cannot live without it, cannot wait to buy it again and so on160.   

 

“The brand may also take on broader meaning to the costumer by conveying a sense of 

community”161. The sense of community aspect concerns the extent to which loyal customers 

engage in activities with other loyal customers, brand employees or representatives etc. In ECCO’s 

case such communities are e.g. found on Facebook where people have made ECCO groups or have 

joined the ones created by ECCO. However, there can also be communities gather around a brand to 

harm it, there is for example a person who has made an “ECCO equals bad quality group” on 

Facebook. However, at least on Facebook, ECCO have most positive and loyal consumers, whom 

are almost fans of ECCO. Unfortunately, we did not see any Chinese names in those groups – but 

there might be some Chinese groups that we do not know about on Facebook as well as on other 

sites. Active engagement, which might be the best sign of loyalty towards a brand, arise when 

consumers are ready to spend money, time and energy on the brand beyond the time it takes to 

purchase and consume it. Examples of active engagement could be; visits to the ECCO web page, 

participating in chat rooms, searching for information on ECCO, participating in events made by 

ECCO and so on. Consumers who are very engaged in a brand often become brand ambassadors 
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(without being aware of it) given that they help spread knowledge, information and positive beliefs 

about the brand which may reinforce other people’s “bonding” with the brand162.  
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6 Discussion and summary 

6.1 How attractive is the Chinese fashion market? 

Since its opening towards the world, China has experienced an immense growth and China’s 

average 10.6% growth rate in annual disposable income is forecasted to persist. Nevertheless, 

though income rises, China’s consumer expenditure has been slowing down since 2006 and the 

Chinese saving rates are huge compared to most other countries. However, neither the value added 

tax on most luxury items nor the economic crises has until now been able to stop the Chinese 

consumers from buying luxury items. China was credited for 12% of worldwide luxury goods sales 

in 2006 and had since been buying more and more luxury goods. China is the world’s third largest 

apparel market only overhauled by Japan and the US. Though the US is the world largest market 

China is currently the country with the biggest growth rates, and with its future growth potential and 

economic development, the market is very promising. The Chinese consumer expenditure on 

clothing and footwear is growing at a fast pace. From 2003 to 2008 the consumer expenditure has 

close to doubled in China while the growth in the USA during the same period has only been 

moderate. With the continued growth it will only take a few years before the Chinese clothing 

market reaches the size of the US one and this is not only in volume, but also in value.  

The growth on the Chinese fashion market is leading towards being driven by casual wear as we 

have seen it in the US. 

According to Euromonitor it is the age groups between 20-29 that spend the most money on fashion 

followed by the 30-39 years old. Hence, we believe that at the moment ECCO should seek to reach 

the younger age groups, both as it is here the big spenders are found, but also because ECCO 

currently are targeting the older age segments, with most consumers found between 35 to 40 and 55 

and older. A viable growth strategy therefore seems to try to reach the younger segments. Moreover, 

ECCO should seek to become perceived and position itself as an upper premium brand as the 

market for premium products is the most attractive part of the Chinese fashion market. Moreover, it 

is also the market that is most likely to attract the young Chinese as they are less affluent than the 

people who hold good positions on the job market, but they are still seeking to show status and to 

be accepted by their pears by wearing smart and up-market clothing.  
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those in the high-end is spending huge sums on branding and advertising. Brands are extremely 

significant in China and the correct image is vital for how profitable it will be in China. Therefore, a 

company entering the Chinese high end fashion market should be prepared and willing to make 

serious investments in this market. However, for companies willing to do this, there will still be 

enough room for them in the premium market. The premium segment will be the driver of growth in 

the Chinese fashion market as the Chinese middle class continues to be enlarged. ECCO is 

generally speaking seen as a premium brand (though bordering to mass market with some products 

and the more luxurious market with others) on the footwear market and they should, if they decide 

to enter the fashion market, seek to position themselves in the premium category here as well. In 

this way ECCO can boost their brand and avoid the crowded mass market where competition has 

been severe.163  However, if ECCO wants to enter the high-end market in China ECCO has to invest 

massively like its competitors. ECCO has within the last couple of years started to sponsor golf 

players, and making events such as ECCO Walkathon and ECCO Golf Day. However a company 

should not only be willing to invest in the Chinese fashion market it should also be prepared for that 

generating a return on the investment takes time, in fact it may take up to ten years and still it is far 

from all companies that end up having a profitable business. The Chinese fashion market is not an 

easy market to enter, not only does the Chinese have low awareness about foreign high-end brands, 

but furthermore, advertising in China is very expensive, especially the TV media. Though ECCO 

are already used to advertising in China, they may not have had the most forceful marketing 

campaigns or a big enough marketing budget since many consumers are still now aware about 

ECCO. Moreover, as already implied the cost of building a strong brand may become one of 

ECCOs biggest problems as they are faced with competitors investing large amounts in their 

marketing programs and it will doubtless become difficult for ECCO to keep up with these.  

Moreover, the government has also chosen to add an extra 17% tax on luxury goods. As luxury 

goods are already very expensive without taxes, the taxes has made luxury goods a thing that only a 

limited number of the Chinese can afford to buy on the mainland. Hence, most Chinese prefer to 

make their luxury purchases abroad, e.g. when travelling to among other Hong Kong or Paris. 

Hence, if ECCO goes into the luxury business they have to be committed to the project and have the 

necessary funds to support it. It will probably not be a profitable business in the short term and 

ECCO will need to invest in creating the brand image necessary to gain a greater market share and 

profits in the long term. However, it will be easier for ECCO to enter the clothing industry as they 
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already have a loyal consumer base – though this may be seen as quite restricted as we want ECCO 

to target a younger segment than they normally do.  

 

Though Euromonitor was of the belief that Western fashion houses will persist being popular in 

China in the future due to the status they boost, we experienced from our empirical data collection 

that Western brands may encounter resistance from the Chinese fashion consumers, as many 

Chinese does not see the Western brands as appropriate for them. Many young Chinese seem 

convinced that the Western brand does not suit Asian people. They have experienced bad fit when 

trying Western clothing items due to a lacking adaptation of the clothes to the Chinese standards. 

Moreover, some believe that the Western styles are a bit too daring, as the Chinese are very 

conservative when it comes to showing skin. What is more, if a brand finally becomes popular it 

has to face the many counterfeit products that will suddenly flood the market. The counterfeits are 

often made at the same factories as the real branded products which make them perfectly identical. 

Hence, it is hard to convince the Chinese consumers not to buy the fake products. Though IPR-

regulations are looked upon more seriously today, than previously, it remains an immense problem, 

and it is also one of the things that ECCO fears the most164. However, that ECCO has already been 

a victim of counterfeits might not be so bad after all, as it at least witnesses about ECCO having 

success. Nevertheless, ECCO is keen on fighting back on this and they might succeed as this is a 

common goal especially for the higher priced fashion and luxury brands.   

  

As ECCO has a tradition for keeping almost the entire production process in-house, we see the 

question of supplier power as being less relevant. However, this entirely depends on which solution 

ECCO decides upon for their production of apparel. We believe that ECCO should keep the entire 

value chain in house when producing their clothing line. The reason is first of all that this is a vital 

part of ECCOs strategy and positioning, as ECCO has a tradition for doing everything in house. 

This is a part of ECCOs history and Heritage which they can use to market their fashion line, as a 

brands’ history is important for the Chinese consumers. Moreover, it is more important for a high-

end brand to have strict control over its value chain and its different suppliers as everything should 

be perfect and as every detail is central. That everything must be more than perfect is hard to 

manage, and it becomes easier when done in-house. An in-house production will also limit the 

possibility for stories about pollution and bad treatment of workers harming the brand as ECCO can 

keep an eye on all this, which is more difficult with suppliers. However, we know that there are 
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serious caveats to this strategy as ECCO lack knowledge and expertise within the clothing field 

which could easily lead to severe start-up problems thereby damaging the parent brand and making 

the clothing line a failure. To be successful ECCO has to hire the best people to be in charge of this 

process. Moreover, it would not be an unusual phenomenon if ECCO decided to buy a clothing 

supplier. ECCO could for example buy a competent ready-made-clothing supplier, thus from now 

on operating under the ECCO brand. What is also important is to find the right designers who can 

capture the right ECCO look.  

To be in charge of which kind of experience they offer their consumers, we recommend that 

ECCOs clothing line be sold exclusively in ECCO stores, which is also the strategy ECCO wishes 

to follow for their shoes in the future. As ECCO is more of a premium brand than a mass market 

brand it does not need to have the same focus on fast fashion to get the interest of the consumers, by 

introducing new products with a fast pace. However ECCO should still focus on the end-consumers 

needs, wants and expectations when developing new products and delivering service. Actually, 

ECCO should do all what they can to please their consumers, as the end consumers only have small 

switching costs, as there are many brands to choose from and as many brands are covering the 

different segments165.  ECCO should also, in order to make their clients more loyal use loyalty 

schemes such as VIP cards, e-mails with new products targeting the specific consumers taste etc. 

However as the loyalty schemes are being used by more and more companies they may lose their 

value and effect.  

6.2 How strong is ECCO currently on the Chinese market considering the younger 

consumers? 

Based on our conducted internet surveys and interviews we found that the young consumers lack 

awareness about the ECCO brand, which implies that ECCO has not reached much further than the 

first brand building block in the CBBE model – though a few persons seemed to have a greater 

knowledge and more positive perceptions about ECCO than the rest. To reach the young consumers 

ECCO should have a greater focus on targeting these in order to obtain a higher level of brand 

salience and be perceived as a premium brand and thereby moving further up the pyramid creating a 

stronger relation to these. ECCO should start with building more brand awareness. Here, ECCO 

should also create awareness about their positive brand attributes such as their excellent quality, e.g. 

emphasizing that they sell leather to Ferrari and other luxury brands, that they are an innovative 

brand which have their own unique production methods making their brand special and that they 

55 

                                                 
165 Bruce and Daly 2006:11 

 



 

have a unique focus on the body anatomy, having done this ECCO can move on to the rest of the 

brand building blocks. Our findings has shown that ECCO need to have a much greater focus on the 

right and more emotional side of the brand building pyramid as selling a high-end brands requires a 

certain level of dream value, as the consumers are also paying for the more intangible aspects of the 

brand. Research has shown that the most successful brands when targeting the young Chinese are 

the brands that are willing to take risks and to do something new. Brands that are creative and 

creating experiences that exceed the customer’s needs are the ones that succeed in building strong 

relationships with the consumers. However, according to Keller (2008) creativity must not sacrifice 

a brand building goal and marketers must carefully consider the solutions and experiences for 

customers that create awareness, spur demand and cultivate loyalty166. As mentioned, ECCO has 

embarked on the experimental marketing engaging the consumers such as they did when making the 

shoe design contest in ELLE magazine, when creating events such as diverse golf events etc. 

However, the marketing campaign failed addressing the young consumers. We will elaborate on 

how ECCO can expand their brand to reach the young consumers in the following sections.  
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7 The Chinese Consumers 

The Chinese value system consist of a mix of old (Confucianism, face, collectivism) and new 

values (individuality, modernism and western values). This mixture of values influences the 

behaviour of the modern luxury consumers and explains the Chinese elite’s luxury consumption167.  

7.1 Confucianism 

Confucianism is very influential in China, which among other means that there is a greater focus on 

obligations linked to different roles such as husband and wife, parent and child, etc. Moreover, 

status and respect are linked to age, occupation and gender168. That China is a Confusion country 

means that it is status driven, ambitious, assertive and socially mobile. The Chinese are both safety 

and status seekers169. The Chinese are always suspicious and worries about their future due to many 

years of oppression (of many different rulers) and misery. Competition is fierce and in order to 

make others keep away you will guard your position and let others know your achievements to 

scare them off170. A way to let others know about your achievements is by showing them that you 

have success which can be done for example by wearing luxurious fashion brands as this is a way of 

showing that you can actually afford to buy the expensive brands, thereby implying that you are 

successful. Projection of status happens all the time as the one who projects most status is seen as 

superior. Hence, luxury brands are primarily acquired for status, not for their quality or function171. 

People might not even like the brand or the style particularly “I think it’s not like the people really 

like the brands... I think for most Chinese people they are still in a situation of that the brands 

means that you are wealthy and that you have a high taste. If you buy the brands other people may 

know that and even envy you...”172  

7.2 Collectivism 

Why don’t people break out of this luxury consumption that they might not be into and that many 

cannot afford or find ambivalent173 ? Because the Chinese society is influenced by Legalism, 

Daoism and Confucianism which are all opposing freedom of thought and Individualism. The 
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concept of me is seen as dangerous, a threat to the collective survival174. Collectivism is about 

meeting the requirements/the norms made by the collective even if you don’t have the same 

conviction, whereas Individualism is about self-realization even when there is a social pressure to 

do the accepted thing. Hence, Compliance is the only way to survive in the Chinese society175. The 

Chinese value in-group harmony and all confrontations within the group are to be avoided. So, if 

luxury brands are the norm it makes sense to buy luxury brands176. In our focus group interview 

Vanessa from Hong Kong explained “it all depends on your colleagues what they expect you to 

wear. If each one has a very strong brand I think that I will have a similar style as them because I 

think that this is a way of communication177” Formal and informal requirements on what to wear to 

work are not solely a Chinese phenomenon. However, due to the collectivism the Chinese people 

are willing to make greater sacrifices to be able to acquire luxury brands. According to Vanessa it 

has gotten out of hand “some people are claiming the funding from the government – subsidies - 

and use that funding to buy luxury brands”. These tendencies to spend money beyond your means 

to acquire luxury goods are strongly supported by the luxury industry in China. Wilson explains 

how people that could not otherwise afford it, gets hold of luxury products “you can do it like a 

mortgage, you can divide it the payments into a couple of times. If it costs like 4000 kroner, you can 

divide it”178. 

According to Chadha and Husband 2006 acquiring the right brands is especially vital for teenagers, 

as if you do not possess the right items you are not a part of the group179. The judgement of the 

collective is crucial. Therefore, the collective opinion is what will decide if luxury products will 

have a great future in China or not. “If a luxury brand has high, positive, brand awareness it can 

lead to a push effect within the wider collective, enforced by face saving behaviour that ensure that 

others follow the lead”180. 

7.3 Face 

The Confucian idea of face can be divided into two aspects: “mien tzu” and “lien” which both relate 

to a person’s reputation. Mien tzu involves material prestige, being successful and displaying 

wealth through ostentation which underpins the luxury brand norm. Lien involves the moral side of 

Confucianism without it, it is impossible to function in the Chinese society. Here keeping ones face 
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is vital. Keeping Face mean that the individual has to look good to make his or hers family look 

good181. Having a high status means looking good, and having money and prestige leads to high 

status. One way to show that one have money is through showing your luxury items in public182. 

However, the Chinese does not only buy luxury products to themselves - the focus is on the 

members of the extended family and not on the self183. When we asked Diana from Taiwan, who 

normally does not and has never before purchased a luxury item, about prospective future 

acquirements she answered “Well, it’s for my mum. She would like a bag from LV”184. Buying 

luxury gifts to the family will get you bigger respect in return and at the same time you will bring 

pride and glory to the family185. An individual should bring glory and respect to the family and the 

wider community. To display visible symbols of success is a way to do this, regardless of the 

individual being successful or not186.   

The collective and face saving mentality has its effects on the fashion market. This becomes visible 

when Asian women buy “sexy” brands, but dresses and presents themselves as everything but sexy. 

Many luxury brands are sexually provocative and China is very conservative when it comes to 

sexual expression. Women do not want to dress unsuitable and thereby lose face or cause their 

family to lose face. When we asked Zhi Li about whether she preferred Chinese or Western design 

she responded that there was not really a difference between Chinese and Western styles anymore. 

“The only thing is that Chinese people is a little bit conservative. They might not be as open as 

western people. So for some clothes that is very open they may not dare to try them on and 

definitely not buy them”187. The reason that so many designer bags are being sold in China is 

probably that buying e.g. a Gucci bag is a safe choice. Gucci uses sexuality in their communication 

and their clothes. Buying a bag means that you can buy a provocative brand, but the safe side of it. 

If acquiring a certain luxury brand can give or save face by e.g. showing that the owner is elegant or 

have good taste the brand will be acknowledged by the luxury consumers. “The face saving 

collective mentality leads to imitation behaviour188.”  
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7.4 The new values – individualism and wealth 

Until recently the wishes of individuals were irrelevant and potentially disruptive but with the 

introduction of capitalism (thriving on individualism) changes in this area seem impossible to 

evade 189 . Nevertheless, “To value self-expression was and is still to confront deeply rooted 

behaviours and beliefs which will automatically cause tension and conflict” 190 . Though self 

expressions about e.g. politics are out of the question, western values encourage people to express 

their personal tastes. To express personality through things you are wearing or possessing is the 

hottest thing a young person can do in today’s China. How to express this individualism depends on: 

family background, income level, education, future prospect and so on. However, encouragement of 

individualism is limited and is solely accepted unofficially191.  

The introduction of capitalism in China has also lead to wealth being correlated with success which 

is a way to obtain social recognition. Earlier the social order was defined by birth, caste, family 

position and profession and climbing the social ladder was not easy192. Under Mao status could be 

obtained through politics: by adhering to the socialist ideology. Having Mao’s picture on the wall 

and carrying his little red book showed proper thinking. Today products, brands and celebrities are 

the signs of proper thinking. Money has become central in the new social classification system. In 

this system the rich has a higher social position and thereby get more face and respect. There is a 

collective recognition of success and achievement which brings glory to the individual and his or 

hers family. Hence, social rank is a motivation for consumption of goods193. In eager to reach a 

higher social status people are buying their way up the ladder - subsequently many Chinese are 

purchasing beyond their means194. A study in East Asia found that earning a great deal and being 

able to acquire luxury goods were among the most important goals in life195.  

7.5 What do the Chinese consumers want from a luxury brand? 

Without brand awareness a high quality product will be considered as a high quality product, but 

not as a real luxury brand. Chinese consumers only choose brands that are famous in China – it is 

not enough for a brand to be famous abroad. The brand has to be well-known in China to allow the 

consumer to show social status by wearing that brand. Other people need to know how much the 
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brand is worth. For the Chinese consumers the function and image based on understanding the 

brand plays a strong role in establishing loyalty towards a brand.196 Brand choice is influenced by 

worth of mouth, image, quality and the long history of the brand197.  

There are three major attitudes that define a luxury brand in China: high brand awareness, high 

price and excellent quality. Dream value, long history of the brand and uniqueness of the product 

are supplementary attributes about which attitudes vary198. However, consumers are different and so 

is the meaning they “put into” luxury products. For some it is vital that the brand is noticeable and 

that there is high brand awareness. For others functionality and quality are the most important brand 

attributes.199   

7.6 The generation of status seekers 

The young Chinese aged 16 to 30 is a rising consumer class with an anticipated $135 billion in 

spending power200. These consumers comprise the most active and influential part of China’s 

growing economy. They are a symbol of the hasty transformation of the Chinese society, and will 

be central for China’s new and future consumption patterns considering both taste and spending201.  

China’s population of young consumers is huge. According to China’s Statistical Yearbook, 2007, 

there are over 250 million inhabitants in China aged between 15 and 29. These young consumers 

are often referred to as the “one child generation” consisting of people born from 1971 to 1990. 

They were raised under economic reforms and opening up towards the world202. As they are mostly 

only Childs they are protected and spoiled by their parents and grand-parents which is why they are 

often called the little emperors. China calls the young generation the generation of status seekers. 

Their lifestyles include: designer clothing and the latest technology203. Almost everyone has cell 

phones, and they are fascinated and big users of new digital products like the Internet, laptops, 

cameras, GPS, and Bluetooth204. However, being the families most important individual is not 

effortless – for the most it feels like a huge responsibility and a pressure to succeed205. Hence, the 

young Chinese consumers are characterized by both normal teenage urges, but also by more mature 

reflections. The young Chinese are forced to study hard, get a good career and become successful. 
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They are not only doing this for their own sake but also because they want to honour their families 

and to assist China succeed. The young takes pride in China’s heritage and its economic 

development and they want this positive growth to continue.  

 

Like many other young people around the world, the Chinese youth wants to stand out and to be 

acknowledged. They want to be noticed for their hair, clothing, performance, etc. and to be better, 

smarter and more popular than their friends206. The Chinese youth are early adapters and are very 

open compared to the older generations, but are at the same time ultraconservative. Standing out is 

key but only with the approval of peers. Individuality understood as “creating” an identity without 

thinking about others peoples’ opinion is not present in china yet, even with a growing youth 

culture. Individuality in china is a twist of the conformist; it is a reinterpretation of what is tolerable 

as uprising contra familial or societal norms is out of the question. It is a delicate balance - 

smoothly moving around the all-pervading and invisible hurdles. It is “conformist individuality”. 

Hence, individualism is never an end in itself. It is a means to a greater objective e.g. being popular 

among friends207.  

7.7 The lifestyle of the young consumers 

This young generation fears notching, they are looking very positively on their future which they 

believe will give them plenty of opportunities. They will just have to try to find what they desire 

and try different things to find the right path in life. The only thing young Chinese consumer’s fear 

is not to try new experiences. New experiences can be found everywhere e.g. on the internet, in 

restaurants, when trying beauty and skin care, going to food stores, new luxury malls, street vendor 

shops, watching TV shows and movies, etc208. In this way clothing, food, housing and transport 

becomes ways to express vital needs that could not be fulfilled in China’s earlier days where most 

people were poor. Clothing, food, housing and transport are all used as means to express 

individualism and to show ones enhanced status. Clothing can be used to portray personality 

through brand choice and style. Hence, brands become important209.  

Nowadays, not only is quality and price determining, but also design, size and shape is taken into 

consideration. Brands become vital, both for what it says about the product and the person 

purchasing it. The young are faced with a challenge, which their parents never had, they can choose 
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products and experiences consistent with their personality and lifestyles210. The many international 

as well as Chinese firms are of course more than happy to help the consumers make these decisions 

filling the town and the medias with brand images and advertisements.  

 

To find the brands that suits their lifestyles young people find assurance in advertising. But, the 

young are to a higher degree relying on their friends and acquaintances to tell them what the coolest 

thing to buy is211. What is cool or “ku” as it is translated to in mandarin is on the top of the mind 

among the young Chinese consumers. What is “ku” is discussed everywhere and it is becoming 

more and more important as these young consumers will have to focus less on money matters and 

more on finding their own identity in Chinas shifting settings. Social networks have always been 

important for the Chinese and with cell phones and the internet extending your social network has 

become even easier. This also means that the spreading of information about what is cool or not can 

reach a huge group within a very short timeframe. Today everything that is nonconformist is cool 

including products, services, people and experiences212.  

7.8 Preferences within clothing 

Most of the young Chinese wear sportswear and jeans, probably because many of them are inspired 

by the American fashion and with hip-hop and street dance. Nike, Adidas, Converse, Puma, and 

New Balance are some of the foreign sports brands bought by this group. Levi’s, Lee, Only, and 

Vero Moda are the most trendy international jeans brands213. Of domestic sports bands, Li-Ning 

was most popular, and will as it is seen as more and more trendy be able to threaten foreign 

brands214. According to our survey we found that the young Chinese fancied both sport brands and 

more casual brands. Japanese brands were popular, especially in Hong Kong, these were among 

other Alasha, Trubasand, Biem and IT.  Moreover local brands were popular such as Scottish House 

in Taiwan or the Hong Kong brand called 2%. Also more casual American brands were popular 

such as Ralph Lauren and Tommy Hilfiger. In Denmark a lot of young people are into sports and 

casual clothing, but it is far from abnormal, to see young people in more business wear. However, 

we experienced when Alan, one of the Hong Kong boys, showed up to our group interview in a 

shirt that the other found him a bit overdressed and teased him with his appearance. The reason for 

this difference between Danish and Chinese style is well explained by Diana “I think the Danish 
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style is very mature. While for us it’s not for instance going to class we don’t really wear heels. The 

class mates might think it is too noisy. Only a few girls who really like to dress up would wear heels 

or that kind of thing”215. However, we did see many of the girls from Hong Kong wearing high 

heels, so there is, as we have mentioned previously, many differences in style and brand preferences 

within China.  

7.9 Office ladies and business men 

However, as these young consumers become older and finish university or the like, they will 

become office ladies and business men and their clothing will have to be adapted to the new 

environments they will frequent. Though the style on many workplaces has become more relaxed as 

there has been a movement from business to more casual wear, not all kinds of clothing will be 

accepted. Moreover, personal changes may take place within the young person going from the 

educational environment to the business one, which often leads to a natural change in style, decided 

upon by the individual him or herself. We aked Zhi Li from Beijing which clothing style that were 

represented at the Chinese offices, she replied that some “ wear Business suit when they are at 

office, because they might meet important business people, going to seminars or other things. But in 

local companies they don’t have strict rules about what you should wear…there they just wear 

casual clothes. It is not that formal”216. Talking to the students from Hong Kong we also found that 

they believed that they could wear more casual clothing to work though with small adjustments to 

their current everyday wear. For example Jacky and Star agreed that “Nike is not really stylish”217. 

However, as Vanessa said it really depends on your colleagues and what they wear as you would 

want to fit in. 

ECCO should get a hold on these young consumers when they start working, as they will need new 

items for their wardrobe. They will still be looking for casual and comfortable clothing like they 

wear now, but with more mature adjustments. We asked Diana what she thought about ECCO’s 

style, “I think the style is mature like for adults… we are  more young in a way wearing sneakers 

and t-shirts…probably when I get older I would like to buy it”218. 
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7.10 Brand choices 

Though there are differences in styles and brand preferences among the young Chinese, most of 

them buys brands for what they symbolize. The young consumers are willing to pay high prices to 

acquire famous brands (whichever brands are famous to them) as they believe that possessing such 

brands transmits prestige and status. However, due to their limited funding, their main purchases in 

the luxury category are small items such as apparel and accessories. The young Chinese are less 

pragmatic than their older countrymen when buying luxury brands as the symbolism is on the top of 

their minds because of their eagerness to demonstrate to their peers and the surrounding society that 

they have success and good taste. According to Jacky having expensive clothing was more of a 

thing “… between your friends and your peers, you can show the clothes and get attention”219. 

Even if the young Chinese seek for prominent brands and are less influenced by the Chinese 

consumption traditions than their parents, their shopping behaviour is still influenced by the 

Chinese way of thinking, as well as established Chinese values, it is for example important that 

quality, price, and utility corresponds. This mixture of traditional and modern influencers comes to 

live in young consumers’ clothing style and their apparel purchasing behaviour. “As much as young 

consumers crave fashionable brands and foreign products, they do not blindly buy western brands 

or recklessly chase luxury symbols. Rather, they are savvy shoppers who look for quality at a good 

price” 220 . From our interviews we found that price and style were important for the young 

consumers when going shopping. Many of them bid on auctions on the internet to get a good price 

on clothing items they liked. Some of the young consumers were very brand loyal towards one 

specific brand or a couple of brands. Others were more into browsing or window-shopping and 

bought the clothing they found most beautiful, as long as it had a price they could afford paying. 

Though some of these young consumers preferred American brands such as Nike, Ralph Lauren 

and Tommy Hilfiger, Japanese, Korean and local brands seemed very popular and especially 

Japanese brands had a good image. European brands was not that popular mostly because of lacking 

product adaptation that led the Chinese to believe that the European brands only makes clothing that 

fit tall and more wide persons. This is what Diana said when we asked her if she would pick 

Japanese, American, European or Chinese brands if she were to buy an expensive product.  “... I 

don’t like the European brands, because you don’t localize the sizes so I don’t think Asian people 

can fit the European clothes. The proportion is wrong”221. 
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8 Brand extensions 

Growth strategies can be categorized according to whether they involve current or new products or 

current or new consumers or markets. Current products can be used to further penetrate current 

markets or to expand into new ones. Another way to grow is by introducing new products on 

current or new markets.  

 

                                  Figure 5: Ansoff’s growth share matrix 

 

 
To introduce new products are vital to a firm’s success in the long run 222 . As ECCO are 

experiencing golden times in China, they should exploit this situation by introducing further brand 

extensions thereby applying a product development strategy in China as shown in figure 5. ECCO 

started to make category extensions in 1999 by producing bags and belts and wallets. These 

category extensions have led to ECCO being perceived as more of a fashion brand than just solely a 

shoe brand. These category extensions were also a means to create additional sales in ECCO shoes 

since many of the bags are designed so that they match the shoes223. As these category extensions 

have been well accepted by ECCOs costumers and as ECCO seems to focus more and more on 

becoming a fashion brand within the high-end category it seems logical that a new extension should 

be targeting the Chinese clothing market which is experiencing a huge growth. 

  

When introducing a new product, a company has three choices for branding it: 
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  1. It can increase its brand portfolio with a new brand 

  2. It can introduce the product under one of its existing brands  

  3. It can combine a new brand and an existing brand to introduce the product 

 

A brand extension is when a firm uses an established brand name to introduce a new product. When 

a new product is combined with an existing brand the extension can also be a sub-brand. Brand 

extensions can fall into two general categories: 

Line extensions: marketers apply the parent brand 224  to a new product that targets a new                  

market segment within a product category that the parent brand currently covers.  

Category extensions: marketers apply the parent brand to enter a different product category than the 

one it currently covers225.  

Our suggested ECCO extension is a category extension as ECCO will be entering the clothing 

category which the company is not covering currently. However deciding to make an extension, and 

especially a category extension, is not without risks. In fact new products have a huge chance of 

failing. It is estimated that only one or two out of ten new products will be successful. Though 

failure rates are high for new products, a product introduced as a brad extension is more likely to do 

well as brand extensions have certain advantages226. Some of the benefits of brand extensions are 

that they can:  

8.1 Improve brand image and reduce risks 

A famous brand can benefit from their consumers’ positive attitudes towards the brand when 

introducing a new product in various ways. If the brand is well known and popular enough 

evidently, the consumers form expectations to its performance over time and will most likely make 

assumptions about a new product founded on their knowledge and assumptions about the core 

brand227 . Therefore, the positive outcome of a given brand extension will improve the brand 

associations and by that the brand image 228 . These inferences may augment the strength, 

favorability and uniqueness of the extensions brand associations229. Moreover, consumers are often 

more likely to try a new product if it is related to a known brand. This is especially true if a brand is 

known for producing high-quality products and having a good after sales service (expertise and 
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trustworthiness). In these cases the brand works as an important risk-reducer for the consumers. 

This perception of corporate credibility – can therefore be helpful when introducing a brand 

extension230.  

8.2 Avoid costs of developing a new brand and cut promotional expenditures 

Developing a new brand is a pricy task. Consumer research needs to be made, likewise brand names, 

logos, symbols, packages, slogans, etc. and with no guarantee of success231. Another advantage of 

introducing a new product as a brand extension is that the company only has to create awareness 

about the product as people already know the brand. It is much easier to link a product to a well 

known brand than to first having to establish the brand in memory and then connecting the product 

to it. Also when a brand gets associated with multiple products, advertising can be more cost-

effective for the family brand232. However, brand extensions whether introduced under an new 

brand or the existing one always requires comprehensive analysis to be made, we will get back to 

this in the section chapter 9. 

8.3 Permit consumer variety seeking 

If a brand has a wide a portfolio of line extensions and products in different categories, consumers 

who are interested in something new or in some way have different needs o can shift to a different 

product type without having to leave the brand family. Having a wide range of products also makes 

it easier for the customer to access a brand’s products and use them for various occasions233. 

Moreover, to even compete effectively in the fashion industry it can be argued that ECCO needs to 

sell shoes, accessories and clothing, thereby having a cohesive product line which can compete with 

other luxury brands also selling various luxury items to cover all the consumers’ fashion desires. 

Also Chinese consumers are more insecure about how to match clothes, accessories and shoes - a 

reason why they may choose to go into shops that has it all – as they can get help to mixing and 

matching apparel items here. For instance Joyce liked the idea of ECCO having both clothes and 

shoes available that furthermore, complemented each other in a good way in order to buy an outfit 

that fit well together234. 
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8.4 Provide feedback benefits to the parent brand 

Besides of facilitating acceptance of new products, brand extensions can also provide positive 

feedback to the parent brand by e.g. making the brand meaning clearer to consumers and to define 

the brand’s market 235 . A brand extension can also boost the brand’s image by enforcing or 

improving brand associations or/and by fostering new brand association. Brand extensions can also 

assist in improving the core brand’s image by making its brand values and associations more visible. 

Moreover, a study found that a thriving brand extension may improve how the consumers look 

upon the expertise, trustworthiness and likability of the company behind the brand, thereby 

improving its overall credibility236.  

An extension can change the positioning of the brand, by contributing with new benefits or a new 

way of using the product or service. Moreover, the extension can alter the brands identity e.g. by 

adding new values or by modifying or changing the brands visual characteristics. Likewise, an 

extension may influence brand personality, e.g. by adding more skills or making its personality 

more thrilling237. Also extensions can help promote the parent brand this is the case if the extension 

manages to create a buzz around the brand thereby getting consumers interested in the brand as a 

whole238. Moreover, brand extensions can be a means to renew the interest and liking for the brand. 

This was the case of Lacoste which made use of brand extensions such as bags, snickers and hats to 

rejuvenate their brand.  

Also, a successful brand extension can also allow for additional extensions into other categories239. 

It was for example quite easy for ECCO with its core products originally being shoes, to make 

successful extensions into the bag, wallets and other close product categories. However, extensions 

into both adjacent and nonadjacent categories are quite normal in the luxury fashion industry. 

 

Though the advantages of brand extensions are many, there are many bad reasons for making brand 

extensions. For example brand extensions cannot help overturn a declining sale of the core product. 

Instead of mitigating the core products struggles, the extension could end up magnifying them by 

consuming resources that should have been spend on the core product 240 . Moreover, many 

companies make the failure to think that brand extensions can succeed without advertising. Actually, 

the lack of advertising is one of the main explanations for brand extension failures. Entering a new 
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market with well established players with a goal of gaining significant market shares is impossible 

without significant investments241. Getting shelf space, generate interest and promoting the product 

is necessary and all requires a certain level of investments242. 

There are several additional disadvantages and pitfalls of brand extensions. Some of these are that 

brand extensions can: 

8.5 Hurt parent brand image 

A new product can fail and harm the parent brand. A failed product might harm the image of the 

parent brand. E.g. Luxury brands that have been selling cheap products which have made them fall 

from their pedestal. Even if the extension succeeds in the first case, by linking the brands to several 

products the firm increases the risk of an unexpected problem or tragedy as one product might 

tarnish the image of the remaining products. However, “market failures” like a bad design is less 

harmful (as nobody really notices this product anyway- it is not purchased) than product failure 

based on performance (is purchased but does not work)243. Even if the extension succeeds it may 

hurt the image of the parent brand. If the brand extension has attribute- or benefit associations that 

are seen as inconsistent or maybe even as conflicting with the parent brand associations, it can lead 

to consumers changing their perceptions of the parent brand244.  

Moreover making many brand extensions can dilute a brands image, which has happened to many 

brands. An example was Gucci who had 22.000 products in the 1980s widely distributed to all 

kinds of department stores. Moreover it had many cheap and easy to copy products. This strategy 

resulted in falling sales which only recovered when Gucci refocused the brand leading to a cut 

down in products with “only” 7000 products remaining today to be sold exclusively in Gucci owned 

outlets. In order not to replicate Gucci’s failure, fashion brands that seek to grow through extensions 

are making exclusive licensing partnerships with a one sole, carefully selected retailer245. Moreover, 

covering several categories can lead to a brand losing its original meaning and end up not being 

identified with any one product or category246.  
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8.6 Succeed but cannibalize sales of parent brand 

A danger of brand extensions is that its revenue may come from consumers buying the extension 

instead of another product of the parent brand - thereby cannibalizing the parent brand. Sometimes 

cannibalization is not entirely bad, it may be a sort of pre-emptive cannibalization, meaning that had 

the extension not been there the consumers might have switched to another brand247.  

8.7 Cause the company to forgo the chance to develop a new brand 

Introducing a new product as a brand extension can in fact be a lost opportunity to create a new 

brand which might have been more profitable. Also a brand extension is less flexible than a new 

brand, given that the extension has to be in accordance with the parent brand’s promise and 

image248.  

 

Not only could ECCO’s brand extension permit consumer variety seeking and cover all the 

consumers fashion desires by selling various ECCO items (shoes, clothing and apparel), but 

moreover could the extension make ECCO’s brand meaning clearer as the young consumers 

seemed a bit confused about what to ascribe to the ECCO brand. Hence, if the extension succeeds in 

making what ECCO stands for and is associated with clearer it could boost ECCO’s image. 

Moreover, the extension could also help the consumers to link new brand association to the ECCO 

brand. Moreover, if successful the extension could help improving ECCO’s overall credibility249. 

The extension could also assist in changing ECCO’s positioning towards becoming an upper 

premium brand by introducing more and higher priced premium products of excellent quality. The 

aim of the extension is also to make ECCO seem younger as our interviewees saw ECCO as a very 

mature and conservative brand which did not interest them. Hence, the extension should add new 

values to the ECCO brand such as being more young and fresh which is also done by modifying 

ECCOs visual characteristics by making more colourful clothing e.g. colourful Polo’s which seems 

to attract the young consumers. Likewise, the extension could influence ECCO’s brand personality, 

e.g. by, as mentioned, making it more interesting which the young consumer did not see ECCO’s 

personality as being at the moment250. Also if managed properly the extensions could help promote 

the parent brand by creating buzz around the ECCO brand thereby renewing the interest and liking 

for the ECCO brand. However, some of the advantages that is linked with introducing the new 
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product under a known brand such as reduced risks perceived by the consumer and fewer 

advertising costs seem unobtainable with the lack of brand awareness about the ECCO brand that 

exists among the young consumers. Moreover the brand extension, if successful, is able to help the 

parent brand in many ways such a described above, but it is almost impossible to assist a brand that 

they consumers have never heard about. Not only will ECCO’s brand extension not be able to 

leverage on the strength of the parent brand because of lacking awareness characterizing large parts 

of the younger consumer groups, but ECCO could also fall into serious pitfalls by making the 

extension. 

ECCO have expressed that they in the future wish to sell almost entirely from their own stores, 

hence, meeting retailer resistance becomes of lesser concern for ECCO than for many other brands. 

Moreover, ECCO does not have to fear for severe cannibalization due to its extensions as ECCO are 

moving into a new category. However, ECCO shoes may have to give shelf space to the new ECCO 

clothing which could lead to fewer shoes being sold, simply because the selection becomes 

narrower in the stores with limited space. However, the new category extension could also lead to 

additional sales of ECCO as the clothes may attract new consumers that would not otherwise visit 

an ECCO store or because consumers look for an entire outfit and are therefore willing to buy shoes, 

bags and clothes that fit together. Evidently there is always a chance that the extension can fail and 

hurt ECCO’s image. However, this probability can be delimited by not being too hastily about 

introducing the extension, but using the time it requires developing a first-class product which will 

not disappoint ECCO’s costumers. As ECCO has already made brand extensions into other 

categories than footwear such as bags, belts, socks and wallets we see the additional extension into 

the clothing category, as being in line with its current extensions and its core product, therefore we 

do not believe that this extension will lead to a diminished identification with any one category. 

Grounded in the same arguments we are also of the belief that the new clothing line will not weaken 

ECCO’s brand meaning. However, ECCO needs to be very selective in the brand extension process 

and carry forward the necessary consumer tests to minimize failure. It could be argued that making 

the clothing under the ECCO brand could be to overlook a chance to develop a new brand. However, 

one of the reasons that ECCO should make its own clothing line is to take advantage of its brand 

power, but also to improve ECCOs image among the younger consumers. Hence, it does not make 

sense to make a new brand for that specific clothing line. However, as already mentioned there is a 

“power and status gap” between the young and the elder Chinese generations. Therefore, if ECCO 

were producing clothes for the young it might have the negative consequence that the elder 

consumers will stop purchasing the shoes and clothes as they would not feel respected enough 

wearing the same clothes and shoes as the young. However, this probability can be delimited by not 
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being too hastily about introducing the extension, but using the time it requires developing a first-

class product which will not disappoint ECCOs costumers. Furthermore, ECCO should consider 

making a sub-brand for their clothing line to the young consumers as it would limit the negative 

influences it has on the elder Chinese consumers. Moreover, ECCO should introduce more clothing 

lines in the future if the first one succeeds. Making the new category extension as a sub-brand 

would allow ECCO to make further clothing extensions for other segments. By making diverse sub-

brands ECCO could make the products more targeted at a specific segment. However, not to 

damage their status not all kinds of clothing can be made. For example though the fashion trend 

among the young is hip hop inspired it would be a bad idea for ECCO to design such clothes. Also, 

though it would seem obvious for ECCO to make use of leather in their clothing line as they are 

leather specialist they should not go in that direction either. The reasons not to engage in the 

mentioned examples is that hip hop is perceived as street wear and leather clothing stands for 

something very rough and characterises a special segment. Hence, it would lead to a misguiding 

image if ECCO chose to produce such clothes. 

8.8 The question of fit 

For the ECCO extension to succeed ECCO has to secure that there is a fit between the extension 

and the core brand. According to Völckner and Sattler (2006) the fit between the parent brand and 

the extension is the most important aspect of brand extension success, followed by marketing 

support, the consumers’ conviction about the parent-brand, retailer acceptance, and the consumers 

experience with the parent-brand251. Just because a new product is launched under an existing brand 

name, extension success is not guaranteed. However, Völckner and Sattler (2006) studies showed 

that consumers’ parent-brand experience and conviction had an essential role in brand extension 

success252.  

No matter what the perceived fit is based on in the mind of the consumer, an improved fit will lead 

to a more convinced transfer of associations of the parent-brand to the extension, contributing to 

positive evaluations of the extension and reducing the likelihood of negative outcomes. Therefore, 

there is a positive connection between the fit with the parent brand and the price premium that 

consumers will pay for a brand extension253.   

The risk of dilution of brand image is high when there is no conceptual fit between the brand and 

the extension - lack of physical fit per se is not that risky. The fit between the brand and the 
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extension does not always have to be founded on the brand’s existing products or services. It is 

feasible to base the common ground on e.g. brand values and principles, brand heritage, symbolism 

or the kind of relationships with consumers. That the psychological, social and symbolic 

dimensions are more important for luxury goods than for fast moving consumer goods influences 

their brand extension strategies. For example, the fit between the luxury parent brand and the 

extension may be viewed on a more intangible and symbolic plane, highlighting non-product related 

associations, whereas fast moving consumer goods may be assessed on a more tangible, product-

related plane. Hence, when marketing a luxury extension the symbolic, rather than functional 

component should be emphasized254.  

As mentioned earlier advertising is central when introducing a brand extension. Völckner and 

Sattler (2006) identified a vital relationships between the marketing support and the extension fit - 

and thereby the success of the extension. This correlation is caused by marketing support leading to 

a greater fit e.g. through advertising emphasizing the extensions link (e.g. through symbols or 

slogans) to the parent brand.255.  

However, what makes a good fit can differ between countries and cultures. The American 

consumers generally seek a fit between the brand extensions and the current products, whereas East 

Asian consumers have a greater focus on company reputation - especially when the fit is perceived 

as low. In East Asia a company with a strong reputation can easier extend into categories that are 

not close to its core business256. An example is Shiseido introducing diapers in Japan, but failed 

with the same product in the US257. In many East Asian countries not giving a new product the 

company name would be very unusual as the company name is a symbol of pride. An example is 

the Chinese company Haier manufacturing freezers, washing machines, televisions, water heaters, 

air conditioners, and microwave ovens under it Hair brand name258. Hence, how people view brand 

extensions are affected by their origin.  

8.9 What are the right reasons for extending? 

A good reason for making a brand extension is growth, but only after all other alternative involving 

the core product has been sought out. The main engine of extension is an opening to reach a 

mounting segment by using the values associated with the brand which appear particularly 
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persuasive in that segment259. “Brand extension (category extension red.) is used to engage new 

customers, line extension to achieve additional sales with existing customers”260.  

Another good reason is to increase profitability (not meaning reducing costs). Some markets are 

more profitable than others due to production cost, distribution, price etc. If a brand can use the 

extension to penetrate other growing markets with great profit and cost structure, the extension is 

advantageous261.  

However, the reason most relevant for ECCO to make a brand extension is to increase the value of 

their brand. Extensions are particularly necessary for revitalizing or repositioning “old” brands. By 

launching an extension a brand can achieve a modern image, regain its relevance and the interest in 

the brand. A company that does not make extensions or revitalizes the brand can risk being caught 

in an unfortunate time warp262.  

8.10 How far can ECCO go with their extensions? 

How the consumers perceive the brand is essential for how close or remote the extension should be. 

Normally, quality and endorsed brands as well as domain specialists should limit themselves to 

close extensions as consumers see these brands as having expertise and as being innovative in their 

category. Hence, for most of the domain specialists extensions are made to revitalize their brand. 

However, for these brands how close or remote the extension should be also depends on whether 

the brand is grounded in particular category traits or on traits that goes beyond the category263.   

 

According to Reddy et al. in (2008) how broad or narrow a luxury brand extension should be is 

dependent on “the premium degree of a brand” which is “the extent to which customers perceive it 

to offer more quality than comparable offerings, and are willing to pay a premium price264”. 

Though the perceived premium degree is required it is not enough to ensure that a luxury brand’s 

extension will become a winner265. Here, also the cohesiveness of the brand portfolio is decisive. A 

cohesive brand portfolio could for example be made up of various small leather products such as 

leather shoes, belts, bags, and wallets. Reddy et al. (2008) call this cohesion ‘‘brand adjacency.’’ A 

less cohesive portfolio could encompass e.g. leather shoes, baseball caps, cotton shirts, and pens. 

Though these goods are all worn on the person, the rational consistency lacks. “Brand adjacency” is 
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the extent to which the brand extension is consistent with the values of the parent-brand. The more 

symbolically consistent an extension is, the higher is the level of adjacency. A good example of a 

brand with a high level of adjacency is Cartier which has a gross margin over 70% and is situated in 

the highest end of the luxury scale. Cartier has extended their core business in the jewelry business 

to watches, perfumes, and accessories. “Considering each brand extension, the equity of the brand 

in its core category carried through into the new category because all the new categories were very 

close to the core category in terms of key values and perceived attributes”266. A brand which has 

extended into very widespread categories is Pierre Cardin. Pierre Cardin went from being a high 

class brand to being un-hip because he extended his product range too widely. At one point he had 

more than 800 different products around the world. From own flag stores with prêt-a-porter apparel 

to perfume, hair dryers, alarms clocks, bidets and frying pans available in the local super market267.  

From such cases and other similar findings, the authors discovered that a luxury brand’s 

profitability (based on gross margins) is determined by its perceived premium degree and its degree 

of adjacency. That is to say that a luxury brand’s profitability will augment as the perceived 

premium degree rises, however this only hold true as long as the brand is extended into adjacent 

categories. If a luxury brand extends into nonadjacent categories, it will, in time, witness a decline 

in profits, no matter how strong the brand is in its core category268. This is of course generally 

speaking and a brand may move into a few perceived nonadjacent categories without it necessarily 

affecting its profitability. Moreover, as already mentioned, there is a difference in what consumers 

from different countries and cultural backgrounds sees as nonadjacent categories.  

As ECCO is both focusing on quality and could without doubts be characterized as a domain 

specialist, due to its highly scientific approach to feet and their wellbeing, Gelder (2003) arguments 

for a close extension. Moreover as ECCO is a premium brand, nonadjacent extensions should be 

avoided to maintain a profitable brand in the long run. Though the extension we suggests ECCO is 

in another category, it is not a nonadjacent extension as both shoes and clothing is seen as being 

within the fashion industry, which also involves accessories. As ECCO has already stretched its 

brand into the accessories categories by producing item such as belts, bags, socks and wallets it will 

be easier to extend into the clothing category as these accessories could be viewed as a step on the 

way to the new extension.   
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Hence one of the reasons that ECCO should expand into the fashion category is this categories 

closeness to ECCOs core product market. It is what Kapferer (2000) would call a logical step along 

the chosen direction. According to Kapferer (2000), besides of being a logical step the prospect 

extension should also be aimed at a market that is fast-growing and profitable and has a large 

enough consumer base to support the extension. This criterion is also fulfilled as the Chinese 

fashion market is the fastest growing market in the world and as ECCO has proven that it is a 

company able to make a good profit on the Chinese market. Also, the Chinese apparel market is still 

big enough to accommodate new players in the high-end segment. 

However, Kapferer also states that a brand extension should add value to at least some of the brands 

specific attributes and its core values. Also, it must be accessed what the extension has done to 

deserve the brand name - whether it possesses the same physical or intangible characteristics?   

According to ECCO their shoes equal high-quality, unique design, material and production 

innovativeness, a good fit, comfort and wellbeing for the feet269. If ECCO were to make the 

category extension into clothing our suggestion is that they emphasize the same attributes in order 

to create a fit between parent-brand and extension. ECCO’s clothing should therefore also 

emphasize its high-quality, a good fit and comfort and wellbeing when wearing the clothes. As 

ECCO has succeeded in being innovative in producing ground-breaking soles and running shoes 

build on totally different principles than its competitors, they should also invest in research and 

development on the clothing market. Thereby still keeping their scientific focus on what is best for 

the human body and not on what is easy to produce and looks trendy when on the coat hanger or on 

one of the many gorgeous fashion models. ECCO is making shoes to real people and should also 

make clothes to real people. 

8.11 How do we evaluate extensions? 

To evaluate an extension we need to start with considering the extensions long term logic. All 

extensions have an effect on the nature, scope and status of a brand. What is the ultimate objective 

and where will it lead to, what is its goal and what is hoped to be achieved? Will the extension 

contribute to the brands reputation on these attributes? Does it have other additional benefits which 

will enrich the brand by lending it a dimension previously lacked?  

One reason to make the category extension into fashion is that it can enhance ECCOs brand 

expression. As already mentioned, adding new benefits or offering a different look can alter the 

brand identity e.g. by introducing new values or changing the visual identity. This suggested 
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extension is into more youthful fashion apparel which could, if successful, change ECCO’s brand 

personality - both the actual look of the ECCO products (which are quite conservative) and the 

brand’s values, which could, if handled the right way, make the ECCO brand seem younger, more 

fresh and exciting. 

At the moment ECCO has got a hold on the older consumers, but lack products that could cater the 

younger generations, the category extension could thereby help ECCO reach these younger 

segments. The second reason is that ECCO is very successful in China having succeeded in being 

perceived as a brand in line with Prada, by at least some consumers - which currently seems very 

unlikely to happen in e.g. Denmark. ECCO should therefore exploit the chance it has been given in 

China to build on its brand potential and grow its markets and its revenue.   

 

However, a brand extension should never be decided upon without taking its future environment 

into account. Moreover, it should never be underestimated whether there are high costs and 

extended timescales involved in acquiring expertise in this new market? And whether it will 

become too expensive producing the extension, which in our case would be an entire line270. 

Though entering the fashion market is not uncomplicated, it will however be easier for ECCO as 

they are currently in a somewhat similar category. For example they are already used to launching 

several collections per year, following the changing trends etc. Also, ECCO knows how to manage 

the process from hiring designers, designing the item, producing the real product, a product that is 

build to last and has a good quality. So even though ECCO is not acquainted with the fashion 

market, they know how to control the process from design to store. Moreover, ECCO has not got to 

convince retailer to accommodate their new products, as they have got their own stores, which is a 

huge advantage. However, the new clothing line would take shelf space from the current products 

which could be a problem, and stores might have to be expanded where possible. Considering the 

competitors, we do not believe that there will be a big uprising from ECCOs current competitors, 

since many shoe producers only wish to concentrate on shoes and has not made brand extensions 

into bags, belts and wallets such as ECCO. However the market ECCO is about to enter is quite 

competitive and it will be hard for ECCO to break through without investing massively in 

marketing campaigns to create awareness about the ECCO brand and to support the new extension.  
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8.12 Will the brand extension be accepted by the consumers? 

In our questionnaire and interviews we asked which product ECCO produced besides shoes. 

Though some had no idea, other answered bags and a great deal actually believed that ECCO sold 

clothes. However, nobody had ever purchased any ECCO accessories, or any ECCO shoes. That 

some people believed that ECCO was already producing clothing is both a good and a bad thing. On 

one hand it means that these contestants see clothing as a logical extensions, but it also witness 

about ECCOs doubtful positioning and that these would not buy ECCO clothes since they haven’t 

tried to already (then they would know that it does not exist).  

In our questionnaire we asked “If ECCO were producing clothes would you consider purchasing 

these?” The responses can be seen in the figure below. However, the responses from the group 

interview is placed next to definitely would not buy, since this were here the common vote of the 

participants was placed. Therefore, the responses may be more negative than if the respondents had 

responded individually, as the group interviewees may have influenced each other.  

Answer Options 

Definitely 

would not 

buy 

          

Definitely 

would 

buy 

Would you buy ECCO 

clothes? 
1 7 2 3 2 1 0 

Hence, the majority of our contestants do not look very positive on a prospect extension. However, 

these very negative prospects are probably a result of the contestants not knowing so much about 

the ECCO brand, but also because they do not have the right age to “appreciate” what ECCO stands 

for (more minded on business people than on students wearing sporty brands), nor have they been 

targeted by ECCO. Our group interview revealed that though the students had claimed that they 

would not purchase ECCO clothing, they said that their situation would probably change as they got 

older and that they might be interested at that point as they would need to adjust their looks when 

they start to work. In our in-depth interview with Diana she said, about the possibility of her buying 

ECCO clothing “Well probably when I get older I would like to buy it. And when you see the 

commercial for the clothes you would probably see how it looks with the shoes and if the design 

goes well together.271” Others said that whether they would purchase ECCO clothing depended on 

the style. In our interviews and in the questionnaire we also asked if one would expect such an 

extension from ECCO, and most of the contestants believed that such an extension would be quite 

natural as this is more or less what all fashion brands do in China. Moreover most people believed 

                                                 
271 Interview with Diana, see appendix 10 

79 

 



 

that this extension would fit quite well with the parent brand. One replied; yes, if it was targeted to 

the same consumer group, and Jacky, one of our focus group contestants, believed that ECCO 

should make the clothes very formal as their shoes have a very formal look. Zhi Li thought that 

business clothes would be a good idea. “Or something conservative, but also some sports clothes, 

like golf clothes or other sports clothes272.”  Li Huan was more into the idea about ECCO making 

more casual clothing with bright colours “I think the casual brands always have brighter colours 

than the business conservative ones. They will have more the black and white”273. All in all it 

seemed that casual business clothing was the brand extension that was most obvious.  

We also asked whether our contestants would consider ECCO’s clothes as hip and modern. Here, 

some said yes - they would and other said that they would think that it would have a more classic or 

old style, but this should not necessarily be seen in a bad way as such clothing would be suitable for 

many occasions. When we asked if they would consider ECCO’s clothing as being luxurious, it 

seemed quite clear that it would not be perceived as a luxurious, but more as high class and good 

quality, within the frames of a premium brand.  

Though the responses to the brand extension were overall speaking quite negative - especially the 

chances for an actual purchase. We are still of that perception that a making the brand extension 

would be a good idea, however it should not be introduced before the ECCO brand has obtained a 

stronger and more clear positioning in the minds of the young consumers.  

 

In fact the lack of brand awareness of the young consumers will probably be ECCO’s greatest 

caveat in introducing the category extension as brand equity is both an imperative driver of 

extension success and one of the main reasons for deciding to make the extension.274 Without 

sufficient brand awareness, introducing the extension will be like introducing a new brand, as the 

extension cannot profit from the image and associations linked to the parent brand, hence no stamp 

of approval can be derived from the parent brand and no status can be transmitted. As already 

described an extension cannot solve the problems of the parent brand, but will only shift the focus – 

which may result in the extension “stealing” resources from the parent brand. As ECCO is quite 

successful on the Chinese market we cannot categorize ECCO as an unhealthy brand, but we do 

believe that the lack of awareness among the young consumers and their mixed perceptions about 

ECCO’s attributes, which are not always positive, forces ECCO to work more on positioning 
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themselves in the mind of the consumers. Moreover, ECCO needs a clearer branding strategy so 

confusions about the ECCO brand can be avoided.  

All in all, there are more advantages than disadvantages for ECCO in making the extension. 

However, this builds on the condition that ECCO succeeds climbing upwards in the brand building 

pyramid by creating more awareness, improving their image and creating a stronger bond to the 

younger consumers. We will describe some of the steps ECCO could take to succeed with this in 

the coming two chapters. 
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9 ECCO’s strategic challenge and Preliminary extension suggestions 

As we have mentioned in our previous chapter on brand extensions making a brand extension 

without a sufficient level of brand equity would not be a wise decision. Moreover, the brand 

perception is the starting point for any extension. Only by understanding how consumers view a 

brand can management know what the possibilities are for extensions. By using the brand 

perception management can assess how well the extension fits the parent brand and how the 

extension will influence it275. Hence, ECCO has to assess their level of brand equity and how the 

young consumers perceive their image and only when they are satisfied with the level of the two 

should the category extension be introduced. Therefore, ECCO will constantly have to measure 

their level of brand equity and their perceived image in order to follow the development of these 

and to be able to make corrections. 

9.1 Pre-analysis 

Though, a limited part of ECCO’s target group is well aware of the brand which is the main reason 

for ECCO’s shoe sales success, ECCO’s biggest strategic challenge to growth on the Chinese 

market is according to our finding the lack of brand awareness. Hence, ECCO’s most important task 

on the Chinese market at the moment is to create brand awareness among a broader segment. 

However, before starting any brand building initiatives ECCO will have to determine which 

position they currently have, which position they would like to conquer and which segments they 

should aim at now and in the future.   

Our recommendation is that ECCO should reposition itself as a premium brand, targeting the 

younger segment in addition to the older one by among others using the brand extension into 

clothing as a tool.  

However, as our findings are limited in scale ECCO should make in depth analysis based on 

quantitative and qualitative examinations before deciding whether to make the brand extension or 

not. Moreover, if they decide to make the extension they should decide upon which clothing line 

and which segment the category extension should focus on. We have so far examined the Chinese 

market for luxury goods based on articles and books, as well as our own empiric data. However, we 

recommend ECCO to prepare a more in-depth analysis consisting of both qualitative and 

quantitative data to assess whether the Chinese clothing market is attractive for ECCO. 
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9.2 Analysis procedure 

The analysis should be based on relevant market fluctuations and include elements of both 

marketing situation analysis and environmental forecasting. The marketing situation analysis 

consists of market analysis, market segmentation and competitive analysis 276 . The marketing 

situation analysis should outline the opportunities for a brand extension into clothing by gathering 

and interpreting information on fashion trends, demographics, and consumers’ preferences and 

consumption patterns, etc. Our recommendation is that ECCO validate their segment decision 

criteria to a younger segment. They should examine what the younger segments want from ECCO 

and what their needs are, but most importantly what they expect from ECCO. ECCO should outline 

these expectations by using the above mentioned quantitative and qualitative analysis. What is more 

ECCO should access whether a bigger focus on the younger segment could seriously hurt the 

relationship to the older customers as this might prevent ECCO from such a broader segmentation 

strategy. 

 

Furthermore, they should analyze their competitors and find out what they are doing and their 

success criteria, by doing so they might call attention to new tendencies on the market and 

consumers that they would not have discovered or considered on their own. Analyzing these factors 

should give them a clear picture on clothing consumption on the entire market. 

Environmental forecasting is a tool used to predict external changes that the company might be 

affected by277. It includes elements such as identifying and surveying the consumers and tracking 

the marketing activities’ effect on the consumers. As ECCO will be making a brand extension they 

will not be able to make past buying behaviour analysis. However, they should make link test and 

tracking to find out which clothing line will be best suitable for the target group. These link tests 

should be made by focus groups where the contestants try on the different clothes samples and share 

their positive or negative opinions. After finding the right apparel products for the chosen segment 

based on their desires, needs and expectations ECCO should make an aggressive advertising 

campaign. This is part of the repositioning and brand awareness strategy that ECCO is in short of. 

Therefore advertising and brand awareness effectiveness studies should carefully and consistently 

be carried out278.  The advertising effectiveness studies should first be pre-tested like the clothing 

lines by e.g. focus groups or survey groups in order to see if it has the intended effect. After being 
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launched ECCO should measure the effectiveness of the campaign, among other if the desired 

brand awareness level has been created. 

 

As pointed out brand extensions have high risk of failing which is why the tracking studies should 

be made often that is to say on a weekly or perhaps even on an everyday basis especially in the 

period following the product launch. Tracking studies are based on the frequency of product 

purchase, on the consumer behaviour and marketing activity in the product category279. Evidently, 

ECCO should measure the brand associations by using collected data on the consumers. To explore 

if the brand extension is a success ECCO should use sales tracking. ECCO has a highly developed 

information and computing technology, which provide detailed information on the sold items. 

Additionally, they should use the sales tracking for an attitudinal research. After introducing the 

brand extension into clothing ECCO should make attitudinal research to spot which clothing line is 

selling best, i.e. if it is ECCO sport, ECCO casual, ECCO business or ECCO premium that has had 

the most positive effect. 

9.3 Expensive, but necessary analysis 

It can be quite a difficult task, not to mention resourceful, to measure the level of brand equity. 

Before measuring the advertising campaign and its effect on brand equity ECCO must identify and 

point out their values in a brand equity charter. Formalizing the company’s views on brand equity 

will provide the marketers measuring guidelines280. These guidelines should be used in a brand 

equity report where the marketer can examine the outcome. The equity report is a report where 

tracking surveys and performance are measured on a regular basis (monthly, quarterly or annually) 

and should include a description on what has happened with the brand and why it has happened281. 

Therefore, all necessary internal and external measures of brand associations, performance and 

outcomes of brand equity should be part of the report282. Besides the market analysis mentioned 

above, the report should also include, a GAME plan explaining the goal, activity, measurements and 

evaluation based on measures of both input and output283. ECCO’s goal in this case is to be 

repositioned as a premium brand and introduce a brand extension into clothing. ECCO’s activity is 

to find out how the brand extension is accepted by the consumers in comparison to their shoes. 

Measurement regarding the sales measures and identifies changing consumer behavior as already 

84 

                                                 
279 Keller 2008: p. 331 
280 Keller 2008, p. 333 
281 Keller 2008, p.336 
282 Keller 2008, p. 337 
283 Keller 2008, p. 337 

 



 

explained. And finally evaluation of the outputs assessing whether ECCO’s brand extension into 

clothing is a sales success and whether ECCO has managed to move up the brand building pyramid 

creating more brand awareness and greater brand equity. Hence, it is advisable, that ECCO sets up a 

brand value analysis scheme in order to identify the right path to their strategic goal of increased 

sales and market shares. 

By doing so, they will be able to constantly evaluate the consumers perceptions of the ECCO brand 

and measure ECCO’s brand equity. Making such evaluations and measurements are vital for 

managing ECCO’s future brand investment and growth of ECCO’s brand equity.  

ECCO should base their strategic decisions on these findings. Therefore, it is not solely a strategic 

challenge, but moreover a managerial challenge, as it is ECCO’s management that decides upon 

putting funds aside for such analysis.  

9.4 Preliminary extension suggestions 

Our research is not as exhaustive enough, we have made suggestions on how ECCO should make 

marketing research and base their decisions upon them. In spite of this we have tried to make some 

preliminary suggestion based on our empirical material. Our recommendation for which segment 

ECCO shall target their clothing line to is the younger segment aged 20-29. However, we suggest 

that ECCO focus on the elder group of the young segment aged 25-29 because of the following 

reasons; in the middle of their 20s the young Chinese will have finished their education and entered 

the work force thereby obtaining a more regular and higher income. Also according to Lu (2008) 

the Chinese elite consist of the 25-45 years old, hence, if ECCO wants to capture the elite they need 

to focus more on the young part of the Chinese elite aged 25-35 and not only on the segments over 

35 which they are currently targeting. Moreover, ECCO should be careful not to scare away their 

existing customers, which could happen if young students suddenly started wearing ECCO apparel. 

Many of our interviewees believed that selling to students would make a premium brand lose its 

status. After all, there is a difference between high-status business people playing golf with their 

CEOs earning a lot of money and students without official incomes, living with their parents and 

normally wearing sports apparel. Hence, ECCO has to be careful not to cater to students (or cater to 

them but make their products so expensive that the students cannot afford to buy them), but only to 

young people having entered the workforce.  

Which clothing line should ECCO choose? Once again the final decision should be based on 

profound research where the various clothing lines have been pre-tested. However, our suggestion 

which is based on our analysis in the extension and the Chinese consumers’ chapters suggests that 

ECCO should introduce their clothing lines under diverse sub-brands targeting different segments. 
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ECCO should begin with introducing the ECCO Casual line which is designed to attract the young 

Chinese who have just or who is about to enter the job market. Moreover, ECCO could make 

ECCO Business which should be more formal, whereas ECCO Casual as indicated by the name is 

for both business and leisure time. All of ECCO’s clothing lines should be Premium lines. However, 

to reach the elite and to underline ECCO’s position as an upper premium brand ECCO could make 

an ECCO-Signature line targeting the most affluent consumers such as they have done with their 

premium shoe line. The ECCO-Signature line should be more exclusive using materials such as 

cashmere and handmade bottoms. ECCO could also introduce a clothing line for sports under the 

sub-brand ECCO-Sports. These brand extensions complement and fit well with ECCO’s different 

shoe collections. 

When introducing its new clothing lines ECCO could use Armani as a prudent example. Armani has 

been successful with introducing his brand extensions as sub-brands as this has been done without 

compromising the luxury image. Brand extensions modify the relationship between brand and 

product and indeed between the brand and the product category. Armani’s products for example 

have more in common than just the Armani name, they possess a certain allure. This allure is a 

special combination of several values as each product has a special high class value and the product 

being a natural part of a glamorous lifestyle. He has extended with various sub brands where some 

are targeted to the young consumers (AJ Armani) at a reasonable price, however, still a premium 

price, but reasonable compared to the Armani Colleczioni price. Nevertheless, this combination of 

attributes requires resonance, without this the extension can easily fail like the example of Pierre 

Cardin. However, Armani’s brand extensions’ resonance is kept due to the kept luxury image in 

every Armani sub-brand i.e. restringing distribution channels, high prices, etc.284
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10 The Marketing and Branding mix 

This chapter aims at assessing how ECCO could position itself to become a strong brand perceived 

as belonging to the upper premium range. Moreover, it gives several guidelines to how ECCO 

should create more brand awareness and create a stronger relationship to its customers by making 

use of the category extension and the six P’s of fashion marketing. Moreover, we will use our 

finding from the chapter on the young consumers to determine how ECCO should get a hold on 

these.  

10.1 The luxury fashion strategy 

The luxury companies develop products and services targeted at the luxury consumers. They apply 

the marketing strategies to set their pricing, distribution, promotion and positioning with the aim to 

reach their target groups. Branding and marketing are correlated and benefits one from the other. 

Branding is nonexistent without marketing as it is dependent on the products and services provided 

by marketing, while marketing is depending on branding as a strong brand strengthens the 

marketing strategy and the other way around a weak brand weakens it285. 

There are numerous ways to build brand equity. However, numerous competitors are trying to build 

their brand equity on the Chinese market as well as enhancing competition. New creative marketing 

methods need to be on the agenda to create brand awareness and a strong demand with the goal of 

gaining absolute customer loyalty286. 

We will look into the marketing mix of the luxury fashion strategy using ”the six Ps” derived 

from ”the four Ps”; product, price, place of distribution and promotion, extended with the two Ps; 

people and positioning which are just as vital in the fashion industry 287. 

10.2 Product 

A product stands for goods and services provided by the companies at a given price to the end 

consumers’ purchase of the product. It involves both tangible characteristics in terms of what we 

can see, touch, smell, hear and taste and the intangible characteristics of what we feel and 

experience. The luxury brand industry is very product specific and luxury products provide more to 

a product than only satisfying customers’ basic needs. They go beyond that as the luxury products 
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helps the consumers to express their social status and create and secure their image. The luxury 

consumers use the luxury products as status symbols to show their exquisite taste. They are 

triggered off by the emotional, social and psychological benefits associated with the products. As 

luxury products are not purchased solely for its function branding becomes even more crucial for its 

equity and consequently, the most important ingredient for a successful branding strategy 288 . 

Luxury products should make the consumer feel special. Luxury products should therefore, have 

that little extra that a “normal” product does not have289. That little extra can be a simple thing for 

ECCO’s new clothing line it could as already mentioned, be some very special buttons made by a 

special material from a certain area in Arabia which have been hand made there for several 

generations or a fabric that is extremely soft as we know it from e.g. Kashmir silk which just makes 

you feel very good like wrapped in a soft blanket when you wear it.  

There are certain standards a luxury product should live up to in order to meet the luxury 

consumers’ expectations. Luxury products should among others be innovative and creative with an 

appealing product designs and packaging. The products should also be classic and timeless and of 

the highest quality. Moreover, the luxury firms often highlights that their products are made with 

meticulous craftsmanship and manufacturing precision290.  

10.2.1 High-end Product requirements: 

ECCO’s new brand extension into clothing should therefore live up to these requirements. Many of 

these requirements are though already an integrated part of ECCO’s shoe production. ECCO has a 

specific design (which by many is seen as classic), moreover, comfort and quality are what 

characterize the ECCO shoes. Also, ECCO shoes are tested to secure the consumer the highest 

quality and strength, ECCO are also eager to show their meticulous craftsmanship and their ability 

to create special and innovative products has been proven this year with the launch of a premium 

shoe collection which expressed an uncompromising design, great quality and unique material 

choice by e.g. snakeskin. But according to Dieter Kasprzak one of the designers behind the new 

Premium shoe collection what ECCO’s design team wanted to show were their passion as 

shoemakers291.  
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Communication about luxury brands and products primarily aims at creating dreams and second to 

revitalize the brand.292 The luxury brands often use a specific visual language to sell their products. 

Many brands have used the figure of the brand creator to represent the brand. Moreover, most of the 

successful brands have used logotypes that are usually short and very visual e.g. Chanel’s double C, 

Louis Vuitton’s LV and Dolce and Gabbana’s DG as visual symbol that accompanies the logo 

typed. Especially in Asia there is a logo fixation. Therefore, recognizable symbols are found all 

over the luxury products in China.293 ECCO has also started to use two different ECCO logos, one 

is just ecco written in small letter seen on e.g. the ECCO belts and wallets, the other is a small e 

often in gold seen either glued to the ECCO bags or dangling in a small strap from the top of the 

bag294. Other brands are characterized by a cult of detail, a favorite material, e.g. Prada’s use of 

leather, a hymn to the manual work or a typical way of doing things295. What may also be vital in 

the consumers’ final purchase decision is product characteristics such as scent and color296. Hermes 

has the color orange associated to its brand, the company bags, gift paper, etc., are in orange while 

Chanel’s associated color is black with the white double c logo on its merchandize.  

 

Though luxury products are normally only for the chosen few who has got enough money. Many 

luxury companies have used different products to target different consumer segments. Just like 

ECCO’s Premium shoe collection which is in the very expensive end several luxury brands have 

used products which for “normal people” seems impossible to pay targeting only the extreme rich. 

In the other end of the spectra they have used smaller and cheaper goods to catch the less affluent 

consumers known as the day trippers. Such cheaper entry level products can be used if the quality 

and service is still very high. Here the goal is not to sell a lot, but to draw new clients into the 

brands universe. This is what Louis Vuitton does with its small leather goods, Tiffany with its small 

silver jewellery etc297. ECCO’s earlier expansion into accessories allows the less affluent consumers 

to buy some of ECCO’s products. ECCO has traditionally made shoes for the mass market in 

Denmark, which for many Chinese have been quite expensive thereby being premium in China. 

With the introduction of ECCO’s Premium shoe collection and the new clothing line which should 

be in the more expensive end, ECCO will cover a quite broad spectra with products that can be 

89 

                                                 
292Kapferer and Bastian 2009, p. 212. 
293Chadha and Husband 2006, p. 20 
294www.ecco.com 
295 Kapferer and Bastian 2009, p. 220-221 
296 Keller 2008,  p. 195 
297 Kapferer and Bastien 2009,  p. 189 

 



 

bought by different consumers, with different incomes albeit all can be categorized as affluent 

consumers.  

However, ECCO has to think about which kind of products they offer in their stores. As it is today 

ECCO has a wide portfolio of shoes, which is at one hand good as it offers the consumers many 

choices, but on the other hand it has also led to ECCO having different products both in quality and 

price. Though it might be good for a company selling very expensive goods such as Gucci to have 

entry level products, it is not the same as having many mass-market products - affordable to most 

consumers. If a brands becomes affordable to the masses it may risk losing its luxury status and for 

a brand that is not yet linked with luxury or top of the premium it can also prevent a brand from 

reaching this status. Therefore, ECCO should seek to raise its price point. However, such a thing 

must be done with manner. A good way to do this could be by introducing new and better products 

with special designs or innovative products and outface the old and cheaper products. 

10.3 Pricing 

In luxury, the price of a product has very little to do with its production expenditures. The 

traditional cost of goods cannot work here. In traditional marketing you start with a skimming price 

and then when competitors enter you drop the price. In luxury pricing it is the reverse situation298. 

Pricing is a vital element in a luxury brands positioning as price is a strong signal of value and 

luxury. The luxury consumers are not as price sensitive as other consumers and in fact count on 

luxury goods being expensive as the position and the value of a brand is often based on its price 

Luxury and prestige brands normally use a premium pricing strategy thereby highlighting the 

brands power, elevated quality and uniqueness. Price has however, led to a lot of confusion in 

determining premium and luxury products as premium can be just as expensive as luxury299. This 

has confused the consumers as high prices have traditionally been a way for the luxury brands to 

make distance to other categories of brands300. Though this may be frustrating for the luxury brands, 

it is an opportunity for premium brands to charge higher prices.  

However, ECCO has not been able to be perceived as an upper premium brand which may not seem 

as a surprise since it has not been part of their previous strategy and as it is still unclear where the 

company is trying to go precisely. We suggest that if ECCO wants to keep on making Premium 

collections within fashion shoes and establish them in the top of the premium clothing range they 

should augment their prices, generally speaking. This should be done with the introduction of new 
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products e.g. the Signature line where it makes good sense. However, being a high-end brand is not 

just about high prices, it is also about being part of a dream and the creation of distance already 

mentioned301. Hence ECCO needs to reposition their brand in the minds of the consumers to 

become more luxurious. The price of luxury products is radically higher than those of products with 

comparable physical benefits (between 30% to over 100%), however, the higher prices can be 

allowed for due to the high-end brands intangible attributes and remunerations302 as the pricing 

equation works primarily in the emotional area303.  Luxury consumers hunt for an experience or a 

feeling which is very symbolic. Consumers pay for the perceived value and they will pay a 

premium for that little extra. For the luxury companies adding this “little extra” crave only modest 

additional costs, but enhance the products value markedly. Luxury brands, with their premium 

prices, have their center of attention on profitability and return on investment304, making the right 

price the maximum that the luxury consumers are willing to pay305. However, one has to make sure 

that there is a sufficient consumer base that is ready to pay the proposed price306. As examined in 

the chapter on the Chinese clothing market the growth will be strongest in the premium segment – 

allowing companies such as ECCO to expand into the clothing business. 

Though the affluent consumers can afford to pay full price for just about anything as they do not 

have to save money to be able to get food on the table307, many affluent consumers do not see 

themselves as affluent or rich. Moreover, the Chinese always fear their future conditions and are 

scare that they might lose their job or something else which could damage their current position.  

Therefore they are careful about what to buy and how to spend their money and concurrently they 

are saving money for e.g. their children’s education and their old age. Many luxury consumers are 

economically vigilant, risk averse and very protective of their hard earned money. It therefore 

makes good financial sense for them to look for the best deal308. Affluent consumers also buy on 

sale (mostly because they can)309 and haggling is not unusual, as luxury consumers do not want to 

be cheated. Moreover, price is more important when shopping for fashion then when shopping for 

e.g. cars and antiques310.  
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However a good brand should avoid too many discount arrangements. What may happen if the 

product price is too low is that the product will lose its status. Hence, it would be a mistake for a 

high-end brand to lower its prices to sell more, as it would mean departing the high-end category in 

the long run.  

10.3.1 How to price a high-end product: 

Comparative pricing is unusual in the luxury industry. This is mainly due to two aspects. One is that 

products are bought only occasionally and therefore the price paid is rapidly forgotten. The other is 

that the products are quite unique making it hard to weigh products and prices311. When pricing 

luxury products and partly premium products it is central to remember that luxury sets the price - 

price does not set luxury312. However, using price ranges makes it easier to find the price for a new 

product. The price of the product should be based on the experience it offers rather than on the 

product itself. In this particular case ECCO in line with the premium shoe collection could on the 

same terms have an exclusive clothes collection, the Signature line, using a high scale price and the 

sports and business line introduced at a lower, but premium price. 

What is first to be done is to locate the price range that your consumer segment are used to consider 

and to paying313. If ECCO wants to compete against casual premium brands such as Ralph Lauren 

and Lacoste this is the price range ECCO should be situated within. ECCO should use this range as 

an opening to plot out the exact features, benefits and values that the product delivers at each price 

point, and then find a place that enhances the products’ value proposition greatly. At this point there 

are several opportunities, according to Danzinger (2005), the product should be priced in the 

upward end of the scale, but not out of limits. Danzinger (2005) states that the opportunity is to 

triple the value while only doubling the price - making the pricing equation in favor of the 

consumer314.  

However, where exactly on the price range ECCO should position their clothing line, depends on 

what this line has to offer of special attributes and on the strength of the ECCO brand at that point 

in time.  

 

It is common in the luxury business that an increase in price leads to an increase in sales volume; 

this is one of the specific of luxuries315. Therefore luxury companies should keep rising the average 
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price of the product range. In fact, the price of a luxury brand should always increase. A good idea 

is too set the price “low” and then little by little raise the price while upgrading the product until the 

right balance is found between volume and margin316. However, prices cannot be raised markedly 

without adding value. Adding value does not necessarily means adding costs to the product317. A 

higher price cannot be justified by adding some extra gold and diamonds- the clients dreams must 

be further satisfied to allow for this augmentation in price318. This is what ECCO has done with 

their Premium shoe collection introduced this year. Here ECCO has added more value in terms of 

special materials and a very classic and luxurious look which adds to the consumers dream by 

making them feels special when wearing these shoes, since these are shoes that will definitively be 

noticed. Hereby augmenting the price on these shoes compared to a normal pair of ECCO shoes 

does not seem like cheating the consumer and it is still in line with ECCOs philosophy about 

offering value for money – these shoes just have that extra value.  In the same way the new clothing 

line could reach a much higher price point than ECCO’s normal products, but it would require that 

the clothing line had something special to offer and that it could be part of the consumers’ dreams.  

10.4 Place of distribution 

Place of distribution implies locations where a product is sold or distributed and it may have 

considerable impact on the resulting equity and ultimate sales success of a brand319. In the 90ties 

many luxury brands were eager the sell as much as possible and to reach this goal they had a 

widespread distribution of their goods, using both franchising and many distributors. However, 

many luxury brands experienced their brand value declining as a result of this strategy which has 

limited control over the distributors permitting them to sell the luxury brands everywhere and on 

sale etc. To avoid this kind of situation high-end brands usually applies the selective distribution by 

using their own stores or high-end department stores320. There are several benefits when selecting 

the right distribution channel among others enhancing sales and profitability, the strength and 

success of the brand, customer satisfaction and brand loyalty321

 

ECCO’s choice of distribution is department stores, shopping malls and own stores. However, their 

strategy is to move out of the department stores where the products are placed side by side the 
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competitors’ products and focus on the shopping malls with own retail and flagship stores. Selling 

only through your own stores is a good distribution strategy if ECCO wants to enhance their image 

to become a more luxurious brand. According to Michael Hauge Sørensen ECCO’s plan is to set up 

more stores in the Chinese shopping malls as these allow ECCO to give the ECCO brand its own 

profile and identity, which is harder in department stores where ECCO is next to other brands. 

Though ECCO wants to open new stores within malls, ECCO should emphasize the premium store 

concept which they started in 2008.  What is important here and what is also what ECCO has done 

is to stress the interior design. What ECCO has done in Hong Kong was making a store consisting 

of a cube structure made in wood, around which the shoes are exhibited in an artistic and innovative 

way, so that it looks like the shoes are almost hanging in the air. The experience of the space is very 

distinctive and is supposed to stress ECCO’s innovativeness. In the store you find a shoe collections 

picked especially for the Asian market which comprises ECCO’s Premium Collections and Limited 

Editions. What ECCO and its competitors in the premium and the luxury business have realized is 

the importance of giving the consumer an experience. Goods can be forgotten, but an experience is 

less likely to do so. What nowadays consumers wants is experiences and to try something new, 

which is exactly what the young Chinese are looking for. Therefore, ECCO should give the whole 

experience dimension as much attention as the development of products.  

However, ECCO has chosen to use several store concepts; ECCO Premium Store, ECCO Signature 

store and ECCO Flagship Store, ECCO sees its range of store concepts as complete, covering 

everything from the global ECCO stores to the exclusive Signature Store. The different store 

concepts cover all of ECCO’s consumer segments and collections. Nevertheless, with the new 

Premium stores and a sustained improvement of the retail concepts ECCO seeks to elevate the 

brand. We believe that, ECCO with its introduction of more luxurious and expensive goods needs at 

store format that matches these new more exclusive goods. Therefore ECCO should make more 

ECCO Premium Stores and cut back on the less exclusive store concepts. 

Moreover, ECCO should be more selective when choosing where to situate their stores. ECCOs’ 

stores should only be situated in the expensive parts of the various Chinese cities so that the 

placement does not conflict with the people perceptions about ECCO being a premium brand. 

However ECCO could, as a way to capture the second-two and more rural cities start to place more 

stores here thereby capturing first-mover advantages and creating more awareness about their brand. 

Moreover when ECCO introduces their clothing collection is has to be available across China and 
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not only in a few stores such as ECCO’s Premium shoe collection which was only available in 

Hong Kong322. 

10.4.1 Internet selling: 

Besides of using its own stores to sell the ECCO products ECCO can also make use of the internet 

selling products from their ECCO home page. ECCO should, if they want to position themselves as 

an upper-premium brand, put greater effort into their homepage and how they present their products 

as this could be done in a more luxurious looking way.   

ECCO could also sell some of their products from a few acknowledged online luxury fashion 

retailers such as www.net-a-porter.com and www.mytheresa.com, who do not compromise with the 

luxury brand equity. These online retailers supply several high end fashion brands such as Italian 

Tods and Bottega Veneta, American Marc Jacobs, French Celine and Chloe, English Matthew 

Williamson, Danish By Malene Birger and Designers Remix, etc. When receiving a purchased 

product from the mentioned online shops it is wrapped in exclusive gift paper providing the 

consumer a luxurious feeling when unwrapping it. Furthermore, if the product does not fit it can be 

returned free of charge. 
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The webpage of Net-a-Porter is viewed by over 1.8 million people each month”323. However, 

according to Kapferer luxury brands put their foot in it when “going online”, because 'luxury' is an 

experience - it is something that you need to feel, taste, and touch. Moreover, the internet – when it 

is used for selling the brands product does not allow the brand to keep their prices secret, which is a 

great part of the creation of the consumers’ dreams about luxury products. Though selling on the 

internet could damage the dream value of a luxury brand, not using it could be a competitive 

dangerous decision for the luxury brands as more and more luxury brands such as Louis Vuitton, 

Lacoste and Ralph Lauren uses this channel. Moreover, the Chinese spend a lot of time surfing the 

internet, reading about fashion and looking at their favourite brands’ homepages324. However, a 

luxury brand could choose not to sell through the internet, but only show their products there. 

ECCO has chosen this approach for their Danish and the Chinese market, but not for the British and 

the American one, which seems confusing and might be a sign that they might also start selling 

through the internet in Denmark and China. It would be strategically wise to make an online store 

for the Chinese consumers as it could lead to additional sales and as it could be a means to reach the 

young consumers who are the ones most likely to purchase products on the internet. Furthermore, 

ECCO should use online retailers, but only the ones that can be characterised as luxury retailers 
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such as “Net-a-Porter”. However, it is difficult to enter the Net-a-Porter site if your products are not 

“fashionable” enough and ECCO might need to persuade Net-a-Porter to take on their products 

(which should only be the most premium ones). Net-a-Porter will help boost the ECCO brand by 

signalling that it is a premium brand as it is sold among other premium and luxury brands.  

10.5 Promotion 

Promotion means communicating whatever the company wants to say to the consumers through      

several channels and by diverse means. 

Building a strong brand is among others done by using the right kind of communication. By using 

branding communication firms can build the image and the reputation of a luxury brand.325 That 

advertising assist in creating the product’s image is especially true in fashion as fashion consumers 

are buying an image rather than simply the product. Therefore, creating a misleading or confusing 

image can lead to an unprofitable business326. As we showed in the brand building pyramid, the 

young Chinese consumers seem to perceive ECCO in many different ways and there is generally 

speaking a bit confusion about what ECCO stands for. Hence, ECCO has to work on which brand 

associations the consumers holds.    

 

There exist two overall types of advertising: corporate advertising and product based advertising 

and ECCO should use both when introducing their brand extension. Corporate advertising is 

designed to create brand awareness and image. The advertising appeal is linked to peoples’ attitudes 

or lifestyles. Product advertising is targeted at the consumers gaining product information and has a 

more rational appeal327. Here, it must be determined whether the advertisement is product specific 

or brand-specific. In this way it is possible to specify whether the advertisement seek to call 

attention to and strengthen the brand or if it seeks to promote a specific product or both.328 As 

selling luxury goods are very much about selling the brand behind the goods, luxury brands have 

the extra task of assembling the brands essence and all its elements in each message send to the 

consumers329. As ECCO still needs to create awareness about their brand and about the new brand 

extensions they will need to use both kinds of advertising. Moreover, ECCO should emphasize the 

fit between the parent brand and the extension when launching the latter. Here, the symbolic fit is 

one of the most vital parts to point out. Nevertheless before introducing the extension ECCO needs 
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to foster a greater brand awareness and a more positive and luxurious image among the Chinese 

consumers. With a stronger brand it will be easier and more profitable for ECCO to introduce the 

clothing line and they will get more from calling attention to the fit.  

10.5.1 Advertising: 

When ECCO approaches the young consumers they need to have the right approach and to be seen 

as relevant to the consumers. According to Doctoroff (2005) marketers should help the young 

Chinese solve the dilemma about their desire to be noticed and to fit in at the same time. Marketers 

must balance this want for individuality with the collectivist way of thinking. The young 

generations are into everything that is “ku” – and like to be amused with it. In China youth ku is a 

way of behaving, a specific way of seeing life, a trendy tone or conduct. It is a feeling of 

individuality (though it is not truly there) or a twist of the accepted and conformist. Taking this into 

consideration marketers should make their images interesting by using “China ku” but without 

denying the social and conventional330. 

Moreover ECCO should help the young consumers in succeeding in their transformation from being 

students with a somehow relaxed everyday life, to getting a job having to be more serious also when 

it comes to your appearance. 

 

In many ways it is easier for a company to target the younger consumers both due to the number of 

medias that can be used and also because of their positive attitude towards advertising. Luckily for 

the fashion firms the young generations see ads as entertainment contrary to many older generations 

who are more suspicious towards advertising331.   
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Luxury advertising often uses brands origin, location, history and heritage as a foundation for its 

trustworthiness and communications. An example is Burberry’s use of London where it originates 

from, Lacoste using pictures from 1921 of its creator playing tennis as a way to highlight its long 

history and link to sports 332 . Like Burberry ECCO is using its origin to attract the Chinese 

consumers. ECCO are eager to show that they are a foreign brand, one of the means has been to add 

a small Danish flag on the shoes and to tell the consumers, both in the stores and in the 

advertisements that ECCO is a supplier of shoes to the royal household in Denmark. According to 

Michael Hauge Sørensen in Asia it is significant for ECCO to show the consumers their Danish 

roots and their emphasis on design as the Chinese seek fine quality, design and a good image. The 
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reason that Denmark can be used in this context is that Denmark thanks to H.C. Andersen is seen as 

a fairyland by many Chinese, Therefore, if ECCO’s products can be marketed along with Denmark 

it will make ECCO’s goods seem different and distinctive333. As there are not that many Danish 

brands on the Chinese market, this could also, to some degree, secure that ECCO avoids the trap of 

sameness. The luxury sector is very competitive and though brand wants to be different from their 

competitors, they often finish seeming very alike, what Okonkwo (2007) calls the trap of sameness. 

In practice this means that without visible brand names the consumers would not know from which 

brand the advertisement came from. Luxury brands should project fantasy, create desire and lust. 

With today’s crowded market consumers long for new and unlike advertising. What is required for 

the brands is to expose their separate brand images and personality and this is only feasible if the 

brands produce more effective representations by focusing more on insight, innovation and 

imagination334.  

 

Moreover, luxury advertisements are used as a way to communicate the brands story, from their 

history and expansion to their personality and image, products and services. 335  According to 

Kapferer and Bastian 2009 you communicate luxury messages, more than you advertise. What 

matter in luxury is not so much advertising (of course you buy pages in glossy magazines etc) - it is 

press relations and public relations that matters. High-end brands should be present in the high 

places of taste, living culture and fashion. Except for perfumes luxury does not and should not, use 

television as an advertising media336. Television is not only unsuitable to luxury products, it is also 

a very expensive advertising medium in China and hence, it may be more profitable to use other 

medias337. Luxury looks for participation and active membership from the purchasers and mass 

media does not meet this condition, instead luxury uses a great deal of event PR and corporate 

patronage 338 . Moreover, the rhythm of luxury is not that of fashion – fashion is a world of 

immediacy, with fast shifts, where new trends emerge all the time and old one disappears hastily. 

Fashion is not linear, but luxury is. Therefore, in opposition to fashion a good luxury campaign 

should last for a long time. There is often many years elapse between a consumers first contact with 

the brand to the first purchase. Hence, the strategic and aesthetic coherence of the brand is 

crucial339. Though ECCO is more of a premium brand than a luxury brand, ECCO should makes 
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long-lasting campaigns as this will be cheaper and moreover, it is better that ECCO makes a first-

quality campaign that is costly, but can be used for long time, rather than many small and cheaper 

campaigns that are less effective. This being said ECCO should always be on their toes whenever 

there is an opportunity to get their brand in the medias. Advertisement is vital as it broadens the 

consumers’ knowledge and awareness about the brand and augments the brand’s visibility. As a 

result luxury brands use enormous sums on advertising. The annual amount spend on advertising by 

luxury brands is in general between US$14 million to US$50 million what equals between 5-15% 

of their revenues. If public relations, events and sponsorships are included the amount increases to 

about 25% of the sales revenue340. As mentioned in Porters five forces brand awareness and 

creating buzz around your brand is what separates the winners from the losers on the Chinese 

market. Therefore, the size of ECCO’s marketing budget and their ability to create an interesting 

brand will determine ECCO’s future on the Chinese market. Having a too small marketing budget, 

which has formerly been the case for ECCO in China, could mean that ECCO will lose terrain to its 

current and its coming competitors. If ECCO should win this battle the need an all-round marketing 

program covering several medias by using diverse marketing tools. From our survey we found that 

ECCO should become better at creating excitement and awareness about their brand. To do this in 

the fashion business ECCO could use the following Medias; 

10.5.2 Using the internet to reach the young consumers: 

A good and less expensive way to reach the young Chinese consumers is to use the new 

technologies and the internet. Young people are the biggest groups of Internet users as persons aged 

25 and younger constitute half of the 162 million Chinese Internet users341. Advertisements can 

easily be placed on the internet, and a good way to attract these young consumers is to add 

something that is fun or cool, which will be searched for and seen by many, such as we have seen it 

happen on YouTube or Facebook etc. As our interviews showed the internet was also used for 

shopping and finding good bargains, reading newsletters about new products from the favorite 

brand, etc. Therefore, a brand who wants to attract the young consumers should have an interesting 

homepage which allows it to bond with the consumer. A homepage should have more to offer than 

just the product being showed, consumers should be able to use a lot of time on the homepage.  

Though direct mail has the setback that consumers might be overwhelmed with information’s or 

they might not be interested in the information, direct mail can work if consumers’ voluntary sign 
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up for it either through ECCO’s homepage or in the ECCO stores. These consumers will not feel 

bothered by the material and they would have a certain interest in it342. 

10.5.3 Fashion magazines: 

A study made by Hung, Gu and Tse (2005) about the most effective medias in reaching China's 

upscale and status-seeking consumers, judging television, newspapers, and general- and special 

interest magazines and the cost/benefits of each media showed that magazines have the highest 

targetability among the three. Among special interest magazines, fashion magazines were the most 

expensive to advertise in, while they reach the same income segments as travel and business 

magazines. However, one could argue that using fashion magazines to advertise in would create 

more buzz, simply because these are read by more consumers and are more discussed due to their 

greater focus on fashion and celebrities. Therefore, it is indispensable for the fashion houses that 

their brands feature in these (and in a positive way of course). By using traditional advertising 

brands can still get their name noticed, but to create a trend brands have to get recommended by the 

fashion magazines. This is especially true in Asia as there is a lack of fashion confidence among the 

new luxury consumers. Therefore, it is one of the most important jobs for the marketers to make 

sure that those influential journalists’ bears favorable opinions towards their brands343.  

We therefore suggest that ECCO should use fashion magazines such as Ri Lii which was mentioned 

by several of the survey contestants to be a fashion magazine that they liked to target the young 

female consumers and managerial and in-flight magazines to reach the young male consumers. 

ECCO could use Vogue or Elle to secure that they reaches the more affluent consumers which are 

into fashion. ECCO should not only pay to have advertisements in these magazines, but should also 

seek to make the fashion journalists so interested in the ECCO brand so that they will write articles 

about it and suggest it as “things to wear” and put it on their “what is hot” lists and so on. ECCO 

has already started to use this media an example is when ECCO engaged the readers of ELLE in a 

worldwide competition where the readers were able to influence the ECCO shoe designs. ECCO 

could also use a quite new phenomenon called the “Magalogue” which is a mix between a magazine 

and a catalogue, produced by the fashion brands themselves to show their clothing items and 

accessories. Magalogues are important as consumers depend on fashion know-how from magazines 

and as these define what is hot and trendy and what is not. We suggest that ECCO makes their own 

magalogues, that way ECCO can also show how their shoes, clothing and accessories can be used 

together, which the Chinese are very interested in.  These magalogues could be downloaded from 
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the internet and could be placed in the different ECCO stores where consumers could pick one up 

for free. 

10.5.4 Public relations: 

Public relations (PR) involve the planned and continued endeavor to create and uphold goodwill 

and reciprocal understanding between a company, its target consumers and its stakeholders. The 

goal of public relations is to influence and sometimes to modify consumers’ knowledge and feelings 

about a brand and what it offers, including its identity and image. Everything the brand does should 

be PR–able as a brand that is not spoken of, not mentioned in films or in TV or worn by a star is not 

a recognized brand344. PR messages are efficient as they in general are more credible than paid 

advertising; the explanation is that PR often involves a story that leaves a lasting impression. If 

managed the right way PR also create a permanent buzz around the brand and positive word-of-

mouth.  

This year, ECCO held an exclusive fashion show and a charity dinner during Copenhagen Fashion 

Week. Here ECCO, in cooperation with a Danish, Norwegian and Swedish fashion magazine gave 

away the “Walk IN Style Award 2009” to a woman with personal style and inner confidence. The 

winner of the award got to donate over 33,000 Euro to her preferred charity organisation. The 

ECCO “Walk In Style Award” is ECCO’s newest initiative, in line with the ECCO Walkathon 

which takes place in cities around the world with participants earning money with their feet for 

humanitarian organisations.  
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ECCO is consistent to keep up their charity work within its three focus areas: protecting the 

environment, education to the children and the promotion of a healthy lifestyle345. We are sure that 

ECCO making such events is a great means to create awareness about the ECCO brand and its 

values - making the consumers bond with the brand. Therefore, ECCO should continue making 

such activities. However, PR initiatives and CSR should be used with care and not seem too 

exaggerated. The reason is that the young Chinese consumers are quite suspicious. For example our 

focus-group interview revealed that the young consumers are very reluctant towards companies 

engaging in e.g. a greener environment, making what we would call “green fashion”, which is very 

trendy in Denmark at the moment. When we asked them whether they had this kind of green 

fashion in Hong Kong they explained that “if some fashion is concerned about the environment we 

will just think that it is a gimmick”346. However, Diana from Taiwan was less suspicious and 

thought it might be a good idea with fashion companies involving in this kind of initiatives. As 
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there is currently a health wave in China, ECCO should try to emphasize the last part of its focus 

areas, as promoting a healthy lifestyle would create most attention in China right now.  

10.5.5 Sponsorships: 

Sponsorships can be considered as an addition to public relations because they seek to reach similar 

objectives such as providing a good image and reinforcing a brands credibility. However, 

sponsorships engage the provision of capital towards funding an event often relating to art 

initiatives, sports and goodwill. These actions generate a lasting positive impact among consumers 

and the public towards the brand. It is also a great source of brand loyalty especially among the 

consumers that have enjoyed the event or have an attraction towards the specific activity that has 

been sponsored. Sponsorships can be used to target specific market segments. Here, Louis Vuitton 

is a great example with its sponsoring of the annual American Yacht Regatta. By sponsoring this 

event the brand gets positive publicity and access to the world’s elite. One of the sponsorships 

biggest advantages is that it offers the brand its own definite territory, and therefore both the brand 

and its territory stand out. However, the brand must be reliable in depicting its personality and 

image, identify and be familiar with its target consumers and please them347. ECCO has recently 

started using sponsorship. ECCO has a strong focus on golf and was for example the official 

sponsor for the Tomsom Shanghai Pudong Golf tournament348. Last year, ECCO began a golf cup - 

ECCO Golf Day, for Chinese celebrities and famous golf players where the winner was rewarded 

with an ECCO price. The ECCO Golf Day gives ECCO a lot of media attention, the event was 

mentioned in TV, but also covered in the newspapers and fashion magazines. Just like ECCO has 

been sponsoring golf events with great success, they could sponsor events that are in line with 

ECCO’s up-scale positioning and the interests of the young consumers whether this is more about 

music, films or other kinds of sports than golf.   

10.5.6 Celebrity endorsements: 

Celebrities are used in brand communications to make the brands advertising stand out from those 

of the competitors. In addition, celebrity endorsement is significant to luxury brands as it is a good 

way to foster brand awareness for novel brands and for re-positioning and revitalizing established 

brands. Moreover, celebrities generate widespread PR power and can be used to reach a global 

market and to endorse products and brand appeal349.  
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When it comes to advertising young consumers prefer the use of celebrity endorsements over 

professional endorsements which are preferred by the older consumers350. The young Chinese are 

quite easy to influence by advertising, in particular when well-known stars are endorsers. 

Endorsements by such admired celebrities’ works as a warranty for the quality and prestige of the 

products in the eyes of the young consumers351. 

 

However, there are some ground rules for using celebrities. For once, it is vital that the right 

celebrity is matched with the right brand and the brand must define the connection between their 

brands and the celebrities they use. Moreover, the celebrity must be credible implying that he or she 

must have a high level of professional expertise and skills. In addition the personality of the brand 

and the one of the celebrity has to go well together. A classic brand should engage a person that is 

classic chic rather than a non-conformist. Nevertheless, celebrities that represent a dissimilar brand 

personality can be used when a brand desires to re-position itself in that direction, or when it wishes 

to launch a new product or brand. Where the celebrity’s image matches the brand, the effect is an 

enrichment of the brands image, like Nicole Kidman and Chanel352. But, even if a company gets all 

these rules right, there might still be problems related to celebrity endorsement that is out of the 

brands hands. The image of celebrities can be harmed due to professional or private happenings, 

which can damage the brands they endorse. Celebrities can also vanish from the spotlight or they 

can get overexposed e.g. by supporting too many diverse types of brands and thereby lose their star 

appeal. They can choose to transform their image or to harm a brand if they did not get the 

treatment they looked-for353.  

Nevertheless, the Chinese we have interviewed seemed keen on the idea about using celebrities and 

if managed properly celebrity endorsement can pilot lasting benefits such as augmented brand 

loyalty and brand equity, which in the end will lead to greater sales and brand value354. However, it 

is of highest relevancy to pick out a celebrity that goes along well with ECCO’s core values. If not 

it can have a negatively affect.    

 

There is a difference in how brands use celebrities; they can be used as ambassadors or for giving 

testimonials. The brand ambassador is compensated for acting as an emblem of the brand. The 

ambassador only work for the specific brand during a prearranged period. In the testimonial several 
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persons claim (concurrently) to use the product regularly, but not solely355. ECCO should use 

celebrities more discretely such as using brand ambassadors and testimonials. ECCO should try to 

make it seem such as the celebrities have chosen to use ECCO’s products by themselves, as this 

could lead to people thinking that the celebrity desire the brand because of its quality, design or 

other attributes, and not because they were paid to. ECCO has already been using celebrities for 

different purposes. ECCO for example hired many Chinese celebrities such as the supermodels 

Amanda S and Lisa S, and ex-Miss Hong Kong Mandy Cho who came to the opening of ECCO’s 

signal store in Hong Kong. Moreover, to get a hold on the golf market ECCO and to emphasize the 

performance advantages of ECCO golf shoes, ECCO has an endorsement contract with the golf 

legend Colin Montgomerie which implies that Montgomerie will wear ECCO’s golf shoes 

exclusively and display the ECCO logo on the sleeve of his golf shirt during all on-course activities. 

This is a wise selection of celebrity for ECCO’s current target group in China, however, when 

addressing the young segment the selection decision should fall on a famous model, actress or 

sports star that is younger to attract their attention. In addition to international celebrities ECCO 

should use local celebrities which are often in the magazines as this would be a way to show their 

commitment and popularity on the Chinese market and as this would create most buzz. That way 

the young Chinese could also identify themselves with the ECCO brand. We suggest that ECCO 

gets a local media or marketing consultancy bureau to help them with choosing the right celebrities. 

Moreover, ECCO should also continue using endorsements from experts, such as they did when 

working with Weber Sandwick, as science and all that is scientifically proven is important to the 

Chinese. Therefore getting scientists or experts to say that ECCO uses a special fabric that is well 

for the body would be quite powerful and it would also underline ECCOs value about helping 

people to get a healthy lifestyle and producing apparel that people feel comfortable in.  

10.5.7 Fashion shows: 

Fashion shows “Is the presentation of merchandising on a living, moving form to tell a fashion 

story”356. A good fashion tells a dramatic and engaging story about how to look involving all the 

spectators’ senses. It is a way to tell the spectator what to wear, when to wear it and how to use 

accessories357. Fashion shows can be used to sell products and to build status by increasing the 

viewers’ confidence in the brand as a fashion leader, and educating the consumers in the brands 

featured fashion trends358. It might seem a little bit too early for ECCO to throw a fashion show as 
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ECCO have a limited product portfolio. However, ECCO has for the first time in 2009 made a 

fashion show for Copenhagen Fashion Week which turned out to look very professional. We 

believe that ECCO made this fashion to show that they could produce modern though classic 

products and to show that they wanted to be a part of the fashion scene. Moreover, the fashion show 

allowed ECCO to launch its premium line and allowed the consumers to see how they could match 

ECCOs’ shoes with clothing and accessories. Most fashion shows take place in external 

surroundings; however, it is possible to make in-store shows where the consumer can shop directly 

after the show. The advantage is that the products are available right away and moreover it is 

cheaper359. If ECCO followed the last strategy there would be less costs involved in making the 

show and it could be a good way to show their consumers and new consumers their new fashion 

line and how to mix it with ECCOs shoes and other accessories. However, if ECCO has got the 

required funds it would seem more luxurious and create more attention if ECCO joined one of the 

big fashion arrangements in China, this way ECCO could make their fashion show in a setting 

allowing them to mingle with the big luxurious fashion brands.  

10.5.8 The luxeplosion model or how the luxury brands have created a luxury cult in Asia: 

                                                     Figure 6: The luxeplosion model360
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10.5.9 Cult tools: 

According to Chadha and husband (2006) there is a quite specific recipe on how a luxury brand can 

get success in Asia. To start with the brand had different cult tools. The premier tool is social 

networkers, that is to say high-profile persons with connection to the right people in town. The 

social networkers are often employed by the luxury brands as their marketing or PR managers, as 

creating a cult around your brand first of all depends upon attiring the upper classes - therefore the 

brand needs individuals that can connect with the elite361. With ECCOs yearlong presence in China 

it should not be too difficult to find the right social networkers. 

The second tool is the press collection, this is the set of the upcoming bags, shoes, dresses, and 

accessories used to attract press coverage. With the new brand extension it should be easier for 

ECCO to get press coverage, at least if ECCO succeeds in augmenting the brand awareness and 

their positioning in the minds of the consumers before introducing the extension. 

The third tool is the spin which is about creating an exciting story that thrills people or an 

educational story aimed at enhancing consumers’ knowledge about the brand and delivering it to the 

press. The educational story seeks to build solid luxury credentials justifying a luxury purchase. 

Chinese readers are very interested in the history of brands. However, to get the stories to the 

consumers it is necessary to educate journalists so that they can educate the consumers about your 

brand. All this is part of the spin. The more consumers appreciate the brands traditions, the 

complexity and skills involved in making these, the higher is their perceptions of quality362.  

10.5.10 Cult catalysts: 

What is next thing to be done is to apply these cult tools on “cult catalysts” and to choose the 

needed influential persons who are able to generate buzz by endorsing the brand. Some of the most 

efficient cult catalysts are celebrity parties, fashion- and social editors and VIP customers. 

10.5.11 Brand parties and other events: 

Brand parties and other events are an often used strategic - functioning as a way to promote brands 

and products to ensure that the brand is mentioned in the popular tabloid and fashion magazines that 

reaches millions of people 363 . Events might be the most preferred promotion tool in luxury 

advertising. This is due to several facts, for once at an event the brand can control everything, also 

the people invited. Moreover events are one of the most efficient ways to create word-of-mouth. 

However, brands that sponsor events should try to involve itself in only one type of events e.g. 
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sports. Luxury brands should focus on a particular universe that symbolizes the brand which is also 

what ECCO has done by sponsoring golf events.  

Becoming associated with events means giving consumers and potential consumers an opportunity 

for direct personal contact with brand stories and brand values364. These events produces social 

distance through inclusion and exclusion which it is part of the management of buzz. As part of 

creating the events it is crucial for luxury brands to create the desire and the dream value, also the 

brands should be especially original at these events so that they will not be forgotten, at least not for 

a long period.365  

As already described luxury brands must enduringly push for word-of-mouth as a brand that the 

press does not talk about is as good as non-existing. Brands have to be eternally present, hence, it is 

necessary to nourish the media persistently with news, stories, events, facts etc366. Celebrity parties 

are very efficient in creating buzz as parties receive widespread media coverage. However, the party 

and event scene have become overcrowded. As a result it has become harder for the brands to make 

sure that the right people actually show up. To make sure that this will not happen many brand have 

hired party organizers – who can attract the stars and make it an unforgettable event.367  

10.5.12 Fashion and social editors: 

As already mentioned, fashion magazines are an important part of creating buzz and interest in a 

brand. Hence brands, should seek to align themselves with the magazine’s editorial needs, giving 

information, products for photo shoots, ideas for articles – whatever it takes to remind top of mind 

among fashion journalists or the social editors writing the society pages of newspapers and other 

magazines to get written about368.  

10.5.13 VIP consumers:  

The VIPs are the ultra high spending consumers. The top ten consumers might spend around 

US$250,000 a season on their favorite brand. Therefore this group is extremely influential. The 

brands does what they can to make their VIP consumers feel special and gives them special 

privileges to please them. They arrange private viewings of the latest collections at the VIPs home 

or in special VIP rooms in the store. They announce new arrivals, provide flexible shopping hours 

for only these groups, and make their social networkers socialize with the VIPs. The reason that the 
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fashion firms should pamper the VIP’s is that these have great power in the social circles where the 

big money spenders are369.   

 

Though luxury brands use much time and money on advertising, it “only” provides the background 

to the buzz creating activity. Advertising builds awareness and a glamorous image, but it is buzz 

that the consumers trust and react on. The more expensive an item the more you rely on what you 

have heard from others or read in the magazines. People know what is in from other people not 

from advertisements.370

10.5.14 Show buzzes marketing: 

A new kind of marketing has appeared in the fashion arena. This kind of marketing is characterized 

by being partly show business and partly professional. In the marketing world this phenomenon is 

known as show buzz marketing. From a focus being on product and quality what is central is now 

the brand and its image. Modern luxury consumers are as much influenced of the buzz as they are 

of the product itself. Consumers use a lot of time discussing luxury brands and products with 

friends and acquaintances371. Creating word-of-mouth is still one of the vital ways to attract the 

young Chinese as suggestions from friends are very influential on their purchase decision. Through 

our interviews we found that the opinion of the opposite sex where as important, if not more 

important for the young consumers than the opinion of their same-sex friends. Many, more or less 

led their girlfriends or boyfriends be in charge of their wardrobe according to Wilson “99 % of my 

clothing and shoes are bought by my girlfriend – actually the whole image”372. Moreover parents 

can also influence or inspire the young in their consumption and brand choices as Jacky who went 

shopping or received clothes from his farther whom he felt was a really skilled shopper. Hence, 

members of their social group can be just as or more powerful than hard-hitting advertisements373. 

According to a survey from 2008, 97.2% of the Chinese consumers frequently or occasionally ask 

for recommendations from peers prior to buying products and services, and likewise, gave advice 

about their acquisitions in return. To comparison American consumers rather give advice after the 

acquisition of a product, than looking for recommendations before the actual procurement374.  
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10.5.15 The buzz: 

The buzz should be thought of as the collective consciousness of a city and its people. Suddenly, as 

if by magic they all have the same thought on their minds. However, luxury brands have only 

become a cult when people act on the buzz, when they purchase the brands. When people are out of 

the blue wearing Burberry scarves or Gucci watches. The cult is created when everybody is wearing 

your brand.375  

 

If a brand succeeds in using all the tools right it will create buzz and if lucky the brand will get 

widespread media attention surrounding it and it will be one everybody’s lips. The use of celebrities 

and exclusive parties generate status and interest in the brand. It then spills from the domain of 

celebrities and high society to the mass market. Hence, the cult is created for that particular brand in 

a specific country for a given period. When this is true for several brands hence, it becomes a social 

epidemic – a luxeplosion376.  

10.6 People 

The second last P in luxury marketing is People. In luxury branding people involve all the 

individuals that are affected by the brand and everyone that affects the brand.  Hence, people 

includes customers and the public whose attitudes and feelings considering a brand affects its 

performance. As the Chinese consumer has already been covered in the previous chapter we will 

only talk about the people working for the brand here.  

10.6.1 Employees: 

Sales representatives and customer service staff are often the first interfering between the 

consumers and the brand. Consumers often complain that the luxury sales people act cold and aloof. 

This is probably true as some sales persons in the hunt for preserving the prestige and status of the 

brand keep a cool distance from consumers. However, this manner is a symbol of unprofessionalism 

and neither inspires nor attracts the customer to the brand377.  

When consumers go to a luxury store they want to be spoiled in a little different way and in a 

different kind of environment; all in all they seek a different experience and a special treatment378
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10.6.2 Service: 

An almost affective relationship must be formed between the brand and the consumer during the 

sale. “This one-to-one relationship is an integral part of the DNA and the universe of the luxury 

business…you sell to someone before you sell something379. Hence, the personal advice aspect is 

very important. Therefore the stability and the training of staff become central. Distribution must 

allow the consumer to purchase in a calm (no forced sale or pressure) and safe (the true product at 

the true price) milieu.380 The role of the salesperson is not to sell the product, but to sell the price 

(without mentioning it). Sales people should be charming, elegant and have finesse – they should 

not be arrogant. The ECCO employees should wear a classic ECCO uniform in order to make the 

consumers feel that they are given a special experience when shopping at ECCO. Moreover, they 

should make the client feel like a king or a queen.381 Products should be sold and presented by 

skilled sales personnel who can show the notable and superior product features. Purchasing a luxury 

good should be like buying a diamond, consumers must learn about the cuts, clarity, etc382.  

Through the sales process consumers becomes part of a selected group of special and privileged 

people so crucial in luxury. High-end consumers expect to get superior levels of attention and 

service and they are often willing to pay for this, which is one of the reasons they go to the luxury 

stores383. Because the luxury aspect is part of the entire sales and buying cycle, the brand must 

watchfully control each point of contact with the consumer throughout the cycle and make sure to 

provide all contacts with luxurious messages384. 

 

ECCO seems to be aware of the importance of a well-educated and service minded staff. All ECCO 

store employees have to take a three step sales and customer service education program before they 

can start working in ECCOs shops385. At this program they should have learned about customers’ 

needs and how to provide a service that goes beyond the customer’s expectations386. 
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10.7 Positioning 

Positioning is the planned placement of a company or brand in a desired position relative to its 

competitors. Positioning implies decisions taken by the brand, shaping where and how it competes 

on its market. Moreover, it deals with products, service and pricing decisions as well as design and 

new products387.  

 

Brand positioning occurs at two levels: 

10.7.1 The broad level of positioning:  

All luxury and premium brands evidently seek to position themselves as high-end brands with 

exclusive products. This broad sector positioning is quite straightforwardly and successfully 

reached by the majority of the high-end brands as they all share the luxury and prestige 

characteristics. 

10.7.2 The narrow level of positioning: 

Narrow level positioning covers the exact brand positioning that characterises each brand. Though 

high-end brands share the same overall positioning, each brand should have its own specific 

positioning supported by its identity. It is at this level that the battle for the consumers’ minds 

begins and where it gets hard. If consumers have a clear understanding and perception about a 

brand, they are more likely to make the brand an element in their selection process. Here, the 

costumer based brand equity is central, as only brands with strong equity has a truly strong 

relationship with the costumer.  

 

10.7.3 ECCO’s current and future positioning: 

When watching figure seven below it becomes clear that ECCO is placed further towards the left 

than luxury brands such as Gucci and Louis Vuitton, premium brands as Lacoste and Ralph Lauren 

and sport brands such as Adidas and Nike. Though ECCO has in fact got a very good quality and is 

aiming at business men and women this is not reflected in how the young consumers perceive the 

ECCO brand. The low brand awareness characterising the ECCO brand makes it impossible for the 

young Chinese to flaunt it, which is why it is not bought for conspicuous reasons. 

 

Figure 7: Perceptual mapping Clothing before ECCO’s repositioning 
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- As perceived by the young consumers 

 

 

 

 

Figure 8: position in relation to price and quality 
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As figure 8 above shows ECCO is currently situated in the lower end of the premium clothing 

market, what we suggest is that ECCO repositions itself to become a part of the upper premium 

market characterised by among others higher prices and a better quality. With ECCO’s new 
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branding campaign and brand awareness enforcement combined with the brand extension it will 

shift ECCO upwards to the right, by increasing quality (though this does not have to be much since 

ECCO has already got high quality) and price, which should obviously be balanced well. With the 

right branding and marketing effort ECCO will also be able to position itself as a provider of status, 

hence attracting the conspicuous consumers. By doing this ECCO could position itself in line with 

Lacoste and Ralph Lauren who are currently leading the casual fashion arena in the top premium 

market. To position itself as an upper premium brand ECCO has to be persistent in everything it 

does. All the messages sent by ECCO should reflect this positioning. This leads us to our final 

suggestions of a clear brand positioning strategy based on our research and our recommendations on 

the branding mix and how to use the brand extension.  

If ECCO really wants to become top of the premium category ECCO will have to be more 

consistent. ECCO will not be able to succeed in such a quest if they are not a 100% committed to 

the project. It is for example not possible to be a top premium brand without the right kind of 

distribution. Hence, ECCO has to be stricter about their distribution and ECCO’s stores should look 

more luxurious and seek to stand out in a specific ECCO way. The service should also be in top, 

and ECCO should think about which kind of products offered in their stores. As it is today ECCO 

has a wide portfolio of shoes, catering different price segments. However, to be perceived as a high 

premium brand, ECCO should raise its price point. But such a thing must be done with manner. A 

good way to do this could be by introducing new and better products with special designs or 

innovative aspects and outface the old and cheaper products. 

 

ECCO also needs to support the extension and their overall brand with effective advertising. For 

once, ECCO should invest in a large and long lasting marketing campaign where local celebrities 

are wearing the clothing, bags and shoes. In this way the Chinese can see that they can fit the 

clothes, this way ECCO can avoid being trapped in a perception that their “European” clothes does 

not suit Asian people. An idea could be to advertise with the products being made especially for 

Chinese or Asian people, thereby fitting the Asian body. In this way the extension will also have a 

good fit with ECCOs core product that focuses a lot on the shape, feeling and being good for the 

feet. Moreover, ECCOs clothing line should also be worn by others than the super slim models, as a 

model looking good in ECCO clothes is not the same as “normal” people looking good when 

wearing the ECCO clothes - that is to say normal, but classy and good looking people that are 

successful, which should of course be reflected in ECCO’s advertising. In addition to the overall 

marketing campaign, ECCO should continue to make events and to use sponsorships and celebrity 
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endorsements to get attention. However, it is vital that ECCO finds some celebrities that mirror 

what ECCO stands for and how ECCO wants to be perceived. Moreover, it should be someone who 

is interesting and captures a broad part of the population inclusive the 25-35 years old which ECCO 

is targeting with the brand extension. ECCO should also seek to get a good relationships with the 

fashion magazines since there will be a growth in the sales of these and since these are determining 

what is in and out in fashion. Moreover, ECCO should make their own magalogues so that their 

customers can see how to match ECCO’s different products such as shoes, belts, bags and clothing. 

In this way ECCO will become a true fashion brand and not only a shoe brand.  

Finally, when introducing a new product ECCO should make it a cult event. They should make a 

fuss out of the launch inviting VIPs, celebrities and ECCO’s star ambassadors while making it 

difficult to enter this event. If the event creates positive experiences it might be seen as “ku” (cool), 

fostering word-of-mouth and making ECCO a discussion topic among friends and on various blog-

sites, you tube, etc. thereby creating buzz around the ECCO brand. Evidently, it will be expensive 

to make cult events like these which are why ECCO can probably only make a limited number 

within a fixed marketing budget. However, in the world of fashion “less is more” and it is better to 

make less, but hyped events than more but less exclusive events. Hence, ECCO should choose to do 

everything with style. 

On the narrow level of positioning ECCO’s problem is that the young consumers do not have a 

clear understanding and clear perceptions about the brand and partly therefore ECCO was not a 

brand that figured in their selection process. The other aspect was that ECCO did not appeal to this 

young segment as it was seen as being conservative and a bit dull, however, ECCO may be 

perceived differently when they get older though it would crave the described repositioning of 

ECCO and broader brand awareness. Only a few of the young consumers were able to link the right 

kind of brand associations to ECCO – that is to say the ones that ECCO would prefer. This is a 

shame as ECCO has a lot to offer, but has to be better to show this to the consumers in their 

branding and marketing efforts. ECCO’s products and brand have many aspects that, if handled 

properly, would be appealing to the Chinese. For once ECCO should be able to use their fine leather 

quality to boost status. That ECCO sells leather to many top luxury brands should make ECCO 

appear as a producer of the superior quality placing ECCO in a very prestigious position. If ECCO 

can tell this story convincingly there would be no doubt that ECCO is a true upper premium brand. 

Moreover, ECCO should to a greater extent point out that its products are healthy for the body, as 

the products are all designed on the basis of the human anatomy. There is currently a health wave in 

China, hence, having an image emphasising health and making apparel that is healthy to wear 

should be a big plus. Moreover, in the shoe business ECCO has proven to be innovative with 
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special production methods that are hard to imitate, however many consumers are not aware of this. 

This should be made clearer and it should also characterise ECCO’s clothing lines to enforce this 

brand association. Though ECCO should make some adjustments to their design which should 

become younger and more appealing to the various age groups, ECCO should maintain their rooting 

in the Scandinavian design tradition as country of origin can work as a way to differentiate ones 

brand. 

By using the branding mix and the brand extension ECCO could get a clearer and more powerful 

positioning fostering a greater interest in ECCO and stronger relationships with its current a new 

consumers. 

However, new challenges may arrive along ECCO’s repositioning. For example the competitors’ 

possible reactions to the repositioning and the new product line should be carefully revised, as 

ECCO if the branding strategy is successful will take market shares from their competitors. Strong 

brands such as Lacoste and Ralph Lauren will probably not react to ECCO’s campaign at first as 

ECCO is currently not seen as a potential threat. However, things may change as ECCO gets closer 

to their repositioning goal and as ECCO’s brand equity increases.   
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11 Conclusion 

By looking exclusively on the evolution on the Chinese fashion market and the future forecasts an 

extension into clothing targeting the younger consumers seem as an idea that could generate 

considerable yield. Moreover, it seems evident that ECCO should aim at positioning itself as an 

upper premium brand as it is in the premium fashion market that the biggest growth potential lays. 

ECCO already perceives itself as an upper premium brand considering the Chinese market. 

However, our empirical findings revolved that this perception was not in accordance with the way 

the young Chinese consumers perceive ECCO. So, even though ECCO believes their Chinese 

adventure to be quite successful, they could obtain a much stronger and broader position on the 

Chinese market if they invest more in creating brand awareness and in making their branding 

communication clearer.  

It would be a missed opportunity not to take advantage of ECCO’s current growth in the market and 

the favourable market conditions for the high-end brands.  

However, when assessing the attractiveness of this part of the industry it becomes obvious that, 

making a successful extension into the clothing would not be easy. Entering the high-end clothing 

market means taking up competition with luxury goods giants and other premium brands. ECCO 

would have to compete with high end premium brands which all have strong brands in China and 

maybe even with luxury brands. To survive in a market with competitors of that size and format 

would require massive investments in branding and marketing. Moreover, the high taxes and 

advertising cost etc. has made a getting a return on the investment a long process. However, ECCO 

has many advantages compared to other new entrants on the fashion market that are not currently 

operating on the Chinese market. ECCO is used to operating its own stores in wide areas of China 

and therefore, has much know-how and insights into how the market works as the shoe business is 

in many ways alike the one of fashion. Moreover, as ECCO has their own stores they do not have to 

convince retailers to buy stock their products. However, lack of brand awareness among the young 

consumers and confusion about ECCO’s positioning, image and attributes seems to be ECCO’s 

biggest barriers to broadening their segment and increasing market shares on the Chinese market. 

It makes sense to introduce a new product as a brand extension when the extension can draw on the 

power of the parent brand. However, when targeting the young Chinese consumer ECCO has not 

much brand power to leverage from. Therefore, ECCO has to become a stronger brand with more 

brand awareness, a better and more upscale image and a stronger bond to the costumers. Hence, 

ECCO needs to focus on these aspects before they can introduce the brand extension. Once a certain 

level of brand equity has been created the brand extension can actually assist ECCO in building 
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brand awareness and strengthening brand associations. However, to become successful it is required 

that there is a perceived fit between the parent brand and the extension. Therefore, the extension 

should express the desired brand image and the right attributes which in this case builds on ECCO’s 

superior quality, Scandinavian design, innovativeness, comfort and unique focus on the well-being 

of the body. Such attributes would also be in inconsistency with the requirement to a high-end 

product and the desires of the Chinese consumers.  

 

To reach the young consumers who have just, or who are about to enter the Chinese white-collar 

workforce ECCO has to be perceived as an upper premium brand as the Chinese are status seekers. 

Moreover, ECCO will have to juvenile their brand image to attract the younger generations who 

does not see ECCO as appealing as it is too mature and conservative. Hence, ECCO’s new clothing 

line should be young and vivid using colours to stand out and comprise a more casual look. 

However, the extension should be introduced without scaring off ECCO’s existing consumer group 

which could be done by introducing the category extension as a sub-brand and by only targeting the 

older part of the young consumers. Using a sub-brand will also allow further extensions to target 

other segments.  

 

However, before making decisions about whether to engage in a brand extension targeting a new 

segment ECCO has to establish the basis for their decision making. ECCO should make both 

qualitative and quantitative analysis to assess some of the same things that we have been trying to 

assess such as brand equity and the attractiveness of the clothing market for ECCO. In order to 

reposition itself ECCO has to measure its current position and where it is heading at and if this is in 

concordance with the company’s future goals. Continuously, it is evident for ECCO to invest in 

exhaustive marketing research prior to deciding upon whether to make the brand extension and to 

choose the right clothing line for the sub-brand. Measurements also have to be made after the sub-

brand introduction in order to track the success of the extension. The extension should be 

introduced along with the initiated repositioning strategy. Evaluations of both the brand extension 

and the repositioning strategy should be made constantly as they are vital for managing the future 

investments and the growth of the ECCO brand and ECCO’s brand equity. 

  

To become a true upper premium brand ECCO needs to make a new branding strategy. This 

branding strategy should outline their new core values which ECCO should redefine. Our 

suggestion is that ECCO reposition itself with the use of the new and more consistent positioning 

strategy supported by the category extension. To be perceived as a true upper premium brand 
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ECCO could look to what the well know luxury brands are doing to create a luxurious image. 

Hence ECCO has to upscale everything from their distribution and service, to price and products etc. 

All in all ECCO has to seem more luxurious in all its communication with the consumers. This 

means giving the customers a luxurious and exclusive experience from before, during and after the 

ECCO purchase. More easily put, it should be an experience to buy an ECCO item, just as it should 

be an experience for the customer to wear it.  

Moreover, ECCO should make use of sponsorships, celebrity endorsements, fashion shows and 

fashion magazines in order to create a constant buzz around their brand. Thus, creating interest in 

the ECCO brand as well as permitting ECCO to create a stronger bond to its current and new 

customers. By doing this ECCO will make the Chinese consumers realize that ECCO is a strong 

premium brand and the indispensable brand equity will be created.  

To get the attention of the younger consumer groups ECCO has to revitalize their brands to become 

more youthful, the extension and a reconsideration of ECCO’s marketing and branding effort could 

help in this quest. A tool to reach the young consumers for ECCO could be to focus more on their 

online opportunities which would also be an inexpensive way for ECCO to increase their brand 

awareness. Here ECCO could use blogging, online fashion forums, Twitter, YouTube, etc., to get in 

contact with the younger generations, though in more discrete ways, not to lose their premium 

image, hence all messages sent should have an luxurious appeal to it.   
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Appendix 1: PEST-analysis - China 

The PEST analysis is a tool used to determine how the macro-economic environment have influence on companies’ 

competitiveness in a specific industry. The analysis consists of four categories; political, economic, social and 

technological conditions. By analyzing these factors it will give an overview of the social conditions and highlight the 

market situation in a country. In the following part we will analyze the macro-economic environment in China. 

 
 

Political factors: 

Looking back over China’s last 30 years it is hard not to be impressed by its economical and political development. 

China has evolved from being an almost self-sufficient, Communistic republic where foreign investments and foreign 

trade was almost non existing to focusing on economic reforms and development when Deng Xiaoping came to power 

in 1978388. China had embarked on a gradual transition into market economics where they opened up for FDI, lowered 

tariffs and improved the business environment through further market liberalizations in order to join the World Trade 

Organisation (WTO) in 2001389. Consequently, the membership of WTO was the result of the long opening process led 

by Deng Xiaopings’ “open-door-policy” where they encouraged the FDI by establishing Special Economic Zones 

(SEZs) in which infrastructure would be developed and export would be promoted by offering foreign companies lower 
                                                 
388 Guo 2007, p.46 
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import tariffs390. The Chinese engagement for attracting FDI was mainly caused by a simple wish to be prosperous and 

not fall behind, as they realized in the beginning of the 1970s that their production technology and processes were 

outdated combined with a low productivity. To set it right, they among other things enhanced the amount of foreign 

direct investment (FID)391. Deng argued in 1978 that it was the only solution for China if they were to reach the same 

level as developed countries in 50 years. 

Since the Republic of China was founded in 1949 the Chinese Communist Party (CCP) has been the dominant party. 

Political opposition is not tolerated392. Today China is characterized by having a socialist market economy dominated 

by western capitalist values. However, socialist values are still deeply rooted in the CCP and within the party there 

tends to be a struggle between a capitalist vs. socialist block, where the socialist block sometimes believes that China is 

opening up too much, i.e. when members of the party condemned the passing of a law allowing private property in 

March 2007 stating it was too capitalistic and creating a wider gab between richer and poorer393. 

Deng’s SEZs has proved to be a success in the eastern parts of China where coastal cities such as Beijing, Nanjing, 

Wuhan, Guangzhou, Shenzhen, and Shanghai have flourished and played a crucial part in the country’s economic 

growth, but the western parts of China unfortunately has been left behind and have not undergone the same economic 

development. China has had its main focus on urban industrialization creating an economic gab between the urban and 

the rural citizens394. Hu Jintao has been the President of the Republic of China since 2003 and he continues to pursue 

the politics of his predecessor, but with a new agenda where the key issues are wiping out the imbalances between rural 

and urban areas and increased level of corruption. China has begun its regional development and the government gives 

preferential treatment to the western and poor provinces by improving infrastructure, promoting education and 

assigning graduates from colleges in rich provinces to work in poor provinces395. The Chinese have a no tolerance 

policy on corruption. They take the matter very seriously and it can have fatal consequences. The fast economic growth 

brought along corruption and when they found out Chen Liangyu, a high rank leading official, had been involved, he 

was executed for corruption in July 2007396. The rights of the individuals are in progress, but there are still considerable 

problems with human rights in China especially with the practice of death sentence and torture. The freedom of speech 

and the freedom of the press is limited and subject to censure among other things the Chinese keep tight control on the 

Internet. As mentioned before political opposition is not tolerated and people who use the Internet for that purpose will 

be harshly punished. Human rights are continuously discussed between the EU and China and observers predict that 

death sentences and executions will decrease in the following years397. 

Spending on education has increased and in 2007 it amounted to US 81 billion (RMB550). The government has 

introduced a compulsory nine-year education program in order to meet higher standards for all Chinese educational 

institutions, from pre-primary through to higher education. Spending on higher education has continued to grow over 

the past decade with a 30% growth boast every year over the past five years. At this time it is about 5% of the Chinese 

population who has accomplished a higher education, which compared to the level of education in developed countries 

is quite low but still an improvement compared to the situation in China just a couple of years ago. For example China 
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only has half the scientists and engineers than the United States. But on the other hand China has room for 

improvements398.  

The trend among Chinese students today is to take masters and doctoral courses after graduation in order to differentiate 

themselves and face the fierce domestic competition. Government investment in healthcare is also part of the reform 

package and has allowed opening up for FDI in order to develop private healthcare systems in China399.  

If these reforms can be of help to improve the Chinese conditions of life for instance higher level of education it will, 

ceteris paribus, bring along an increase their respective income. An increase in income will cause an increase in 

consumption and they will substitute inexpensive goods with luxury goods (for instance Danish fashion products)400.  

However, tax on imported luxury goods in China is high as it amounts to 10% consumption tax + 17% VAT + 24% 

luxury goods tax401. These high taxes makes it attractive for the Chinese consumers to buy their luxury goods in Hong 

Kong or foreign countries in stead of China and therefore, a bad friend for the flourishing Chinese economy. To boost 

the Chinese economy and prevent their consumers buying luxury goods abroad, Jian Zengwei, the vice Minister of 

Commerce, wants to lower the taxes in order to keep the luxury spending domestic402.  

 

Economic factors: 

China has undergone a rapid development since its opening to trade and investments in 1978. Joining the WTO in 2001 

put pressure on China and they had to move faster down the path of economic reform. The private initiative is of great 

importance in the contemporary Chinese society i.e. private property law from 2007 and private healthcare systems403. 

Chinas GDP growth rates have for the past 20 years reached 10% per annum which has tripled its GDP since 1990404.  

By 2008 China's GDP reached US$4.222 trillion making it the world’s sixth largest economy contributing with 5% of 

the world's total production. If measured in purchasing power parities China's economy amount to an impressive 12% of 

the world's combined economy making it the world's second largest economy surpassed only by the USA. China is one 

of the world’s largest recipients of FDI, attracting nearly US$74,7 billion in 2007 and FDI continues with an increasing 

rate405. This is, as mentioned before, mainly due to China's structural reform program, its accession into the WTO and 

its efforts to bring regulations in line with international standards406. Though, concerned about overinvestment, the 

government tightened policy in 2004, bringing a temporary lull in investment growth407. However, growth continues to 

be high in China and growth predictions for 2008 is 10 %408 and there is good news on the inflation front. During the 

last ten years the inflation rate has been stable, but since 2006 it has kept on risen and in 2008 it was at its highest at 8.7 

%, however, for a developing country it is relatively low.  
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Danish companies are performing well in China. Danish exports to China have been increasing steadily over the past 

years and the number of Danish companies operating in China is growing. In addition to the substantial export of goods 

from Denmark to China, the export of services (including shipping) is extensive and increasing. Production from 

Danish companies in China to the Chinese and international market, outsourcing of production, and sourcing of Chinese 

products are rising as well409. This is a good combination with China’s increasing growth rate. Furthermore, there is an 

increasing demand for western luxury products which creates additional export opportunities for Danish fashion 

companies.  

China’s has a huge population counting 1,314 billion citizens410 and the work force accounts for 800.7 million in 2007 

an increasing number from 2003’s 776,3. The unemployment rate has decreased from 10,3 % in 2003 to 9,2 % in 2007. 

For a developing country this rate is relatively low. However, these numbers should be guidelines as the Chinese 

statistics is less credible. 

On top of all this China has yet another attraction: its relative young population. In China 50% of the population are less 

than 30 years old and it is especially the Chinese women between 20-35 who are interested in luxury goods and with a 

increasing need to flaunt it411 so the higher the proportion of young people the higher the per capita luxury growth 

potential. With these figures in mind and a total population of almost 1,3 billion the Chinese market naturally stands out 

as being highly attractive to foreign investors. 

As mentioned in the last section education spending has increased as well as the number of skilled workers. The number 

of newly graduates searching for jobs in China in 2009 is more than six million, an increase of 7 % from 2008412. 

Unfortunately, there are not enough jobs to meet all the jobseekers’ demand, but it has been predicted that the rapid 

growth in the Chinese society today will help job creation and prevent a high unemployment rate413. 

As mentioned before ,economic growth in China has so far been almost exclusively happening in the eastern parts of 

the country where the vast majority of the population lives. This has resulted in large differences in income levels, 

quality of infrastructure, etc. This, however, also means that competition is much fiercer in the east than in the west. 

The Chinese government has subsequently embarked on a program to promote foreign direct investments in its western 

provinces, this is done by providing various incentives for companies investing here, i.e. foreign companies such as 
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Intel, Tata Consultancy Services (India’s largest IT company) has set up their business in Hangzhou414. Closing the 

wealth gab between the eastern and the western parts will enhance the level of consumption and give the companies the 

opportunity for allowing a more expansionist policy. 

 

Social Factors: 

China is by its 9.6 million square kilometers the world's third or fourth largest country by total area and the second 

largest by land area and with a population of 1,3 billion the world’s largest population. China’s mainland is divided into 

four regions; the North, the East, the South and Middle & West. Each region has a key city or a regional capital; Beijing 

in the North, Shanghai in the East, Guangzhou in the South and Chengdou in the Middle and West. These are the cluster 

cities of China where the Chinese with middle class purchasing power is comparatively high around 100 million415. 

However, there are several secondary important cities such as Hangzhouu, Dalian, Qingdao, Xiamen, Chongqing 

among others. 

For now the majority of the Chinese population is between 15 and 44 years old, but in the future China will have an 

aging population, as the Chinese population is aging rapidly416. China is not a child and youth consumer market 

dissimilar from many other emerging markets. Certain product categories benefits from the aging population, among 

these are luxury goods such as spirits, automobiles (safety and fuel efficiency over speed etc.), household care, and 

cosmetics aimed at the older generation etc.417. As the population grows older, child categories will become less 

profitable, and the challenge for the luxury brands will be to retain the current customer base and extend the age range 

of their market as time goes by. 

 

The population migration from the country side to the cities will remain huge, in fact it will increase. The reason for the 

migration should be found in the fact that people in urban regions gets better salaries as they occupy job positions in 

firms that are integrated with the global economy, which is most often not the case in rural areas.  As long as the reason 

for the migration exists people will continue to migrate. As people living in the economic hubs will continue to earn 

much more than their rural countrymen China will witness an increase in both average income, but unfortunately also in 

inequality418. However, owing to the overall growth rate consumption spending will continue to go up. It is estimated 

that the average urban income will grow by 46,3 % over the next 10 years and rural income by 27,9%.  

Discretionary consumption (the opposite of spending to meet basic needs) is expected to remain an urban 

phenomenon419. However according to Doctoroff (2005) the mass “urban” market is the next group who will profit from 

Chinas progressing economic growth420. The young educated Chinese will tend to have a ‘spend more save less’ attitude. 

Influenced by the west and the western culture, but also with the need to show they are successful and social status they 

will tend to purchase more and more luxury goods. All ready used to credits and loans in the bank as most students have 

finances their studies by bank student loans they will tend to trust the financial institutions and lend money for the 

purchase of housing, cars, luxury watches, etc.421
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The number of households in China is growing more than the overall population growth. This development has mostly 

been led by urban households. Habitually, several generations and extended family members have been living together, 

but these urban households are now “breaking” into smaller households. Several reasons can explain the raise in 

households. First, growing revenues allows young couples and individuals larger spending power. Second, the new 

generations are keener to move out of their parents’ home than their own parents were, and have fewer scruples about 

spending money on their own housing. Moreover, as mentioned above, the government is making the public 

commercial banks to offer more attractive credit policies to the urban consumers to extend the housing sector – 

especially the state-owned one. As a consequence, a household consisting of two parents and one child is becoming the 

standard. Nevertheless, a significant portion of the households consisting of a young married couple living with one set 

of parents until they have saved enough money to buy their own place422.  

 

China’s population growth is visibly slowing. There are three main reasons for this. For once the government carries on 

with the One-Child Policy, meaning that most families in China only get one child. Second, people are living longer, 

due to better healthcare and living standards. Third, young urban couples get married and decide to have children later 

in their lives. Under the One-Child Policy, parents are in general allowed to get one child, although there are exceptions 

for some rural families, national minorities and urban couples born after 1980.  When the One-Child Policy began in 

1979, it was only destined to last for one generation; an adequate amount of time to limit the nation’s population 

explosion, but short enough to avoid distorting the age structure. However, this did not hold true.  According to the 

latest government statistics, 36% of the population is still required to follow a strict one-child policy in the richer 

coastal provinces, while 53% may have a second child if their first-born is a girl in 19 of the poorer provinces. The 

‘national minorities’ follow looser regulations, while Tibet is not part of the one-child policy423.  

 

Technology: 

Why is technological advancement important for China? 

The result of Chinas one child policy is that China like many other industrialised countries will become an aging nation 

within a short period. The median age of the population will mount from 32 in 2003 to approximately 45 in 2040.  

Therefore, China will face that same financial predicament as we are now facing in Japan and Europe. Also the 

working-age population will already have started to shrink around 2015. Hence, the communist party will, as a 

minimum, have to keep generating growth to be able to pay the expenses of an aging population that needs social 

security. Second, China still being a developing country, in spite of a huge progress, has to improve the knowledge stage 

fast as it is essential to become a truly developed country. Thus, brain power industries must oust the labour-intensive 

manufacturing that nowadays characterises the majority of Chinas industrial sectors. To obtain this goal of hasty 

technological advancement and becoming a technological superpower, thousands of scientists, engineers and politicians 

are working on the “2020 Science and Technology Plan”424.  

Technological cooperation in East Asia; 

Chinas industrial development, which boosted its success in exports, has been based on plentiful of Chinese manpower 
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accessible at low cost to foreign investors as well as domestic companies. Soon most of the worlds advanced consumer 

electronics products will be produced in China but unfortunately for China they hardly ever bear a Chinese brand name 

or hold advanced technology of Chinese origin. However, China and other NICs are trying to break out of this situation 

that retains these countries in a mass-production of low-end products. There has been a growing effort and collaboration 

between China, Japan and South Korea to match interest and to develop electronic products425. Being able to create or 

influence global technological standards is fundamental for Chinas technological advancement. Though such plans 

often meet great resistance for competing countries, the mission is not impossible, China has e.g. gotten its 3G standard 

acknowledged426.  

There is no doubt that China has great ambitions in S&T and  one of these, is to become the world leader in science and 

technology427.  

What weights against China becoming the world leader in S&T? 

Though China has been one of the most successful developing countries in building technological competencies, its 

capabilities in advanced technology industries is restricted to limited number of areas, which generally is a sign of spill 

over effects from defence programmes428. Likewise, the majority of the patents granted by the Chinese patent office are 

still held by foreign based companies429. Chinas force is continually in labour intensive industries, while remaining 

weak in industrial sectors such as semi-conductors. Hence, China faces severe weaknesses not solely in complex 

manufacturing but also in the development of, for example devices and other advanced components used in all sorts of 

electronic products. Moreover, although China has a strong foothold on the consumer electronics market China is 

uncompetitive on what concerns software engineers, IT and innovative technologies.   

What weights for China becoming the world leader in S&T? 

China has a unique opportunity: a combination of low-cost manufacturing and focus on technology, and an increasing 

emphasis on research and development. With this mixture China will not give much space to other countries430. In spite 

of this is not unusual to hear people from the Western world talk about China as a manufacturer of low-cost and low-

quality products. However, it is far from improbable that China will shortly become the world’s technology leader. The 

U.S. has ever since the wake of the second World War been the main power behind the world’s economy, nonetheless, a 

new study made by Georgia Institute of Technology on worldwide technological competitiveness suggests that China 

may soon overrule the U.S. in this position431. The study forecast that China will shortly overtake the U.S. in the 

capability to develop basic science and technology, to use this knowledge in science and technology in developing 

products and services and selling these on the global marketplace. The latest findings show that the Chinese value of 

exported technology products only makes up about $100 million less than the one of the U.S.  As it is right now U.S. is 

moderately superior and have more experience, but it will be hard for the U.S. to achieve more432. On the opposite 

China is moving straight forward and there is no signs of slowdown or falling behind. China has within the last 15 years 

been going from being extremely far behind to being in the top of world technological leadership433. Thereby, China has 

134 

                                                 
425 http://www.most.gov.cn/eng/cooperation/index.htm
426 Sigurdson 2005, p. 17 
427 Sigurdson 2005, p. 27-28 
428 Sigurdson 2005, p. 27-28 
429 Sigurdson 2005, p. 17 
430 Toon 2008 
431 Toon 2008 
432 Toon 2008 
433 Toon 2008 

 

http://www.most.gov.cn/eng/cooperation/index.htm


 

been able to achieve much more rapid development of industrial competence that any other developing country434.  
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Appendix 2: Interview with Kenneth Larsen from ECCO Ny 

Østergade 

Interview with Kenneth Larsen, store manager ECCO Ny Østergade 

 

Hvad kendetegner ECCO sko? 

God kvalitet og komfort. Skindkvaliteten er virkelig i top og det skyldes at vi står for hele produktionen, from ”cow to 

shoe”. Vi kan derfor holde øje med skindet og vi går aldrig på kompromis med den fine kvalitet. Det er vores kendetegn. 

Vores skindkvalitet er så god at f.eks. Ferrari og Gucci køber deres skind hos os. 

 

Hvis ECCO var en bil, hvilken bil ville ECCO så være og hvorfor? 

En Volvo eller en Skoda. Sådan en familibil med god kvalitet. Toppen af mellemklassen, ville jeg sige. 

 

Er ECCO et luksus brand? Hvilke andre sko mærker kan man sammenligne ECCO med? 

Nej, ECCO er ikke et luksusbrand, men vi er toppen af mellemklassen og jeg vil sige vi er i samme klasse som Lloyd 

sko. Men i forhold til Lloyd sko har vi mere komfort i vore sko. 

 

Har i mange kinesiske købere? 

Ja! Rigtig mange endda. De skal have gaver med hjem til deres familier og venner. Så jeg vil nærmest sige de køber 

hele butikken, når de er her. 

 

Kan du beskrive den typiske kinesiske kunde? (kvinder el. Mænd, alder, hvordan går de klædt – socialt lag...). 

Jeg vil sige voksne købere, mænd og kvinder mellem 35-40 år og 55 +. De er altid pænt klædt på, men hvis jeg skal 

være ærlig er de drøn irriterende. De råber og skriger og de opfører sig dårligt. Men til trods for dette er de gode kunder. 

Virkelig gode. Som jeg sagde.. De køber hele butikken på den halve tid. De er bare lidt besværlige. De har så travlt, at 

når de går på shopping i vores butik vender de skoen på hovedet, så de ved de har set på dem. Nogen gange driller jeg 

dem og stiller dem på plads. Så bliver de forvirrede. Det er som om de ikke vil gå glip af noget. 

 

Hvorledes adskiller disse sig fra de danske købere? 

Deres opdragelse. De er ikke opdragede. 

 

Hvilken slags sko køber de kinesiske købere og i hvilken prisklasse? 

Str. 39 og de køber for det meste sko fra vores formelle eller casual skolinje. 

 

Hvad tror i/du deres opfattelse af ECCO branded er? 

Høj status og god kvalitet. 

 

Hvorledes adskiller denne opfattelse sig fra de danske forbrugeres? 
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En lille smule. Jeg tror de fleste  danskere har den der gamle holdning om vi er et gammeldags umoderne brand. Men vi 

det har dog ændret sig til at vi er et mærke af en god kvalitet til en fornuftig pris. Og i øvrigt er vi lige blevet kåret til 

Danmarks Bedste Brand i Børsen. Det skulle udkomme senere i år. 

 

Kan du beskrive den typiske danske kunde? 

Nej, det kan jeg ikke. Jeg vil sige det er alle aldersgrupper.. Børn osv. Måske typisk 25+ 
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Appendix 3: The spread of the luxury model435

The first step in the model is subjugation and all countries in Asian have, to at least some degree, been through this 

stage. China has suffered, both in an economically and humanitarian way under the communists power, Hong Kong was 

under the British rule and Taiwan the Japanese (and the Chinese), just like these countries the rest of Asia has suffered 

due to different foreign rulers or internal tensions. No matter the source the results were the same - a pitiful life for the 

population, hard work, inadequate financial resources and limited personal dignity. Deprivation creates a wish, a desire, 

a dream, no matter how far out and inaccessible this dream might seem. When the suppression is released at last, as it 

has been the case in all of these countries, the desire comes to life and it has to be satisfied. This is what makes 

subjugation faze one.  

Phase two is the start of money. Here the economy improves and people start making more than just a living. TVs and 

washing machines now become accessible for the middle class purchasers and a limited number of the upper-class are 

dressed in luxury fashion brands and accessories. People begin to travel and discover foreign brands that become 

accepted in the country among this group.  

Phase three is the show off stage. When you have finally get hold of money you need to show it. In this phase people 

starts to buy symbols of wealth and are keen to displaying them. As described by Thorstein Veblen it does not make 

sense just possessing wealth one has to be sure that it is evident that you are rich to achieve the respect of others. Hence, 

products that are visibly branded are favoured as these are used as status markers. Status markers imply that you belong 

to a good family or to a specific social group. Five to ten years into this stage the country (or parts of it) arrive at the 

point of no return and hereafter the luxury culture disperses hastily.  

At some point a large enough group of the society is purchasing luxury brands and there is now a prevailing must to 

conform to this new convention on how to state your status. At this stage the Asian culture is very powerful, due to its 

collectivist attribute; if the group lay down that you wear Prada - then you wear Prada without questioning it. Without 

the right status marker, you might be thought of as socially inferior and in the worst case you will be losing face. This 

fourth stage evidently facilitates the spread the luxury culture.  
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Subjugation Start of 
money

Show off Fit in Way of life

Chadha and Husband 2006: 45

Asian countries stages of luxe evolution

India
China

Hong Kong /Singapore
Japan

Japan is the only Asian country in the final fifth stage where luxury brands have become a way of life. With luxury 

brands there is no return – unless you no longer can afford to purchase them. Once you get used to the fine quality it is 

impossible to wear anything else - a lifetime of luxury shopping has begun436.  
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Appendix 4: Survey 
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Appendix 5: Focus group interview  

Focus group interview, Wed. 15 of September, with the following bachelor students from Hong Kong; Alan Ma 21, Star 

21, Jacky 21, Wilson 23, Vanessa 19.  

 
What makes you decide on brands and styles within fashion? Fashion magazines, friends, advertising, celebrities, the 

internet or others? 

Alan: I think celebrities e.g. soccer players, when I seen what the football players are wearing it can give me the 

motivation to buy e.g. that kind of shoes, the style. What the player is wearing is the newest shoes that have the better 

quality. I will randomly choose when I buy clothing, I will not look on the celebrities, and I will choose it by myself. 

 

Do you read fashion magazines? 

Wilson Laughs. Most of them shake their head.  

Star: I always go window shopping, when I see something beautiful I go into the shop. And if it is really beautiful, I will 

try it and if it fits I will buy it. Jacky agrees.  

 

Do you surf the internet to find clothing? 

Star: It really depends, I seldom look at the brand of those clothes, I really surf on the internet for cheap clothes, like... 

Jacky: online bidding 

Star: yes online bidding, because they will show some pictures of their clothes and if it fits my size I just buy it.  

But is that used clothing or is it new?  

Jacky: Yeah, it is new from Korea or Japan, but it is manufactured in China and so people just buy it in China and sell it 

online to the Hong Kong. If you go to the shopping mall you can still find that clothes but to a higher price.  

Star: so I am not really concerned about the brand of the clothes.  

 

Do you talk to your friends before you choose a brand? 

Alan: I sometimes go shopping with friends and I will take their advice sometimes. Because sometimes when we look 

at something, we think it is good, but on the other persons perceptions they do not think so, so sometimes I will listen to 

what my friends say. But usually I will go shopping in a few clothing shops that I feel have the brands that I prefer.  

Vanessa: I think that I have the same experience as Allan, because there are certain brands that suit me and then I will 

always go in the kind of shops and I have signed up in those shops, and they send me a newsletter about new products. 

So in that kind of situation I can always search at the internet to find the new products.  

Which brands is it that you get newsletters from? 

Vanessa: Polo from Ralph Lauren 

Star: for boys clothes I will always ask for my friends’ advice or let them try it before I buy it. Because for boys they 

always wear t-shirt or polo shirt, so the style is more or less the same, so it is more if they can fit it. For my own clothes 

I rarely use the internet, I just go window-shopping. 

Jacky: I am quite influenced by my father, because he like shopping for clothes, so sometimes he can find good and 

cheap clothes from brands like Tommy or polo. 

But is that in outlets? 
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Not really outlets, but during the discount periods and he will buy a lot at the time and give me some. So in the previous 

years I have not bought much clothes myself, but this year I have started to buy more clothes by myself and in that case 

I will be influenced by the brand which is influenced by my farther and also I take the advice from my girlfriend, not 

friend but girlfriend. Because I think that it is different from a girl’s point of view to watch, so for me I prefer a female 

friend over a male friend.  

Everybody: laughs 

But you don’t have any sport idols that you look up to? 

Jacky: they do not influence me a lot 

 

Do you do any sport any of you? 

All: yes 

Okay, what kind of sport? 

Jacky: I play badminton 

Star: running 

 

Do you see yourself do any other sports in the future? Do you see yourself playing golf for example? 

Jacky and Wilson: Yes 

Wilson: Yes I am going to be rich 

Jacky: yeah happy 

Wilson: or snooker, I have been playing for two years now, but still improving it 

What about skiing? 

Wilson: Yeah as well, any kind of sports or maybe diving. 

Where do you go skiing? 

Wilson: there is not snow in Hong Kong, you would have to go away 

Jacky: but you can ski on grass in China 

But Wilson are you only going to play golf because it is the sport of the rich or because you like it? 

Wilson: yes I like it and I will do horse riding as well 

But why not now? 

Wilson: Because for example if you want to play golf in Hong Kong you have to sign up for it, and it is really costly 

and horse riding, if you want to learn horse riding you have to wait a year or two years, you have to queue, because the 

space is limited in Hong Kong.  

 

Which fashion brands are you planning to purchase in the newest future? 

Alan: I don’t know if you have heard of it before it is called black chocolate. It is a Japanese brand and it suits my style, 

because I think that the clothes are kind of simple. 

Is it like street wear?   

Jacky and Alan: No casual 

 

Are there any brands that you would like to buy in the future but which you cannot afford to buy now? 
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Jacky; I know that many Hong Kong teenagers like Japanese brands like Trubasand? or IT. Or the Hong Kong brand 

called 2%? 

 



 

Jacky: just Tommy 

What about Lacoste or Ralph Lauren? 

Jacky: Lacoste is okay. 

 

Are you loyal towards brands? 

Alan: I am loyal to my brand 

Vanessa: me too 

 

But what about when you get a job? 

Star: sometimes we can still wear this to go to work (points as her clothes). But if I really needed to buy some business 

clothes for work I would buy Biem, but only for business clothes. 

Jacky and star: Nike is not really stylish 

Star: I prefer other brand to Nike 

Jacky; for shoes I will buy a variety of different brand, I am seldom loyal to shoe brands. I love Adidas, I just bought 2 

Adidas shoes, but I don’t stick to it, I want to try new brands. 

But what if you made a lot of money, would you then buy some luxury brands? 

Star: in fact I already have some luxury 

Wilson: Yeah she is rich 

Star: I am not rich, I just like those shoes. In fact I would buy different brands, I would divide it, let’s say for leisure I 

would buy Adidas, or sometimes I will go and buy something with my boyfriend like staccato? Or other brands for high 

heels.  

Vanessa: I would look at the environment, in fact we have to look a certain way in some offices, it all depends on your 

colleagues what they expect you to wear. If each one has a very strong brand I think that I will have a similar style as 

them because I think that this is a way of communication. The working environment is very important. If it is casual 

then I can wear casual. It really depends 

 

Have you seen sex and the city? 

Star: yes like 10 times, all 6 seasons 

 

But what do you go for when you wear a brand? Do you go for style or quality or something else? 

Star: I go for style and quality, because I have many experiences with bad quality, especially from shoes I once had my 

toes coloured by a pair of staccato shoes that made my shoes red when it rained.  

 

But do you care about the brand? 

Star: No I just pick what is beautiful 

 

Do you think that the Danish consumers are different from the ones in Hong Kong? 

All: yes  

Alan: yes of course, Hong Kong girls like luxury brands much more, I seldom see Danish girls wear Chanel, Gucci or 

Louis Vuitton. When compared to Hong Kong it is less in Denmark. 
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Jacky: office ladies in Hong Kong save money to buy LV or Gucci bags 

 



 

Does you two have Gucci bags or something (to the girls)? 

Star: no I can’t afford it. 

 

But will you buy luxury bags when you get more money? 

Yes maybe one or two, but I will not always buy it 

Alan: even when you are not rich enough you can also buy it. 

Wilson: you can do it like a mortgage, you can divide it the payments into a couple of times. If it costs like 4000kr, you 

can divide it.  

But do you then have to go to the bank to get a loan? 

Wilson: no, no, just in the store.  

So you can just go to the Chanel store and get it? 

Wilson: yes 

Alan: so even poor people can also buy Chanel 

Jacky: Oh come on, poor people don’t know Chanel 

Vanessa: some people are claiming the funding from the government – subsidies, and use that funding to buy luxury 

brand, it is on the news. 

 

So it is really important to have luxury brands? 

Vanessa: I think, to have something to stand on yourself, just.. 

 

Is it a way to show that you have success? 

Vanessa: it is a common thing in Hong Kong 

But if you go to a job interview without wearing luxury brands with it then diminish your chances to get the job? 

Alan: Not really 

Wilson: come on 

Jacky; no just between your friends and your peers, you can show the clothes and get attention.  

Star; you don’t need to buy fake bags 

Jacky: but you can easy get one with good quality 

 

What about when you go shopping, how important is the experience to you, that the store looks good and have good 

service?  

Jacky: it is not really important to me. The first priority is probably price or style. Service is not a top priority. I just go 

there and tell the sales person to get me that shoe with that number and its fine, I pay the money. The sales persons are 

very busy, they need to handle a lot of costumers and do not pay much attention to the consumer, I have gotten used to 

it, and I don’t really need their opinions or service, I just find the one I like with an acceptable price. 

So you don’t need help with making shoes and clothing fit together and so on? 

Star; no, but when I worked in Gucci, those rich people really like to be served, picked the things again and again, like 

“I want to try this and that too, how does it match “find me this and that and I want to try this again, how does it match 

with these pants...” the service in those luxury brands here is really different compared to normal brands. 
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Jacky: when I go and buy cheap sport shoes like Nike or Adidas I don’t care about the service, but if I go to buy 

luxuries I do care about service. If I go to a luxury shop I want to be served. 

 



 

You expect it? 

Jacky: Yes I expect it, I think that it is included in the price the service 

 

When you go shopping for clothing do you ever think about the environment or the people that work for the brand, do 

you have green fashion in Hong Kong? 

All: no 

Star: Hong Kong girls want luxury, like LV, Chanel, Gucci especially these brand, we can see a long queue outside the 

store like the Gucci shop. 

Jack; there is always a queue, there are security in the door and they are counting the people in the queue, one out, one 

can come in. 

Star: In Hong Kong if some fashion is concerned about the environment we will just think that it is a gimmick.  

Jacky: I think that this idea has only been applied to electronics like computer and television really cares about energy 

efficiency 

 

Now talking about ECCO, did you know that they made golf shoes? 

All: No 

Do you think that ECCO has an interesting personality? 

Alan: I think that it is simple and formal shoes 

Jacky: yeah formal 

Alan: I don’t think that we can really regard it as interesting 

If ECCO were a car which car would it be? 

Alan: Volvo 

 

What about if ECCO were producing clothing, do you think that you would buy it? 

All: not at this age 

What if they make a line for the young, with polo’s and so on 

All: no 

Star: I think I will buy it when I become a successful business woman.  

Jacky: it would be better if they produce formal business clothing, because their shoes are formal, it is quite similar then 

for casual it is a bit far from their concept in my mind. 

You don’t think that they aren’t sporty enough? 

Jacky: no 

 

How often do you go shopping? 

Wilson: once in a year 

Star: I always go window shopping 

Wilson: 99 % of my clothing and shoes are bought by my girlfriend – the whole image 

Do you buy clothing for her as well? 

Wilson: Yes dresses, skirts and so on and shoes as well 

Do you buy a specific brand? 
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Yes I know what she wants, but she does not always want me to buy all her clothing. I only spend money on her and her 

on me. 

Jacky, do you also buy clothing for your girlfriend? 

Jacky: yes, but not very often, but sometimes polo shirts. I often get polo shirts from my father who passes it to me 

when he goes on mega sales, he cannot always fit it.  

Star: I often go window shopping with my boyfriend and when I see something beautiful I will get him to try it and if he 

looks good I might buy it for him. 

Jacky; for me I prefer foreign brands like Japanese ones, I like the brands that Alan is wearing, but I cannot find it in my 

size. I wear these polo shirts because they fit me. 

So you prefer Japanese brands to European ones? 

Jacky; American 

Star: my boyfriend like the Hong Kong brand esprit. 

Jacky; for me it’s the size 

Vanessa: for me at the beginning it was size, price and style, it is more casual and it goes well when we use it at school, 

it is affordable 

Is European less casual?  

Vanessa: American is more casual 

What do you think about Danish Brands? 

Vanessa: In Hong Kong I am quite loyal towards a brand, also the style here does not quite fit me, the Danish people are 

tall, I am short I don’t think I would look good with that kind of clothes.   

 
What do you dream of for the future?   

Star: I would love to get a good job and make a lot of money.  
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Appendix 6: Interview with Zhi LI 

Interview with Zhi Li, Wed. 16 of September: 

 

Zhi Li is from Beijing. She is a finance student and she is 23 years old. 

 

What makes you decide on brands and styles within fashion? 

I think I’m not the person who cares too much about brands. So probably the first thing I look for is the style and design. 

Whether it’s the colour and design I like, I’ll try it on and if I think it looks good on me and then of course the price is 

another consideration for me. I will buy it. So actually the brand is not that important to me. Maybe I’ll purchase the 

brand that I have before. Because I have tried them and I know them. 

So you are loyal to the brands you buy? 

Yes, a little bit. But I still think the style, design, shape, price are the most important things for deciding. 

Before you go shopping do you read fashion magazines or what inspires you to buy the clothes?For instance friends? 

What they wear or tell you about a brand? 

I think most of my friends they like to buy magazines to see what’s new and see the brands. But I think the magazines 

are too expensive and also the brands in the magazines. So my friends just wait for the discount season and buy them on 

sale. Or sometimes I think it is very common for Chinese students like for me to buy the clothes on the internet, because 

that is much cheaper. And also sometimes we go shopping in outlet malls. The products there are perhaps not from this 

season, but old seasons, but very cheap compared to the shops in the cities. 

Is it famous international brands they buy there or is it Chinese? 

I think for some sport clothes we prefer to buy the brands in the outlet malls and for other brands we wait for the 

discount season to purchase them in the city center or just buy the brands online. 

So online shops with a lot of different brands? 

With many different brands, yes. 

 

What about sports?Do you have a sports hobby/interest? 

Yes I like that. I think most young people like that. 

Which kind of sports? 

I like to go hiking to the mountains if I have the time. If I don’t have time I just climb the stairs in the buildings. But 

many Chinese students like swimming, badminton and boys like football or basket ball. That’s just the common sports 

in China. 

Do you have any Chinese sports stars? 

Yes, one basket ball star Yao Ming and another is a running star, Liu Xiang .He is famous for the men's 110m hurdles. 

But if you saw one of them in a commercial would you perhaps consider buying the brand they were promoting? 

For me no, but for my friends and other young Chinese I definitely think they would buy it. 

Are there any famous women that would make your friends buy a brand if they saw them in a commercial? 

I don’t think so. I think if I like a sport star I would just like him or her to perform well and win. I do care about the 

commercials they are in. It’s more my friends’ interest. 
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Do you see yourself doing any sports in the future? 

Any other sports? I don’t know? I think I may have some chances to play golf in the future. When I’m working maybe I 

have to meet some business partners, colleagues or CEO managers we will probably play golf while we talk about 

business. But now in China most white collar workers who works in the business areas they have chances to play golf. 

Do you know any golf brands? No. Nothing I can think of, no. 

 

Are there some fashion brands you are planning to buy in the future? I don’t know. 

 

What if you had finished your education and had a well paid job, which brands do you think you would buy? 

I think maybe, because now that many international brands coming to China and especially in the big cities like Beijing 

and Shanghai. There are many shopping mall and department stores and normally they are located in the business areas. 

For instance I had an internship at the City Bank last year and there was a big department store there. So I used to come 

there and see the brands. I think it’s not like the people really like the brands. It’s just because they are present. Or 

maybe some people like it, but I think for most Chinese people they are still in a situation of that the brands means that 

you are wealthy and that you have a high taste. If you buy the brands other people may know that and even envy you. I 

think for some Chinese people there are buying the brands just to show it to others or else they are chasing the brands 

like others do. For some rich people and I know that there are many now. Really rich people. I think they are to busy to 

care about brands. That’s what I think. But I’m not rich yet so I don’t know really what they think. Perhaps they are just 

buying the brands that their colleagues buy. The famous brands that are now popular in China would be Gucci, Prada, 

Vero Moda, Louis Vuitton. 

Do you know Lacoste and Ralph Lauren? No, no I don’t. 

 

At office can you describe the clothing style. Is it casual, business a combination? What do you think? 

They are different branches international and Chinese, where they wear Business suit when they are at office, because 

they might meet important business people, going to seminars or other things. But in local companies they don’t have 

strict rules about what you should wear. There are many state owned companies in China. Like electricity, gas and oil 

companies there they just wear casual clothes. It not that formal. They don’t wear the suits. 

 

When you have a job would you consider buying Japanese, European, American or Chinese brands for work? 

Maybe European. Yes, or American. But the thing is Europeans are bigger than us and I think some famous big 

international brands may localize the products so they fit us, but others don’t and then we don’t buy it. Small European 

sizes do not fit with us. They have to shape and design it for us. But some international companies set up business in 

China and design the clothes for the Asian people. So that’s possible. 

 

Would you prefer that the design were made in a Chinese looking way or do you prefer a western style? 

For Chinese style you mean the traditional Chinese dress that is very colourful, with short sleeves, bottoms and made of 

silk? Yes, for instance. You know that? Yes we do. Okay, but we don’t wear that anymore. Not even for parties, 

weddings or? No. There is no big difference between Chinese style and western style anymore in my opinion. The only 

thing is that Chinese people is a little bit conservative. They might not be as open as western people. So for some 

clothes that is very open they may not dare to try them on and definitely not buy them. So that’s the thing. 
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Do you think the Chinese fashion consumer is different than the Danish fashion consumer? Can you see a difference 

between the Danish people you have seen on the street, at school, etc. are different than in China? 

No not really. I don’t really think our styles are that different. Of the people I see on the street I don’t see much 

difference in their clothing style compared to Beijing. Actually, I know that many clothing products from all over the 

world are made in China. So I think that the difference is very little. 

Do you think there are more Chinese people wearing luxury brands compared to Danish people? 

Probably yes, because a part of Chinese people are really very rich. But I don’t have many chances to see them. Maybe 

in big cities like Beijing and Shanghai I can see more of them. But mostly I don’t see them. Because everyday they take 

their own car to go to work and they spent the hold day in the building and then in the afternoon they go back to their 

car and drive home. So you don’t really see them. No but I can assure you there are many of them. 

 

But what about when you go shopping yourself do you think about the service you get in the stores? Is that important to 

you? 

Yes, it is. I don’t like the sales persons that I too hot or too cold. You know what I mean? Yes yes. 

I prefer an environment where I can choose freely and also I think it is important that I can try on the clothes I like. 

Because some shops in Beijing do not have that service. You are not allowed to try the clothes on and then the risk is 

too high, because you don’t know if it fits you. Also in luxury shops? No no. You can try on the clothes there as most 

luxury brands are sold in department stores and there you can always try on the clothes. But some common shops do not 

allow it or don’t have dressing room. In those shops it is just common clothes not really brand clothes. 

When shopping do you need help with other things than trying the clothes on? Do you like if somebody shows you how 

to match shoes and clothing or just give you fashion advice? 

Yes, I think I would like that. But I don’t think sales men in China provide that kind of service right now. They may just 

show you the clothes or just if I ask them of some clothes that I like, colours and style they will get me that kind of 

clothes. They won’t make any suggestions to how and with what I should wear it. But I think it would be ok, if they 

provided that service. 

 

Where do you prefer to do you shopping for clothes? 

In department stores I think. They usually have a wide selection of brands. Or I go to the shopping streets in Beijing. 

The main shopping area in Beijing I like to go there. And many shops are presented there so I can go in and out of the 

shops and most of the brands and represented there. That is enough for me I think. And for the sales season they can 

really give attractive discounts. I like that. 

 

Have you ever bought a luxury product? 

No. I don’t think so. 

 

183 

Have you thought about it? No. Well again my friends they like to by it. Hmm, but I think if I went to Hong Kong or 

Paris. Then I would buy it, because it is what they are famous for; fashion. So I guess it would be expected of me or 

perhaps a thing you have to buy, because they are famous for it. That’s what my friends do. Because it’s attractive for 

them to buy luxury products. But I think it’s a tourist thing, again if you travel to Paris. Paris is so famous for fashion 

and brands that it would be like a souvenir. But in my daily life I don’t think I need luxury products. But for my friends 

it is different. 

 



 

 

What about your colleagues in the City Bank? Did they have luxury products? 

Well not the interns they are all students, but for normal employees at City Bank they may wear some brands and they 

may talk about them. Actually, I think it is a topic between colleagues to talk about the brands that they are wearing. 

And they also have many chances to travel. Like business travels. So they can buy the brand more cheaply than in 

China. But of course they also have the money to buy them. Is it both the female and male colleagues that discuss this? 

I don’t think the men talks about it. I think it is only the women.     

 

Do have any dreams for the future? 

I think because I study finance I should find a job in a financial institution like a bank or insurance company. And then 

when you get that job. Do you think you will buy the LV- bag or Gucci bag? Probably yes, but not really because I want 

to, but because my colleagues do it. It’s just a trend I think. So you think that trend may change and it will not be 

necessary? No, I don’t think so. It will always be a trend. It is just the way to do business. Is it only business or do you 

think it provides confidence as well? Probably yes. So do you think having these luxury products will help the women to 

attract a man. (Zhi Li laughs) Actually, I think the white collar workers are to busy to notice that, I think.  

But they also buy them as I said to show that they are successful. And they can afford to buy them. 

 

Do you think ECCO provides good quality? Well to be honest I never heard about ECCO before. But now in China I 

can see the brand in many places. I don’t know in the other cities, but in Beijing I have seen it in shops. 

 

Do you know the ECCO products? 

Shoes and some bags. I have seen the brand many times in the shops. 

Have you seen the ECCO in flag-stores (ECCO’s own shops) as well. 

No. not really. 

Do you know what ECCO is famous for? 

Maybe for the design and style in my opinion. I think they are more common than luxurious brands. Because you can 

not find luxury brands in almost any store. So I think I see the ECCO brand more often than other brands. 

So are you more interested in ECCO now? Do you think ECCO has an interesting personality? 

Actually before I went here to Denmark I didn’t really know the brand. So I don’t know. Probably when I went 

shopping before I had seen the brand, but didn’t really know it. Probably I tried a pair on, but I didn’t buy them. But 

now I know it. 

What if ECCO were producing clothes? Do you think you would buy them? 

Perhaps. 

You answered in the questionnaire that you perceive ECCO as a brand of high quality. Do you think the clothes would 

be of high quality if ECCO started to make them? 

Yes, that would be reasonable. 

In which price level do you think the clothes would be sold? Low, medium, premium or luxury? 

Premium I think. Like the shoes. The same I think. 

If ECCO were a car which car would it be? 
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I think it would be a Benz (??). Because it is not the highest level one, but not the lowest one like a Toyota. A little 

above middle. 

 



 

Would you expect ECCO to make clothes or would it surprise you? 

I would not be surprised. I think that many brands now such kind of diversifying. They move their brands into other 

areas not clothes not shoes, but maybe such as bags, perfume and some other things.  

So which type of clothes would you expect ECCO to make? What do you think suits the ECCO brand? 

I think business clothes would be a good idea. Or something conservative, but also some sports clothes. Like golf 

clothes or other sports clothes. Would you see the clothes as being modern or conservative. More modern. What about 

luxurious? No. But what about the quality? The quality would be good. I think for international brands they must have 

high quality or else we won’t buy it. No matter what they produce. 

 

Ok that was it. Thank you so much Zhi Li. No problem. 
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Appendix 7: Interview with Joyce 

Interview with Joyce, Wed. 20 of September MBA student and 29 years from Shanghai 

 

What makes you decide upon brands and styles within fashion? Do you get inspiration from fashion magazines, 

celebrities or your friends for example? 

I think it depends on what kind of product I am going to buy. So for clothes and shoes I don’t mind much about the 

brand. I don’t care about luxury brands. Let me think. I think that my friends influence me and the design of the 

products influence me. 

 

Okay. What about celebrities’ do you notice what they are wearing? 

 No I don’t care about it.  

 

So you never read fashion magazines?  

Yes I do, but I don’t care a lot, I would not say okay this famous star is wearing that kind of clothing I would like one of 

them. I never think about it. I think it is fashion, but it is not my style. 

 

But what if you saw a commercial, an advertisement, do you think you would go and buy that product? 

You mean the cloth? 

Yes 

I think I will go and have a check, I will see if I really like it, maybe I will… but I will not buy it just because my 

favourite star wear it.  

 

Do you play any sports? 

Yeah yoga, is that a sport? And I like running… on the running machine. 

 

Do you see yourself doing any other sports when you get a job and get older? Could you see yourself playing golf or 

horse riding or anything like that? 

I think I will go into, maybe try golf. I don’t think I will go to horse riding, because in China, usually, we don’t have the 

horse riding.  

 

Why? 

It is not that popular 

 

Are there any sport stars that you like? 

Yes there is, Michael Jordan I liked to like him a lot and the other one, they are Chinese, ping-pong 

 

Is it men or is it women? 
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It is women, but actually, I don’t tend to remember them a lot, but if I saw him I would know who she was and I like 

her.  

 

What kinds of fashion brands do you purchase, for example what brands are you wearing right now? 

I don’t think this is kind of brand (her blouse), this is.. she looks into her jacket.. Only.   

 

Did you buy it here or in China? 

In China and I think that that brand – Vero Moda- is also in China and I buy it sometimes.  

 

Is it expensive? 

No it is not expensive in China 

 

It is cheap, but it is fashion right?  

Yes it is fashion in the age of 20-25. I am more than 25, but I still buy their products anyway. And I also buy G2000, I 

think it is a Hong Kong brand, their brand is not very expensive, but I have some products like their shoes. It is quite 

good and not very expensive.  

 

What about people over 25, lets say people from 25-35 do they buy some other brands, luxury brands? 

Yes, I think that many people if they have better salaries that they enjoy some luxury brands. They would buy a lot, 

especially bags like Gucci and LV.    

 

Do you know what they buy for the clothing do they buy European, American our Japanese brands? 

They sometimes buy MaxMara…actually I am not that fashion person, I don’t remember these brands 

 

But you are wearing designer glasses? 

For the glasses, it is because, why I buy this classes…I went to Hong Kong and we go shopping right. It saw it was 

okay, there was a discount.  

 

So it is quite expensive in China? 

These glasses are quite expensive it is 2000 or 3000 RMB, so it is kind of quite expensive in China, in China mainland, 

but in Hong Kong there is discount.  

 

So its like, it is more important with like expensive glasses and bags, like the clothes is not that important? 

Actually the people, I think it is the same, but for me I think that its kind of a good price available I would buy it. But 

for many of my friends they would kind of prefer to have luxury clothes and luxury bags. But bags are most important. 

My friend has a lot of bags and she buys a new bag every month. It is crazy, but she is kind of collection. 

 

Do you have a favourite luxury brand? 

Yeah, Gucci. 

 

So if you were to buy a luxury bag it would be Gucci? 
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Yeah. 

 

So, you are very loyal to that brand? 

I think so, I don’t like LV, I don’t know why.  

 

What do you like about the Gucci brand? 

I think the colour is good and it is more diversified than LV.  

 

So Gucci have many different colours? 

I think, in my expression, LV is so boring, you know? It is always the same, although they have different shape or 

design. Maybe in Chine, maybe it is a special case, we have many fake LVs, and so it is very easy to have a fake LV. 

Maybe I don’t wear LV, because if I wear LV, people will think that it is a fake one. But we seldom have Gucci fakes, 

so for the Gucci, maybe people will think that it is not a fake one. Maybe it is just because LV is so popular in China so 

the business men just tend to have the fake LVs.  

 

Do you think that the Chinese fashion consumers are different from the Danish ones? 

It is a difficult question…. 

 

Yeah, but when you walk the streets of Denmark do you think that people looks the same way in China?   

I think, you are a little bit different, you have your style…different from us, but not that much.  

 

How is it different? 

Umm, I have noticed that you have very shorts skirts and wear leggings, but you know that the skirt is too short and in 

China this is not seen as kind of trousers, but in Denmark I think that many people think that it is kind of trousers and 

they don’t need something to cover. 

The second thing is the shoe, I think that ladies in Copenhagen seldom wear the high-heel shoe. But in China ladies are 

always wearing the high-heeled shoes, especially those between 20 and 25.. 

 

So do you think that the ladies wear high heeled shoes because the want to look very feminine or want to look taller or 

is it just fashion? 

It is just fashion and good looking 

 

When you go shopping what is the most important thing for you? 

I think quality and the other thing is my friend suggestions. My friend suggestions are quite important to me. 

 

So you ask your friends before you go shopping? 

Yeah, some kind of products, For example I ask them when I go shopping a pair of shoes. because I am not the perfect.. 

not that fashionable and than I will ask some friend who usually know more fashion. They have more experience you 

know. 
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No... sometimes yes. Sometimes if I can feel that he or she is nice, and quite frankly maybe in that moment I will 

believe in he or she, but if I decide to buy something quite expensive I will ask my friends first. 

 

So have you ever been to a luxury store in China? 

Yes I go there quite often because my friends like it, so I just accompany them.   

 

So do you think that it is a very different experience from going in normal stores? 

Yes, there are less people 

 

How about the environment in the store, the way it looks, is it also very different? 

Actually, for that shopping mall I think that it is quite different, because the other ones, they are in the same mall, but in 

different floors. So the floor for luxury shops, there is kind of less people, but people there are quite elegant. It is not 

that crowded, you feel better.  

 

Is it true that the luxury stores are at the ground floor and then the higher, the lower the price? 

Yeah, usually, but it depends. 

 

But when your friends buy something at the luxury store, do they get a special service then? 

Drink, something to drink, tea or juice. No other, no special. 

 

Do they have VIP cards or do you have VIP cards? 

I don’t have, but my friends have, but for the other stores I have many, because it is very easy to have VIP cards, I mean 

not it’s not for the luxury, it’s for the other 

 

So do you get any discounts on your VIP cards?   

I think it is not discounts; it is to accumulate some points. For example if you by for 1000 RMB and accumulate and the 

once you reach 10.000RMB they kind of give you some gift, or give you some discount. But there are some discount 

cards for the whole mall, then you can go to every shop in the mall and they you have discounts.   

 

So you prefer to go to the malls? 

I usually go to the malls, because you can choose everything, you don’t have to go everywhere.  

 

But do you think when your friend they go and buy these luxury brands that it gives them a special feeling?  

It is so expensive. I don’t think it is necessary to buy a luxury bag. 

 

But does it make people feel more confident if they have a luxury brand? 

Yeah, maybe, but not that much.  

 

But isn’t it also a way to show that you have success? 
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Wealthy? I agree that, to some extent. Because it shows that you have the ability to buy something expensive. But i 

don’t feel that much because it is your own style of living, right? So people just don’t care. 

 



 

 

So you don’t need them to feel secure and...? 

Ni I don’t need that. You know you mentioned my glasses, when I bought these I just think that I like the colour I like 

the bling-bling thing and then i just buy it, I don’t think like I am going to show off to my friend. But the problem is that, 

umm it is true that there is an environment that will make you feel like, okay my friend has a lot of bag and she is kind 

of, has a lot of money, or feels confident. But it is not that important to me. 

 

What if you had a job and everybody else was wearing luxury goods? Would you then feel that you had to buy some 

yourself? 

Yeah I think so, if I had a job like that. I was told that if you work in LV you need to wear that from the hat to toes. But 

fortunately my work environments won’t need that. 

 

Oh, where do you or will you work? 

Bank 

 

But isn’t that a very formal work? 

It is quite formal, so we don’t need to buy other things, what I need is just a bag and the suit. 

 

But don’t you buy the Chanel suit for business women? 

No, I am not that high level 

 

What brand would you buy if you were going for a suit? 

Aahh, sometimes the G2000, because the price is good and in Shanghai I went to the tailor 

 

What would a suit cost you from the G2000, how much? 

No more than 2000 RMB, sometimes if it is discount season you can have it for 1000, and if you go to the tailor no 

more than 1000. So I think I prefer to go to the tailor. 

 

Is it still normal to go to the tailor? 

In Shanghai it is normal, but in other places..it is really good in Shanghai, shanghai really has the tradition with having 

lots of tailors.  

Then you can also have a good fit... 

Yeah it is very fit 

 

What about European brands do they fit Chinese people? 

No, actually for my experience, European brands are not very fit, I mean sometimes the size is not very fit when I went 

to for example MaxMara and then i try and there is always somewhere where it is not very fit.  

 

But I think Only is a European brand? 

Yeah but this is just a jacket, it does not have to be very fit, but a suit has to be very fit.  
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What about green fashion thinking about the environment, is that also normal in china, would you consider the 

environment or the employees conditions when you go shopping for some fashion? 

Frankly, for me if the compare the price and it is quite reasonably for me it is okay, but if their prices are expensive I 

would not buy it.  

 

Do you know the brand ECCO? 

I actually think I knew the brand ECCO before I came to Denmark, but I didn’t know it was a Danish brand. 

 

So you saw some stores in Shanghai? 

Yes, I think so. But I did not even know that it was a European brand. 

  

Do you remember how the store looked like? 

My impression is.., the colour of the shop is brown and it is also in the mall. Maybe it is a luxury brand because it has a 

store itself and it is not far away from the other brands. 

Had you ever heard about the ECCO walkathon, I think that was in Shanghai. 

No 

 

So, if ECCO was a car, what car would it be? 

ECCO is quite sporty I mean, ECCO is quite middle class and quite conservative, it is not that fashion 

 

So you don’t think that ECCO has an interesting personality? 

I don’t think we can use interesting to describe ECCO. It is quite conservative, 35-40 guy.  

Not so much for the female? 

No not so much, do they have anything for females? 

Yes, we can show you some (shows her on the PC) 

So the colour is brown right? I always remember that, it is kind of older. I prefer black. Brown reminds me of the old 

days.  

 

But did you know that they were making other products than shoes? 

No 

 

When you go shopping for clothes, which colours do you like? 

When I was young I usually buy black, but now I would prefer other colours, but not brown.  

I like gray. 

 

They have just made this new line, a premium collection. 

But would you like the idea about ECCO producing clothing 

I think it is a good idea, because ECCO has its style. So if you buy a shoe like that you maybe need something fit for the 

shoe and it is quite easy for you to match anything.  
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But you wouldn’t buy the clothes? It would seem to conservative maybe? 

 



 

In my age I would not. But maybe later, as I told you I did not know a lot about ECCO, but after this interview I might 

pay more attention to ECCO. 

 

We show her the, kind of green metallic shoe from the premium collection. This has colour... 

But that is too much, but it is good for some party.  

 

Yeah it looks nice (we show her some more). This brown is good, this is dark brown, but I don’t like the heel, I prefer 

that the heels are thinner. I would prefer this one (one without heels).  

So you don’t wear high heels? 

Yes I need them for my suit 

 

But would you think that these shoes look luxurious or just like other shoes? 

It looks quite good and some kind of luxury, but not that much luxury. A little bit more than middle end.  

Have you hear about ECCO making golf shoes? 

No, but I do not play golf. I am not sure, but it seems for me that ECCO is not very famous in China, or maybe it is 

famous but not in my... 

ECCO is actually doing quite well in China, but all the people we have talked to does not know them, it is a bit 

surprising. 

I think it is because, many people is quite young and does not know about ECCO, maybe my older sister knows it. 

Does she play golf? 

Yes, she does. In China golf is very expensive and it is people with a higher social status, so maybe they know it. So the 

ECCO golf shoes are quite good? 

Yes, and quite expensive.   

But here in Denmark they are also viewed as quite conservative. Therefore we also think that they should make business 

clothes, but to a bit younger segment.  

 

Do you think that that is really necessary? I don’t think they need to lower the age, because, if they have focus on the 

successful business man, the can make many money. But if they lower the age people will just think that the image is 

lower, “it is not my style anymore.”  

But what about young people entering the work force, we don’t want to brand it to students. 

Then ECCO can start a sub-brand, but not lover it.... 

Is ECCO a luxury brand? 

Not really, it is more a premium brand 

How much is that shoe? 

The new shoes are between 1.2000-5000 for the boots, but normally they are cheaper around 1000 Danish kr. But I 

think the brand is more expensive. 

Yes, I think it is more expensive, actually a pair of shoes is about 1000 Kr in Denmark, it is not luxury in Shanghai. 

Local brand also cost about 2000 RMB which is about 1600 Kr. 

Wow for local brands? 
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Yeah, for local brand because it is boot, a quite normal high heel cost about 500, which is more or less the same Danish 

and RMB, So actually it is just premium. 

 



 

 

So you would also spend 1600 for a pair of boots? 

Yes, and normal black high heeled shoes are about 600 

 

But you would still call it a premium brand? 

I think this is a premium brand, it is a normal price, and everything is getting expensive now 

 

Is that only in Shanghai? 

No for shoes and clothing the price should be the same all over China 

 

Put people in Shanghai are very fashionable, right? 

Yes, and we have many brands to choose from 

 

So Chinese brands are becoming more popular now? 

In China yes, but the problem is that sometimes you cannot tell where the brands are from. So like with ECCO I never 

think about where it is from. I can’t distinguish whether it is local or international. 

 

But would it be a good thing for you that ECCO is Danish? 

I think it is a good thing, because we have the impression that the EU have their product standards, the quality of this 

brand should be promising.  
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Appendix 8: Interview with Li Huan 

Interview with Li Huan Wed. 17 of September, a finance student from Beijing. 

 

What makes you decide on brands and style within fashion? 

Well, I’m a student so I don’t really consider or think the fashion industry. Ok, but sometimes you will have to by 

clothes? Yes, on an ordinary level. But actually I live in a university campus and normally I will go shopping with my 

friends in a shopping mall nearby. There are many shopping mall near the campus. So I go there and get inspiration 

there, as there are many brands there. I just look for the quality and the style. But I also go to a clothing market. It’s not 

second hand it is new clothes, but there are no famous brands. 

 

What about the Internet? Do you sometimes shop on the Internet? 

Yes, I like shopping at the Internet. For example this bag (Li Huan is pointing at her bag) oh, you bought that on the 

Internet? Yes, because it’s cheaper and sometimes the quality is guaranteed if the shop has good credit.  

 

Do you read fashion magazines? 

Yes, I read a lot of Japanese ones and some Korean ones. I don’t know whether you have this one? Which one? What is 

the name? I only know the Chinese one, Ri Li. Yes, we have heard about that one yesterday when we were talking to 

Kantis. Yes, that is very popular in China. We can buy them in the stores or use their webpage. 

 

Do you like the Japanese style? 

Yes, I think most of us (the Chinese) like that style more than the European style, because Asian people look similar, 

but we have different body shape than Europeans. So the clothes will look more familiar on us when it is Japanese. It is 

better to accept. 

 

Do you have any idols or are there any celebrities you like and inspired by? 

Yes, of course I have some idols. Which one (s)? I like the soap stars and the movie stars from Korea, Japan, Taiwan 

and China. I think the most girls like these celebrities. Almost every Chinese girl will have an actress as an idol. I 

suppose. Which actress is the most famous one in China? There are no such one. There are many. Many famous 

actresses. But do you have a favourite? Yes, I think so. But every girl has a different idol. So I think Chinese girls will 

like many different brands if they are looking to their favourite actress. 

The boys I think they will like sports stars better than movie stars, but perhaps they will not buy the clothes just because 

the sports star is wearing them. They will just have them as an idol. 

 

Next time you go shopping which brand will you buy? 

Actually, if I go to the shopping mall there are many brands I will consider. Because it depends on the style of specific 

clothes and it depends if it looks good on me. Is it Chinese brands or internationally brands? It could be both. What 

about American or European brands- do you go looking for them? I will if they get adjusted for Asian persons, because 

as I said our figure is different. So it has to look good on us. But the brand for me doesn’t matter. I think most of the 
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times I can’t see the difference, if it’s American, German or something else. I just buy it if I like the style. And 

furthermore, they use the same stars for their advertisements. So I don’t notices the difference if its Chinese or German, 

etc. 

 

Do you have a favourite brand? 

No I don’t. I have many different brands. A few of them I like best, but I will not choose only one to buy. That would 

be too narrow. What makes you like your favourite brands? That’s because I like the style, fashionable and classical. 

What do you prefer; fashionable or classical?  I like classical better. For instance if I go to work I like classical and 

business style, but in my free time I like more casual. More relaxed. 

 

When you get a job you will have to dress more business? 

Yes, at least for the hours I spent and work. 

Do you like any special brands for business clothes? 

G2000. It is a famous brand in China. 

What about luxury brands? Would you consider buying luxury brands for work? 

Yes, I think after I earn my own money I will buy some luxury brands. I think most students step away of luxury 

shopping as they have a low income and luxury goods are just way too expensive. Let me say it in another way for one 

piece of luxury you can buy 4-5 other pieces of clothing. And sometimes luxury clothes does not look very different to 

normal clothes. The appearance- it look the same, I think. 

 

So for you to buy a luxury product it will have to look different or should people be able to see that it is a luxury brand? 

Yes, perhaps. I think so, because I think people buy luxury products for two reasons; 1) to get a quality product that last 

a long time. 2) to tell us: “I’m wearing a luxury brand” (Li Huan laughs). 

Which luxury brands have you thought of buying? 

I think the bags from the big designers like Chanel, Gucci or LV. They are all very famous luxury brands. So not so 

much luxury clothing products? No, because I think the clothes is easier to go out of style/fashion. If you buy a luxury 

piece of clothing it will be fashionable for a short period of time, like it only last for one season. Next year it will be out 

of fashion and then you would have to buy some new clothes. And after a long period of time it will look old and you 

will not wear it. But bags and accessories, like for instance sun glasses, I think most of them are classical style which 

will not go out of style. You can use them every year over and over again. 

 

So the most important thing you look for when you go shopping is.. ? 

The style, the price, the design, the uniqueness. They are all very important. And always I will try the clothes on to see 

if they look good on me. 

 

What about the shopping experience is that important to you. The interior, the service, etc. ? 
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Yes, that is also important, but perhaps not the most important one. I think the shops in the shopping malls all look the 

same. So I just expect them to look like that. Of course the service of the stores might be different shop to shop, but I 

don’t think it is that important, no. The most important thing are the price and the style of the clothes. But what if you 

have saved money to buy the bag and you knew you could afford it would the service then be important? Yes, perhaps. 

If I buy a luxury brand the service is very important, I think. And aftersales as well. I will think that is important, but if 

 



 

it is a normal brand, I don’t think it is very important. Because after I buy that (standard product) I will have very little 

possibility to go back with the product. 

 

Do you see a difference in the clothes the Danish people are wearing vs. the Chinese people? 

Actually, a little bit, yes. Perhaps people in Denmark wear not that colourful clothes as compared to China. Do you 

wear clothes with many colours in China? Yes. I think in China you can always see people wear clothes in different 

colours. We are very colourful. But here in Denmark I think the people wear a lot of black clothes or not that colourful. 

Are the men in China wearing colourful clothes? Yes, men in China as well. I think they like to wear the orange, pink, 

red in particular. Those are all bright colours. It is the way.. Chinese people do not like very dark colours. They like the 

bright ones. Because the bright colours can make their skin look bright or white. You know that Asian people like to 

look white. They don’t want to yellow although their skin is yellow. So maybe the Danish people wear dark clothes to 

look more tanned ( interviewer laughs). Yes, you like the sun here, but you know in mainland China it is different. The 

sun is enemy to all women. They will not expose themselves to the sun. They will wear an umbrella when the sun is 

shining to prevent their skin getting tanned. That is not want we want here. We want the tanned skin. Lu Huan (laughs) 

yes I know, it is very different. Every girl really takes care of their skin especially in the summer. We really do not like 

to be tanned. 

 

Do you think you can tell a person’s personality by what he/she’s wearing? 

Yes, I think you can always tell the difference of appearance. In which way? It’s for example if this person wears more 

business like if he’s a man he will wear a suit or a polo t- shirt or a tie. It’s very evident for business people. He wear 

the formal suit to tell everybody he is expert on his career. I think it’s the same here, right? Well, that depends. Business 

clothes in Denmark is perhaps it bit more relaxed. Ok, but the girl in China there is even more difference. How is that? 

More formal or.. ? No formal is one thing and fashion another. Sometimes the girls are more fashionable and wear 

fashion clothes to the park or to the campus. But nobody needs to wear the formal suit at campus. But the girls wear 

very different clothes. Some of them are more careless about their clothes. They just wear jeans and t-shirts and that’s 

very relaxed. While others will pay more attention to their appearance. They will wear very fashionable skirts and they 

will wear a lot of accessories, necklaces, etc. So you can always tell the difference. Almost on the first moment you see 

her or him you can know what is their personality like. But you don’t like all those accessories or.. ? Well, actually I 

like, but I didn’t bring them here, because it is too heavy.  

 

Did you know the brand ECCO, before coming to Denmark? 

Yes, because I saw them in the shopping mall in China. And what do you think about the ECCO brand. Every time I see 

the price label I will step out of the store. It is so expensive a price in China. What do you think about the design? Do 

you like the style? Yes, I think so. I think they all look pretty, but it is way too expensive. I will not consider going into 

the shops. I will not pay much attention to the brand as I cannot afford it. I think I will go to another brand that I can 

afford. Ok, what about the store they had in the mall. Did it look nice? Did you like the interior decoration? Did you 

think about it? I think it looked shiny. Ok, is that a good thing? Yes, but I think all the shops in the mall is like that, 

shiny. But I think I saw some advertisements in the ECCO shops with some local stars wearing the shoes. 

Do you think you will buy ECCO shoes or accessories in the future, when you get a job? 
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Perhaps, as I have not tried the shoes on myself I can’t say if I like them and if they are suitable for me and my style. 

But if it is the case that I like them, sure I would buy them if I could afford it. But depending if my feet look good in 

 



 

them. But do you like the style of the shoes? Well, like I said I have not paid attention to the ECCO brand yet, as I think 

they are too expensive, but perhaps when I get a job I will change my point of view. Perhaps my perspective is different 

from now. The future well tell, but at least I will have to try them on first and gain more knowledge of the brand. Do 

you know that ECCO have accessories too? Did you see that in the store? I think it was everything, yes. So you saw the 

bags in the store as well? No, but that is perhaps because I was only there very quickly. I ran out because of the price 

(Lu Huan laughs). 

 

If ECCO were a car which car would it be? 

Hmm, a car? Hmm actually I don’t know, because I not familiar with the brand. I can’t say. But up to now from what 

you have seen? No, perhaps a BMW. But I don’t know. That’s a funny question. Hmm a family car perhaps. How come? 

I don’t know. I can’t find an exact reason. It was just a feeling about it. And which brand then? I think it belongs to the 

high end, but perhaps not as high as a BMW, perhaps before. Not the highest. 

 

Is that what you think of the ECCO brand? That it is not luxury, but before luxury? 

Yes, it is not totally luxury, but not mass product either. Before luxury moving towards luxury. But again it id difficult 

for me to say. I have no experience with the brand. It is only a feeling I have.  

 

Have you heard about any event made by ECCO in China?  

No. You haven’t heard that they sponsor the ECCO Golf Day? No, but I don’t play golf. In China golf is a luxury sport. 

It is very expensive and especially in Beijing the land price is very high so it costs a lot. So students here little about 

golf. Do you think you will play golf in the future? Yes, I think so. But do you think you will notice if companies use 

sponsorships? Oh yes, I think if they use sponsorships for football, badminton or table tennis they will gain more 

exposure in China. But perhaps they are right to sponsor golf, because they are a premium brand and their customers are 

richer than the ordinary. So they don’t need to get the recognition from our students. They just want to give recognition 

from the rich perhaps, the white collar workers, upper class, etc.  

 

But perhaps ECCO should let the students know their brand so after you finish your education you know the brand as 

you perhaps begin to play golf when you get a job? 

If there is a possibility I think we would. For instance if the company have the golf activity which most of the 

companies do have, of course I would start playing. But if there is no opportunity to play golf I would not. But what 

new interests do you think you will have when you get a job? I think that also depends on the colleagues you will get. I 

think you will get the same interests as them. So I do not have any idea yet of what I would do, but I think absolutely I 

will do something different. At least buy some more high class brands, I think. 

 

If ECCO began to produce clothing do you think you would buy the clothing? 

Well, that also depends on which style. Should it be office style, casual or sporty? I think all good ideas and something 

that matches the shoes. But also something that the Chinese like with colours for instance. So what kind of style do you 

think matches the shoes? I think not very business like, more casual I think? So sporty? No, perhaps more business 

casual. Like polo shirts? Yes, that could be. Perhaps all of them, but only if we like the style. Bright colours as I 

explained before and I think the casual brands always have brighter colours than the business conservative ones. They 
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will have more the black and white. Ok. So do you think you would consider the ECCO clothes as being luxurious? Like 

the shoes I think. Not the highest luxury brand, but just before. Ok. 

 

Have you ever heard about the ECCO walkathon? 

 No. Sorry I haven’t.  

 

Well ok, that was the questions we had. Thank you so much. Thank you. 
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Appendix 9: Interview with Kantis 

Interview with Kantis, Wed. 21 of September finance student , 18 years old, from Beijing. 

 

What makes you decide on brands and styles within fashion? 

I think I rely on advertisements a lot. Like advertisements I see on TV or if my favourite actress or sports star are 

wearing a special brand I Will take them into consideration. 

 

Is it Chinese or international celebrities you get inspiration from? 

Both Chinese and international. 

 

When I go looking for for instance sports clothes usually it will be Nike. But also a Chinese brand called Jinii (??). 

They also focus on sports clothes. I like their advertisements, because famous people are in them. 

 

Do you read any fashion magazines? 

Yes, but mostly I read electronics magazines. In my home university the work load is very heavy, so I don’t have much 

time to go buy magazines and read them. So I just rely on surfing on the internet and read some articles or similar. 

 

What about blogs, Twitter and the like? 

There is a website called “Ruili”. It’s a girl’s fashion webpage. I use that quite often. 

 

Are you interested in sports? 

Yes, swimming. But I don’t think the brands focus on that sport in particular. They are more into the running, etc. I 

think Nike is the only international sports brand that I like. 

 

Which brands are you planning to purchase in the coming year? 

Yes, I’m thinking about buying some luxury brands, because I want to buy them as a gift to my friends and family. And 

it is cheaper to buy them here. I have looked for Chanel and Dior. But it only the moisturizers and make up, skincare 

products. And I think I’ll buy them in the airport as it is cheaper there, I think. 

 

What about luxury clothing? 

No that is not on my plan. But do you know H&M? Yes, we do, why? It’s quite funny. It’s a Danish brand, right? No, 

it’s Swedish. Ok, but there are so many H&M stores here and I think that it is quite a common store here in Denmark, 

right? Yes it is. But in China it is very expensive and considered a luxury store. That is just funny. Even in the 

supermarket there are some brands. So I think it is Danish brands. 

 

Do you have different favourite brands to different occasions? 
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If I don’t wear sports wear I actually like a brand called Yishion. Do you know that? No. I think it’s from Hong Kong. 

It’s a brand for young girls where the colour pink and light green is often the main colours. And I like it. And I also like 

Kama which I think is also internationally known. And I like a British brand called Robins. 

 

When you have finished your studies and you have a job with high income would you “change brands”- would you buy 

more expensive brands? 

Actually, I think to be honest that I focus more on the style than if it is an expensive brand. I look and the style and the 

colour. I’m not that kind of person that care a lot about the brand. So maybe if I have more money I won’t buy the brand 

just because it is expensive. I’ll choose something  I really like.  

 

But would you have to change your clothing style when you start working? 

Yes, then it would be more business and formal. More mature. 

 

Is it true the colour pink is very popular in China. 

It depends. Actually black is also very popular for young girls. I think I’m an exception. I don’t like dark colours. I 

don’t like dark colours. I only like them bright. 

 

So besides style, do you also look for quality and the price when you go shopping? 

Yes, the quality is also very important, because, you know, I’m influenced by my mother. Because my mother focuses 

on quality. So I’m influenced by her I think. 

 

Does your mother buy luxury brands? 

No, not often, but if it is skincare then she will buy the expensive brands.  

What about bags? Does she buy luxury handbags? 

Yes, but I think maybe she does not like handbags so much. Because most of the time she won’t take her handbag with 

her. She doesn’t like that. 

 

Are there any Chinese luxury brands that you like? 

I think most of the Chinese brands are not luxury brands compared to the international ones. I think they are just cheap. 

So I think as a student it is totally ok to buy Chinese brands. They are affordable to us.  

 

If you were to buy a luxury brand do you prefer European over American or Japan or.. ? 

I don’t like the Japanese style. So I would definitely prefer European or American. How is the Japanese style different 

to the Western brands? I think European and the States’ style are much more like they, well I don’t know. Perhaps that 

the Japanese girls are so small and thin that I can’t suit the clothes. It doesn’t fit me. So I will choose the American or 

European brands. 

 

What about the shopping experience (staff and how the store looks, etc.), is that important to you? 

200 

Yes, I think so. I like. Well, I think most girls like big shopping malls and I think we like bright stores. If it is bright 

then it is ok. We like that in China. If the atmosphere is more fashion and modern it will make me feel good. That is 

really important to me. 

 



 

 

What about if a store has a loyalty club, VIP card, would it make you more loyal to the brand. 

Yes, I think so, because if I like a brand or some stores (shopping malls) I think a member card is very good.  

So you prefer to go to the mall when you go shopping? 

Yes, but sometimes if I have already made my decision to buy something and I know what it is and where to get it, I 

will go directly to that store. 

 

Have you ever bought a luxury product? 

Let me think. How do you define luxury? Like for instance LV, Gucci, Ralph Lauren, etc. No no no (Kantis smiles) that 

is too expensive for me. I’m a student. But I think it’s general. Student cannot afford that. 

 

But what do you think about the people buying these luxury brands. What do you think that make them buy these brands? 

I think, there are two different kinds. The first girl will buy these brands, only because it is a luxury. Not really because 

she likes it. She just buy it to make her feel good. So her friends can see she has luxury products. Then the second girl is 

the one who is really aware of the brands and style. Who buys it because these brands are very common to her. She 

knows the style and the brands. So perhaps she buys them for the value. She values the products. How to say it.. and the 

value to this brand, perhaps she finds in the story or history of the brand. 

It is two different cases. And I think both is ok. If you have the money and you can buy it I think it is ok. 

Do you think the clothes help demonstrate the personality of the person wearing them? 

Yes, kind of. You see their social status? Well, perhaps not social status, because now there are so many luxury brands 

and I don’t know all of them. So sometimes I won’t be able to see that it is a luxury brand. So I can’t tell there social 

status. But sometimes I can tell their personalities or something like that. Ok. 

 

But a product with a high price what does that symbolize for you? 

High quality and maybe good view or a good brand. 

 

We will now show you a logo of a brand and then we would like to know if you know it? (We show Kantis the ECCO 

logo). 

Yes, I know it. There are many of their stores here in Denmark. But I’ve never bought anything from it and I didn’t 

know it before coming here. Actually, it is very interesting because I have been asked this question before when 

meeting Danish people. And I have seen so many stores with their brand here in Denmark. Maybe I have seen some 

ECCO stores in China without knowing it was them. But I first realized it here in Denmark that it is a Danish brand and 

I didn’t know it before coming here. Ok. 

 

But do you know which kind of products they are producing? 

Clothing? 

Not yet. That was a good guess. No they make shoes and accessories like bags, belts, etc. We will now show you some of 

the shoes to know what you think (showing Kantis some of the ECCO shoes from the ECCO webpage and telling har 

about the ECCO brand(the premium line, sports and business line). 
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I think, the style is like a bit mature. I like this (Kantis is pointing out a pair of boots from the casual collection). Do you 

think the shoes look modern or conservative or different from other shoe brands that you know? Let me see. Hmm. I 

 



 

think I have to say that they are not very distinctive. They look very a like other brands, I think. Do you know what they 

are famous for? No? Ok, they are very famous for their leather. They are kind of leather experts. The leather is of very 

high quality and brands like Ferrari buy leather from them actually. No I didn’t know that. But that is a good thing to 

know. Ok, we know that you don’t know the ECCO brand very well, but if you were to compare ECCO with a car, 

which car brand would it be? Oh, I don’t know. It’s difficult. Let me see. Or an animal, which animal? (Kandis laughs). 

I really don’t know. I’m sorry. But I think the shoes looks a bit conservative, not so open. Just like cool I think. I like 

that most of them are black. Hmm.. but a car, I don’t know. 

Ok, do you think the design looks Danish? 

No, not much. I think. It just look western, I think. 

They make these bags as well (we are showing Kandis the bags from the webpage). 

Actually, I think most of the bags I like my favourite style. I like them.  

What kind of person do you think would buy these (ECCO) products? 

Maybe various between 25- 30 maybe. And if all of them are made of leather and of high quality as you mentioned and 

maybe they are expensive. So perhaps people with a good income would buy them. And a good social status. But I’m 

not sure actually. 

 

If we had not said anything about the leather what would you have thought of the products? 

I think, actually, the price of the product depends on the brand, quality and style. So if this brand is not very known in 

China or a new market this price can’t be too high as the people don’t know it. Or maybe they could just make some 

advertisement. I know it is expensive, but the Chinese knows that advertisements are expensive and therefore we would 

think it is an expensive brand. And we would get to know it and then it would be ok with the high price. 

 

Do you think there is a difference between the young in China compared to Denmark? Do you think something is cool 

in China? 

I think for Chinese boys there is a big difference to what is cool for them in China compared to the west. They like the 

dark colours and different products are cool. If the products are very expensive they would be cool in China. Most boys 

in China don’t buy them, because they are expensive, so if you do buy them, it will make you cool.  

And what about the girls?  

The same I think. But when people get more mature and get their own salary I don’t think they will think about being 

cool so much. Because if they see something they like and want to buy them, they can just buy them as they have a high 

income and then this “coolness” disappears. It doesn’t matter to them if it is expensive or not. 

 

Ok, thank you for your time Kantis. No problem.   
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Appendix 10: Interview with Diana 

Interview with Diana, Wed. 16 of September , 20 years old bachelor student from Taiwan 

 

What makes you decide on brands and styles within fashion? 

From friends suggestions, if they recommend a brand I would probably take a look, or sometimes when I am browsing 

on the street I will find something 

 

Do you see any celebrities’ wearing some clothes you like? 

Well yes, but we don’t think that it really suits for normal people, it is usually kind of luxury and it may seem kind of 

weird if you wear it to school, so we don’t really wear it. 

 

But what if you are going to a birthday party or something formal? 

Probably, but not that much, just a little bit for, but not really 

So you don’t read fashion magazines? 

Fashion magazines are not that common, they are too expensive, but we browse the internet to find auctions for clothes. 

Which page? 

Yahoo 

But if you go to a magazine store do you open them at see? 

Yes I might 

 

Do you have any sport idols or do you play any sports? 

I play volleyball and badminton, but I don’t really look up to sport stars, if I want to see this game, I just see it, I am not 

really a chaser you know. 

 

Which fashion brands are you planning to buy the coming years? 

Yes some Asian brands like Scottish house, it is a Taiwan brand, and for the Japanese ones Alasha. 

Which brand do you normal purchase? 

I like Scottish House 

So you are quite loyal to that brand? 

Yes but it is expensive 

 

What about when you finish your studies and are making more money would you the buy other brands? 

I would probably get formal clothes, but I don’t know if I would find famous brands, maybe if the quality was better, 

but I don’t think I need those brands 

What about for a party would you need more formal brands? 

Yes I would probably look for that 

 

What are you normally looking for when you go shopping, is it price, style, quality or something else? 
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Usually it is the style, but the price is also a concern. In my country there are a lot of places for shopping and there is 

even a place like a whole area with outlets where the price is really low, but then the quality might differ depending on 

the shop you go into. So you have to go store by store and every store has different prices, because there is some 

difference with the quality. But mostly the style of the clothes is the same.  

Do you think the Taiwan or the Chinese style is different from the Danish one? 

Yes, it’s really different I think. I think the Danish style is very mature. While for us it’s not for instance going to class 

we don’t really wear heels. The class mates might think it is too noisy. We would wear sports shoes, Converse, Nike, 

Adidas or something like that. Only a few girls who really like to dress up would wear heels or that kind of thing. 

 

But what about office ladies do they dress the same way? 

No they would usually dress very formal with a suit and the high heels. But when I go to a job interview I would wear 

the same and in my future job as well. 

 

When you go shopping how important is the shopping experience for you? 

Actually it is not that important to me. I prefer to go looking by myself. One of the reasons that I don’t go to the famous 

brands stores is because the sales people might think you dress like their style. But sometimes you just want to look, but 

they won’t let you in a way that you feel unwelcome like you don’t belong there. 

 

But then if you had a job with a high income would you be more confident? 

It would depend. If have already been to their store and they were not really nice I would choose another, because there 

are still some brands that I nice and you think they are quite noble, but if you are not wearing their style of clothes they 

don’t like you to come in. That’s how it feels anyways. 

 

What if you got some kind of VIP card would it make you more loyal to the brand? 

But I think if I wanted to get a VIP card I would already be loyal to the brand. I would not do it on purpose. Then it is 

because I really love the brand and then buy the same brand over and over. Then I would get a VIP card.  

 

Where do you prefer to go when you go shopping? 

It is quite different from here were I like to go. It is like “vendors”. It is not really a store, but more like a market place. 

Where they have their own little tables and like only two sides walls, but it is not in a department or in a house. 

Sometimes it is not even in a building. But then you can’t try the clothes can you? No. I cannot. Usually if there isn’t a 

store in a building you cannot try on the clothes. But most of the clothes they sell there is “one size” clothes. But if you 

are not thin enough it won’t fit. But that’s why the clothes are so cheap as they don’t need to pay the rent for the 

building. The clothes is cheaper, but of course there is a risk. 

 

Have you ever bought a luxury product? 

No, not really, but I will buy one soon. Ok, what are you planning to buy? Well, it’s for my mum. She would like a bag 

from LV. And I will buy one for her, because it is much cheaper here than at home where the price is doubled for the 

luxury bags.  
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Yes, it does. If is recognizable.  

Do you think that at shows your personal achievements? Yes, kind of, but I think it’s also sometimes just the style. 

Some people they wear only luxury products like everything on them is luxury, but then you think that she’s just 

wasting her money. It’s not personal style. You don’t think she really fits in.  But some people wear only one luxury 

product and then mix with other brands and I think that is better. So it really depends. 

 

What are your dreams for the future? 

I think I have to get thin first. But as I mentioned it’s almost only one size in my country and Asian girls are really thin 

and look after their bodies. They would never eat French fries or fried chicken for instance. If I were eating that or even 

drinking a coke they would say to me: “What are you doing Diana- that will kill your body”. It’s kind of crazy. The 

Asian girls really want to keep fit, so the clothes get smaller and smaller. Like before I would be a normal size, but now 

I’m like extra large (In European eyes Diana is thin). So my dream is to get thin, so I can buy the nice clothes in the 

stores. 

 

Do you think being socially responsible is important? Would you be more likely t buy the brand if you knew it was 

socially responsible brand? 

I would probably be interested, because sometimes the news will report from the fashion shows and you don’t really 

think about it. You more think about the design, but I would like to look and appreciate the style and if it then is a 

“green brand” it would not be a problem. 

 

Do you know the ECCO brand? 

Actually it is my first time to see it here in Denmark. But I can see that it is quite famous, because now I have seen a lot 

of ECCO shoes in the stores.  

What do you think about the quality of the ECCO shoes you have seen so far? I think the quality is quite good, but it is 

just not my style. I think the shoe shape is too big for Asian people and I think they are too expensive. But I think they 

are suitable for the Europeans. I think it is more your style. It’s not mine, but I think it is good. I mean I look at you 

wearing the shoes and I think it looks good on you. But for me I still won’t buy it, because I don’t fit they look good on 

me.  

You don’t think they look sporty enough? Do you think the look is conservative or what is the difference? I think the 

style is mature like for adults. Like I explained before we are more young in away wearing sneakers and t-shirts.  

But then what when you get older? Yes, then probably I will.  

What if ECCO were producing clothes? Would you consider buying it? 

Well probably when I get older I would like to buy it. And when you see the commercial for the clothes you would 

probably see how it looks with the shoes and if the design goes well together. 

What kind of clothes do you think they should make? What do you think would fit the shoes? 

I don’t know. Winter clothes perhaps. 

But would you consider the ECCO brand as hip and modern or more conservative? 

I think it is modern, but for adults. But then again I think some young people could wear it as well, so perhaps in the 

middle. For young people that care about fashion could wear it. But also for the office ladies for wearing when they are 

not working. I think they could also wear it. 
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Is the Taiwan style different to the Chinese style? 

I’m not really sure, because I’ve never been to Hong Kong. I once went to Shanghai, but I doubted the quality of the 

clothes there. It was really cheap, but the quality was really bad. I bought a shirt and wore it only once and then it broke. 

So it was a bad experience for me.  

I have never been to Hong Kong, but I think they have a lot more brands to choose from. And I think the salaries are 

higher in Hong Kong so they can afford the luxury brands more than in Taiwan. So I think we dress a like, but the 

difference is that the people from Hong Kong wear the clothes with a logo on them. 

 

But if you were to buy an expensive brand which brands would you pick; Japanese, American, European, Chinese, etc.? 

Perhaps Japanese brands, because I like their style. I think Asian people like the Japanese style and if we wear Japanese 

brands the Asian people will think it looks good on you. But for the sport styles I would choose American brands. I 

don’t like the European brands, because you don’t localize the sizes so I don’t think Asian people can fit the European 

clothes. So actually it is really hard for me to buy clothes here. I can’t fit it. The proportion is wrong. 

Do you know any celebrities from Taiwan? 

Yes, we have local movie stars and models.  

And if ECCO were to make advertising using celebrities do you think they should be local or internationally known? I 

think both is good. It doesn’t matter. With local stars it would probably be cheaper for the companies than using the 

international known ones, but for us sometimes we might be extra supportive if it’s local stars as in some way we would 

be proud of them. We actually have a Taiwanese baseball player playing for the New York Yankees and because of him 

suddenly everyone in Taiwan is wearing Yankee t-shirts and you see Yankee hats everywhere. And whenever he is 

playing a game people are in a hurry to get home to see the game. It was not popular before it is only because he is 

professional and we are proud of him. So I think if brands choose a local star they will be able to cut budget, but at the 

same time increase their sales.  

And you would see that the clothes actually fit? Yes, exactly, you would think if he can wear it I can too. Because we 

know that the international stars are bigger than us and sometimes thinner. 
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